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Abstract

The increasing popularity of digital games has also led to a concomitant rise in
the popularity of gamification-based marketing strategies. The integration of
gamification into marketing strategies has emerged as a potent method to
engage both existing and prospective customers, thereby exerting a transfor-
mative influence on brand identity. Despite the expanding role of gamification,
a lacuna persists in the extant academic literature concerning gamification in
marketing, particularly with regard to the forms of gamification employed and
their efficacy in influencing customer purchase intentions. This article
expounds on the merits of employing marketing games and the categories of
games that are utilized to enhance customer interaction with a brand. The text
provides concrete examples to illustrate the various types of games, along with
detailed descriptions of the game mechanics and their respective purposes.
Polish brands have demonstrated a marked inclination to employ advergames,
which are predominantly characterized as games of chance and lotteries. The
primary objectives of advergames are typically to augment the number of users
of dedicated mobile applications, enhance brand recognition and loyalty, and
escalate the frequency and value of purchases.

Keywords: advergames, gamification, marketing games

1. Introduction

Play, which exerts a profound influence on such developmental processes as
growth, education, socialization, and culture, is a fundamental element of
human life. It encompasses cognitive, social, and emotional aspects, thereby
becoming the cornerstone of human existence. The promotion of play at all
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stages of human development has been demonstrated to result in more
fulfilling and significant experiences (Ross, 2013; Detering, Zagal, 2018;
Thorsted, 2016). Games represent an integral component of play. While play is
associated with pleasure and creativity, it is a form of spontaneous and
voluntary activity driven by internal motivation (Cummins, Zamani, 2018;
Vartiainen et al., 2024), "a game is perceived as something played by human
beings. Its mathematical analysis is human-centered, explores the structures of
particular games, economic or social environments, and tries to model
supposedly ‘rational’ human behavior in search of appropriate ‘winning strate-
gies’” (Faigle, 2022).

Games have played an important role in culture and the development of
societies for centuries. These tools functioned as both entertainment and an
educational apparatus. In ancient Egypt, Senet was played (although the rules
of this game are still unknown), and 5,000 years ago in Mesopotamia, The Royal
Game of Ur was played (Pfeiffer, Sedlecky, 2020), which is considered the
precursor to backgammon. Chess, a widely recognized game that traces its
origins to the 5th century CE, has historically served not only as a form of
entertainment but also as a strategic war game that has been utilized to train
players in the art of planning military operations (Pizto, Mazurkiewicz-Pizlo,
2023). Games underwent an evolution and adaptation to the social norms of the
countries where they gained popularity. An example of this phenomenon is the
case of chess in Muslim countries (Sdez, 2022). With the advent of new
technologies, games became increasingly widespread, more accessible (e.g.,
through the advent of printing) and advanced. In the contemporary epoch of
electronic media, the digital games industry is undergoing a period of
substantial growth and expansion, with its applications disseminating through-
out nearly all domains and facets of human existence.

Scientific literature contains a plethora of publications that address the
utilization of games in educational settings, the promotion of pro-ecological and
pro-health attitudes, and their application in business contexts. The integration
of games within the marketing paradigm merits particular consideration.
However, extant literature predominantly focuses on the experiences of users
of marketing games and the assessment of the effectiveness of games on
customer engagement (Xiaolin et al., 2025). A paucity of publications exists that
address the types of games utilized by brands for marketing purposes. The
present article aims to address this lacuna by presenting a definition of
gamification, the benefits of using games to promote a brand, and the types of
marketing games used, along with examples from the Polish market.
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2. Gamification

Gamification is defined as the process of engaging individuals in problem-
solving activities across various domains through the medium of games. This
practice has a long historical precedent, dating back hundreds of years to the
realm of strategic war games, which involve meticulously planned military
operations. The term "gamification" is widely attributed to Nick Pelling, aBritish
game designer and computer programmer. It is believed that “the first use of
gamification in its current sense apparently occurred in 2003, when Nick
Pelling, a British game developer, established a short-lived consultancy to
create game-like interfaces for electronic devices” (Werbach, Hunter, 2020).In
the text, the following citation style should be used (Wahyudi, 2020) or
(Deephouse, Carter, 2005; Bromley, 2000). In the case of more than three
authors, write the surname of the first of them and add the abbreviation “et al.”
(Akintoye et al., 2022).

In the age of electronic media and the growth of the digital gaming industry,
gamification has taken on a new meaning. Gamification is defined as the inte-
gration of game-design elements into non-game contexts, such as education,
health promotion, environmental protection, marketing, and management.
Through the use of techniques such as scoring, badges, levels, and competition,
people are motivated to take action to bring about lasting behavioral change
and increase engagement and motivation in various areas (Stefoska-Needham,
Goldman, 2025). Gamification is also understood as the use of game elements
for purposes other than entertainment (Gao, 2024). It is also worth mentioning
here that gamification mainly refers to bringing about positive (desired)
changes in behavior and habits through game elements and can be confused
with the term “gambification,” which is understood as "the (increased) pres-
ence of gambling (or gambling-related content) in non-gambling contexts in or-
der to realize desired outcomes. It incorporates two main aspects: affective
(employing cultural values/signifiers of gambling); and effective, (employing
gambling games and activities)" (Macey, Hamari, 2022). The term "gambifica-
tion" is used to describe the process of incorporating elements of gambling,
such as monetary incentives and emotional stimulation, into video games. This
practice carries the potential risk of leading to excessive user engagement,
which could result in addiction. Activities employed in the gamification process
may bear resemblance to gambling, yet they are predominantly utilized as
a form of incentive for positive behaviors. For instance, virtual coins are
awarded for cycling in applications that promote a healthy lifestyle, for com-
pleting tasks correctly in educational applications, or for purchases. These
coins, representing virtual currency, can be exchanged for additional game el-
ements, virtual rewards, or discounts in the context of shopping applications.

Gamification, regardless of the field in which it is used, is (Sawarkar, et al., 2024;
Persada, 2023; Larson, 2020; Bawa, 2023; Cechanowicz et al., 2013; Triantafyllou
et al. 2025):
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e enables permanent change of negative habits into positive ones,
e  teaches regularity,

o facilitates the achievement of goals,

e increases commitment,

e develops competencies and skills,

e improves performance and goal achievement,
. increases motivation,

. facilitates learning and memorization,

e builds loyalty and retention,

e increases satisfaction and positive experiences,
e  supports innovative activities and creativity.

The aforementioned benefits of gamification are subject to variation depending
on the field in which it is employed.

3. Marketing Games

The saturation of marketing with traditional media has prompted a search for
new forms of interaction with the recipient. Conventional advertising strate-
gies frequently entailed the reiteration of a persuasive message, a practice that
often led to recipients experiencing feelings of irritation and fatigue. This shift
led to a decline in the perceived credibility and effectiveness of the activities
(Baildn, 2008) and, concurrently, spurred the exploration of novel methods for
consumer communication that would facilitate interaction (Fidalgo et al.,
2017). This development signaled the dawn of a new era in transmedia cam-
paigns, giving rise to a "discursive hybridity" in which the recipient assumes an
active role, engaging with the brand and following the discourse it fosters (Fe-
lici, Ripollés, 2017).

The evolution of marketing concepts and existing paradigms has been driven
by changes in the dynamics of social communication. This evolution can be rep-
resented by four distinct stages: Marketing 1.0, which prioritizes the product
and is characterized by one-way communication; Marketing 2.0, which places
the customer at the forefront and facilitates two-way communication; Market-
ing 3.0, which emphasizes values and emotional connection; and Marketing 4.0,
which integrates online and offline activities through technological advance-
ments and the analysis of large data sets (Kartajaya et al. 2019).
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A component of Marketing 4.0 is gamification, which is defined as the incorpo-
ration of game elements into marketing strategies. Marketing games, also re-
ferred to as advergames, are a form of interactive media used to promote
brands. The integration of advertising content with entertainment elements in
these games has been shown to engage users and promote the brand, thereby
increasing brand awareness and shaping consumer perceptions.

The spectrum of marketing games is extensive. These games can take the form
of traditional offline games or online games (on a website or in a mobile app),
and include: games of chance, scratch and win games, instant win games,
knowledge games, platform games, tapping games, puzzles, hidden object
games, strategy games, gamified landing pages, product recommender games,
social interactive content games, seasonal holiday games, hourly games, and
hourly games (Figure 1).

GAMIFIED
LANDING

HIDDEN OBJECT

SEASONAL
GAWMES

PRODUCT
RECOMMENDER
GAMES

SOCIAL INTERACTIVE
CONTENT GAMES

Figure 1. Types of marketing games

Games of chance are defined as those in which the outcome is primarily deter-
mined by chance rather than the abilities of the players. The randomness in-
herent in the game is a critical factor in this context, as it limits the ability to
influence the outcome. Consequently, these types of games are often perceived
from a psychological perspective as gambling. Games of chance encompass
a wide array of activities, including roulette, dice, lotteries, and slot machines.
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Roulette, a game traditionally classified as a game of chance, is a popular pas-
time in casinos. Players place wagers on various outcomes, including specific
numbers, colors, or combinations of these elements. The outcome is deter-
mined by the spinning of a wheel (Minakuchi, 2018). In the context of market-
ing, roulette frequently manifests as a "wheel of fortune," wherein participants
do not engage in wagering activities; rather, they initiate the spinning of the
wheel, with the potential to accrue discounts on purchases, access to products
at reduced rates, or promotional gadgets. The act of spinning the wheel can en-
tail additional forms of interaction, such as serving as a reward following a pur-
chase, or offering a single opportunity to spin the wheel on a daily basis within
the application, among other scenarios. In Poland, this game has been utilized
by brands such as:

e Rossmann—online version—the wheel was spun in a mobile applica-
tion as part of the "Klub Rossmann" loyalty program. Players had the oppor-
tunity to win discounts or complimentary products. The objective of
introducing this game was to enhance the activity of Rossmann application
users and the frequency of purchases.

e Lidl's online version has been incorporated into seasonal campaigns.
Following a purchase in the store, an individual has the opportunity to en-
gage in a virtual wheel spinning activity, with the potential to win products
or discounts. The objective of introducing the game was to encourage repeat
purchases and increase brand loyalty.

e  The online version of Zabka allows customers using the mobile appli-
cation to accrue additional loyalty points, referred to as "Zappsy," which can
be redeemed for products or discounts. Additionally, the "Koto Promoc;ji"
(eng. Promotion Wheel) feature offers discounts to customers. The objective
of this initiative was to promote the application and thereby increase the
frequency of purchases.

e Hebe—online version—periodically organizes a “Zakre¢ Kolem Ra-
batéw) (eng. Spin the Discount Wheel) promotional event. This event offers
discount codes and complimentary delivery as prizes. The objective of this
initiative was to enhance the frequency of online purchases.

e  Decathlon Polska has implemented an offline version of a Wheel of For-
tune-type game at sporting events it organizes. Participants have the oppor-
tunity to win gadgets, discounts, and beverages. The objective of this
initiative is to cultivate customer relationships and promote the brand.

e Empik, an online retailer, employed a game during a promotional cam-
paign on Black Friday. To promote increased sales in the online store, indi-
vidual discounts were made available.
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Craps is also traditionally considered a game of chance and gambling, where
players make bets on the outcome of rolling two dice. In the context of market-
ing, this concept can manifest in a similar manner, wherein the outcome of the
dice roll dictates the financial rewards. Additionally, the dice may feature im-
agery representing prizes that can be won, with rolling two of the same number
resulting in a win. This game is not as prevalent in marketing as roulette, yet it
has been utilized by prominent brands such as:

o Zabka—the game was called “Zbij kostki” (eng. Knock the dice) and was an
online version available in the Zappka app. The user initiated the process
by casting or striking the dice, which resulted in the awarding of loyalty
points, known as "zappsy" or prizes. The objective of the initiative was to
enhance user engagement with the application and cultivate brand loy-
alty.

e T-Mobile—SMS game—network users received an SMS invitation to “roll
the dice.” In response to the roll of the dice, participants were presented
with the opportunity to win discounts or additional GB of Internet. The
objective of the exercise was to promote supplementary services and fos-
ter interaction with the brand.

Slot machines, also known as one-armed bandits, are games of chance that are
primarily associated with casinos. Nevertheless, these games are frequently
utilized in marketing campaigns due to their straightforward and engaging me-
chanics, the swift satisfaction they provide, and their strong association with
success. In Poland, the game has been utilized in various contexts, including
but not limited to:

e (CCC—The "Zakrec¢ i Wygraj” (ang. Spin and Win) game, as part of the mo-
bile application CCC, required users to "pull the lever" in order to win dis-
counts, points, or free delivery. The objective of the game was to motivate
users to install the application and make online purchases.

o Allegro—this auction platform offered slot machine-like games in which,
after meeting certain conditions (e.g., purchasing above a certain amount),
users could win products or coupons. The objective of the game was to ac-
tivate users and increase the value of their shopping carts.

e eobuwie—this brand's game was available on the store's website. Custom-
ers visiting the site could play a simple slot game by spinning the reel and
winning a discount or free delivery. The objective of the initiative was to
enhance conversion rates within the online store.

e Auchan, Carrefour—slot machines were set up in selected brick-and-mor-
tar stores. Participation in the game was contingent upon prior purchase
of an item from the store, which could be validated through the scanning
of a receipt, for example. The prizes offered in exchange for participation
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were coupons or products. The objective of this initiative was to enhance
the store's visibility and attract more customers.

Scratch cards represent a particularly prevalent marketing strategy. These

for

ms are utilized in both traditional, paper-based formats and digital, web-

based or app-based formats. The user/customer scratches off a field (tradition-
ally on paper or with a finger on the screen) to reveal a prize. The game's me-
chanics are characterized by their simplicity and rapid execution,

inc

orporating an element of surprise and "suspense." The implementation of

this system is both straightforward and versatile, with the capacity to be exe-
cuted in both physical and digital domains. This approach has been demon-
strated to be effective in increasing sales and fostering customer loyalty. In
Poland, it has been utilized by the following brands:
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e Biedronka, Lidl—scratch cards were available in paper form and were
received after making purchases for a certain amount. You could win dis-
counts, products, and prizes, including bicycles and audio/video equipment.
The aim of the game was to encourage larger purchases and return visits to
the store.

e Rossmann has introduced digital scratch cards within the Rossmann
Club application. Discount coupons for select cosmetics were available for
acquisition. The objective of the initiative was to promote the application
and certain product categories.

e BP implemented a “Zdrap i Wygraj” (ang. Scratch and Win) game,
which was paper-based. Customers received scratch cards when they re-
plenished their vehicle's fuel. These cards could be exchanged for coffee, car
wash discounts, Payback points, or prizes. The objective of this initiative was
to promote the loyalty program and encourage more frequent visits to the
station.

o Zabka—intermittent scratch card games within the Zappka application,
wherein participants have the opportunity to accrue loyalty points or prizes.

Lottery is the most prevalent marketing strategy. Pursuant to the fulfill-
ment of specific criteria, such as the completion of a purchase, the registra-
tion of a receipt, or the enrollment in a loyalty program, customers are
entitled to receive prizes, which are randomly assigned and take the form
of tickets. The utilization of lotteries in marketing strategies is predicated on
their capacity to profoundly motivate customers to make purchases, thereby
enhancing brand loyalty, promoting specific products, and fostering excite-
ment and engagement. In Poland, lotteries have been utilized by various en-
tities, including:
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e Biedronka's "Codziennie do wygrania 500 z1 na zakupy” (eng. Win PLN
500 for Shopping Every Day) campaign provided customers with the oppor-
tunity to participate in a daily drawing for gift cards by registering their re-
ceipt online. In addition to gift cards, products were available for
acquisition, and in more extensive campaigns, automobiles. The objective of
the campaign was to promote increased frequency and magnitude of pur-
chases. The probability of winning increased with each additional receipt
registered.

e Lidl has implemented two promotional campaigns: the ,Loteria para-
gonowa” (eng. Receipt lottery” and ,,Loteria z aplikacja Lidl Plus” (eng. Lidl
Plus app lottery). Tickets for these campaigns are received by customers
who have made purchases using the Lidl app. The prizes encompassed var-
ious items, including shopping vouchers, automobiles, and household appli-
ances. The objective of the campaign was to promote the app and cultivate
brand loyalty.

e The "Miliony Zappséw” (eng. Million Zapps) campaign, orchestrated by
Zabka, offered consumers the opportunity to participate in a lottery by pur-
chasing select products and scanning the app. The prizes in the daily draw
included loyalty points ( Zapps), phones, scooters, and vouchers. The objec-
tive of the campaign was twofold: to increase sales of select products and to
enhance the popularity of the app.

e The Orlen Lottery, also referred to as the "Scent of Victory," is a promo-
tional initiative offered by Orlen, a prominent oil and gas company. This
initiative provided customers with the opportunity to participate in a lottery
upon purchasing goods or services at its gas stations. The prizes offered in-
clude cars, fuel vouchers, and other amenities.

e Lotos, a promotional campaign, offered a prize of PLN 500 to customers
who completed a designated task at designated intervals. To qualify for the
promotion, participants were required to purchase a minimum of 25 liters
of fuel or a minimum of PLN 10 worth of products. Subsequently, they were
required to collect a coupon from the seller and submit an SMS message to
the designated number.

e InPost has established a program through which senders and recipients
of parcels delivered by InPost can collect InCoin points. These points can be
exchanged for InBoxes, which offer a chance to win an instant prize or
a ticket in a monthly lottery with a chance to win a car, airline tickets, or
a hotel stay.

e A substantial number of food companies, including Coca-Cola, Wedel,
and Nestlé, have historically engaged in seasonal lotteries, particularly dur-
ing periods such as holidays or Christmas.
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Instant win games are a type of game or contest in which participants have the
chance to win prizes immediately. Examples include roulette, dice, scratch
cards, and slot machines. These games can also take other forms derived from
lotteries, such as a marker under a drink cap indicating a prize (Coca-Cola,
Pepsi, Tymbark). Prizes can include discounts, products at bargain prices, or
products and material rewards. An interesting variation of this activity is, for
example, “Shakeomat” or “Shakomarka”, introduced in the Biedronka chain
store app, where shaking your phone gives you a special commercial offer.
A similar Shakeomat functioned on the website and in the app of the Allegro
auction site. The InPost campaign, in which you can find prizes and vouchers
for purchases at partner companies in your InBox, is also a form of instant
game. The aim of instant win games is to engage customers, build a community
around a promotion, promote specific products or brands, and increase the
number of participants in the promotion and the level of sales.

"Knowledge games' are interactive activities that evaluate and cultivate partic-
ipants' knowledge. The objective of such games is threefold: to be enjoyable, to
serve as a medium for education, and to cultivate a favorable brand image and
heightened brand awareness. Additionally, they are designed to enhance user
engagement and cultivate brand loyalty, thereby fortifying the expert status of
the brand. These activities are frequently associated with social, environmen-
tal, or health campaigns. One example is the quizzes organized by the Bie-
dronka chain of stores: a quiz available in the app, containing questions about
the products sold in the chain's stores and the organization of the store. In ex-
change for their participation, the subjects received additional points that could
be redeemed for plush toys or books. In addition, knowledge competitions were
orchestrated by Orlen, which featured online inquiries regarding road safety
for both customers and employees; PKO BP, which administered an educational
quiz on financial topics; and Coca-Cola, which offered a quiz on the history of
the company, with prizes provided by the companies themselves.

Platform games are simple 2D games available on websites, in which players
explore a specific environment by moving characters around. The objective of
the game is to maneuver the character through a series of challenges, including
jumping, climbing, and navigating obstacles, with the goal of collecting items.
Such games are frequently components of seasonal marketing strategies. Ex-
amples of notable games of this type include Pepsimen, developed by Pepsi, in
which the player assumes the role of a superhero tasked with collecting cans,
and Sneak King, created by Burger King, in which the player utilizes the com-
pany's mascot to deliver meals. Platform games have also been utilized by Mac-
Donalds, Lego, and Tymbark. The marketing campaign initiated by the Zabka
chain merits particular consideration in this context, particularly the game
known as "Zabu." This game, which featured advanced graphics and was avail-
able on the Zappka app, required players to control a frog that jumped and
caught falling objects (coins, products, or other symbols).
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Puzzlesare images that have been meticulously divided into smaller pieces and
subsequently mixed together. The objective of the activity is to reassemble the
image into its constituent parts. In the context of marketing, these puzzles are
frequently employed in two distinct forms: offline, as physically existing puz-
zles, and online, as visual representations of brand products. Puzzles have been
utilized by prominent brands such as Lidl, PZU, Biedronka, Reserved, and
Kaufland (the online version was available in Poland). In Romania, for in-
stance, individual puzzle pieces could be obtained after purchasing a certain
amount, and the entire puzzle could be obtained after increasing the number
of purchases in the store.

The category of hidden object games encompasses games that require players
to locate concealed objects within a visual display. These games can be subdi-
vided into two primary classifications: those that employ a "find and point" me-
chanic and those that follow a "three cups" paradigm. This strategy has been
employed by prominent brands such as Carrefour and Biedronka. The popu-
lar shopping platform TEMU employs a similar strategy, wherein users are
prompted to select one of three eggs, with the potential to win prizes such as
discounts and products at reduced rates.

Strategy games are characterized by the active choices and influence that par-
ticipants have on the outcome of the game. Furthermore, these individuals re-
quire a significantly higher level of engagement. The game can manifest in the
form of a series of daily activities. An exemplar of this phenomenon is the
game Zabu, in which players were tasked with nurturing a virtual character
by providing it with sustenance and engaging in recreational activities on
a daily basis.

A gamified landing page is a website that incorporates game elements, such as
challenges, rewards, and points, with the objective of ensuring user enjoyment,
encouraging frequent visits to the website, and increasing user engagement.

Product Recommender Games are a category of games that are dedicated to
specific products. Players can identify products that align with their prefer-
ences by responding to a series of questions or by engaging in interactive sce-
narios. In accordance with the responses and selections provided by the
participants, the game subsequently recommends products from the compa-
ny's range. Games incorporating product recommendation elements included
"Oreo," accessible via a QR code scan on a packet of crisps, and McDonald's.

Social Interactive Content Games are a category of games that are available on
social media platforms. These activities may include quizzes, team games, or
challenges designed to generate content, disseminate it, and thereby expand
the brand's reach.
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Seasonal holidays games, and hourly games refer to marketing games that are
made available at particular times. For instance, these games may be offered
during the holiday season or on specific days.

Metaverse games represent a distinct category within the broader realm of
marketing strategies. These games are characterized by their advanced and im-
mersive nature, which is facilitated by digital platforms. In these platforms, us-
ers collaborate to create a virtual world. The most prevalent games of this
category include Minecraft, Roblox, and Fortnite. These games experienced
a notable surge in popularity, particularly among younger demographics, dur-
ing the period of the SARS-CoV-2 pandemic. In response to the restrictions im-
posed due to the pandemic, educational institutions resorted to the creation of
virtual spaces where students could convene through their avatars, facilitating
social interaction in a remote setting. Numerous brands and institutions (e.g.,
city halls) have established virtual worlds in popular platforms such as Mine-
craft and Roblox. Among the brands, the following distinctions can be ob-
served: MacDonalds, ING Bank, PKO SA, Biedronka, Lego, and Nike.

The array of games presented is not mutually exclusive. A single marketing
game may exhibit characteristics of several types. For example, Christmas Rou-
lette is a game of chance and, at the same time, a seasonal game available at
a specific time. It is imperative to acknowledge that marketing games represent
a comprehensive category of games that are designed to achieve specific mar-
keting objectives. These objectives include, but are not limited to, increasing
sales, enhancing customer engagement, building brand awareness, strengthen-
ing customer loyalty, improving customer relations, fostering a customer com-
munity, and achieving expert status. A subcategory of marketing games is that
of promotional games, which focus on promoting a specific product or service
and encourage purchases. Consequently, it can be concluded that while every
promotional game is a marketing game, not every marketing game is a promo-
tional game.

4. Discussion and Conclusions

Marketing games have seen a marked increase in their utilization within the
domain of marketing strategies, with their scope undergoing consistent
expansion. These games frequently serve as the focal point of scientific inquiry,
with research concentrating predominantly on four aspects: the impact of
advertising games on children's health, purchase intent, brand narrative, and
brand loyalty (Sanz, de la Hera, 2023). Scientific research has demonstrated
that the incorporation of games into marketing strategies can positively
influence customer experience and brand engagement, which, in turn, can lead
to enhanced brand loyalty and increased sales (Elshoubashy et al., 2023; Pour
et al., 2021). Educational advertising games have been demonstrated to
promote positive dietary habits among children (Englund et al., 2020). The
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implementation of promotional games has been demonstrated to result in an
augmentation of sales, both in terms of value and quantity. However, as van
Berlo et al. (2023) have noted, studies are most often conducted without paying
adequate attention to the context in which the games are played. Moreover,
research has scarcely addressed the evolution of advertising games themselves
in relation to the emergence of new technologies or to the nomenclature of
advertising games (Catalan et al., 2019). The present article focuses on the latter
issue. In an effort to identify and showcase marketing games, a review was
conducted of the available games utilized by the most prominent brands in
Poland. Due to the absence of archives on brand websites and in mobile
applications where previously available games could be checked, popular
information available on the Internet (forums, search engines) was utilized.
The games mentioned were intended to present the game's operation and its
purpose. An analysis of the most prevalent marketing games utilized on the
Polish market reveals a preponderance of promotional games, in which
participants stand to win discounts, products, or material prizes. The most
common goals of the games were:

e increasing the value of purchases,
e increasing the frequency of purchases,
e increasing the number of brand-dedicated apps installed.

The article presents 15 types of marketing games, which are not mutually
exclusive. It is noteworthy that a single game may exhibit characteristics of
multiple other games. The most prevalent categories encompass games of
chance offering instantaneous wins and seasonal games, such as those initiated
as part of a limited-time promotional campaign or holiday season.

The popularity of marketing games is increasing, and it is probable that this
trend will persist. These interactions are characterized by their appeal,
engagement, and mutual benefits for both parties (Makki et al., 2025). However,
it is imperative to consider the repercussions of these practices, particularly the
ethical considerations (Gupra et al., 2024). The initial issue to be addressed is
the association of gamification with gambling and exposure to gambling. This
association is particularly problematic in the case of children and individuals
with problematic consumer behavior, such as compulsive shopping. Secondly,
the processing of game user data. In the context of gaming and software
installation, users are routinely prompted to register, furnish personal infor-
mation, and consent to stipulated terms and conditions. A significant pro-
portion of individuals may not be cognizant of the utilization and dissem-
ination of the data they provide, nor may they be aware of the parties to whom
this data is disclosed. It is imperative to recognize that consumers may be
unaware that the act of scanning receipts or club cards to obtain a discount,
enter a lottery, or similar activities is effectively divulging their purchase
history and unveiling their consumer behavior. Thirdly, the topic of digital
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accessibility and media addiction is addressed. Marketing games frequently
necessitate daily engagement, which can potentially result in dependency.
These games are becoming increasingly unavailable in their traditional form,
such as paper, potentially excluding older adults as active users. Digital
accessibility also impacts business owners who intend to incorporate games
into their development strategies. The substantial expenses associated with the
development, implementation, and continual operation of marketing games, in
conjunction with the requisite competencies, might prove to be a significant
hindrance for smaller business enterprises. Consequently, prominent and big
brand names are the primary beneficiaries of games. This provides
a foundation for future research on the readiness of smaller businesses to
adopt marketing games, particularly digital ones.

References

Bailon, M. A. N. (2008) La integracién de la comunicacién: andlisis de su implicacién
para el consumidor y el capital de marca (Doctoral dissertation, Universidad de
Murcia). https://dialnet.unirioja.es/servlet/tesis?codigo=169692

Bawa, S.S. (2023) Implement Gamification to Improve Enterprise Performance. In-
ternational Journal of Intelligent Systems and Applications in Engineering, 11
(2), 784—788.

Cataldn, S., Martinez, E., Wallace, E. (2019). Analysing mobile advergaming effec-
tiveness: the role of flow, game repetition and brand familiarity. Journal of Prod-
uct & Brand Management, No. 28, 502-514. https://doi.org/10.1108/JPBM-07-
2018-1929

Cechanowicz, J., Gutwin, C., Brownell, B., Goodfellow, L. (2013) Effects of gamifica-
tion on participation and data quality in a real-world market research domain.
ACM International Conference Proceeding Series (pp. 58—65). https://-
doi.org/10.1145/2583008.2583016

Cummins, E., Zamani, Z. (2017) Play Environments and Affordances. In: E. Cum-
mins, Z. Zamani (Eds.) How to Grow a Playspace: Development and Design (pp.
37—47). Taylor and Francis. https://do.org/10.4324/9781315695198-ch4

Deterding, S., Zagal, J.P. (2018) THE MANY FACES OF ROLE-PLAYING GAME STUD-
IES. In: S. Deterding, J.P. Zagal (Eds.) Role-Playing Game Studies: Transmedia
Foundations (pp. 1—16). Routledge. https://doi.org/10.4324-/9781315637532-1

Elshoubashy, H., Elkader H.A.B.D., Khalifa N.(2023) Empirical Study On Gamifica-
tion Effect On Brand Engagement. Journal Of Organizational Behavior Research,
8 (1), pp- 297—318. https://doi.org/10.51847/sAorvxedSs

124


https://dialnet.unirioja.es/servlet/tesis?codigo=169692
https://doi.org/10.1108/JPBM-07-2018-1929
https://doi.org/10.1108/JPBM-07-2018-1929
https://-doi.org/10.1145/2583008.2583016
https://-doi.org/10.1145/2583008.2583016
https://do.org/10.4324/9781315695198-ch4
https://doi.org/10.4324-/9781315637532-1
https://doi.org/10.51847/sAorvxedSs

Gamification Marketing—Essence, Types of Activities, Examples of Application

Englund, T.R., Zhou, M., Hedrick, V.E., Kraak, V.I. (2020) How Branded Marketing
and Media Campaigns Can Support a Healthy Diet and Food Well-Being for
Americans: Evidence for 13 Campaigns in the United States. Journal of Nutrition
Education and Behavior, 52 (1), 87—95. https://doi.org/10.1016/j.jneb.2019.-
09.018

Faigle, U. (2022) Mathematcal Game Theory. World Scientific. http://dx.doi.org/-
10.1142/12540

Felici, J. M., Ripollés, A. C. (2017) El discurso publicitario: Nucleo de la comunicacién
transmedia. AdComunica. Revista Cientifica de Estrategias, Tendencias e
Innovacion En Comunicacion 14, 11-19. https://doi.org/10.6035/2174-0992.2017 .-
14.1.

Fidalgo, M. I. R,, Ambrosio, A. P., Paz, Y. R, Iglesias, L. J. (2017) Cambios en los
modelos persuasivos: La nueva publicidad en tiempo real a través de estrategias
narrativas transmedia. Estudio de caso de la campafia publicitaria de Tous,
Tender Stories. AdComunica. Revista Cientifica de Estrategias, Tendencias e
Innovacion En Comunicacion, 14, 27-50. https://doi.org/0.6035/2174-0992.

Frame, K. K. (2024) Gamify Utility. In: Jim, J. (Eds.) The UnNoticed Entrepreneur:
How Entrepreneurs Can Leverage their Authenticity to Build Brands. Book 3 (pp.
155-159). https://doi.org/ 10.1002/9781907312731.ch26

Gao, F. (2024) Advancing Gamification Research and Practice with Three Underex-
plored Ideas in Self-Determination Theory. ZechTrends 68 661-671.
https://doi.org/10.1007/s11528-024-00968-9

Gupta, S., Nagina, R., Paruthi, M., Gupta, G. (2024) Marketing and Gamification: Ap-
plications, Challenges, and Ethics. Routledge. https://doi.org/10.4324/9781032-
694238

Ihan, 0.A. (2021) The rise of digitalization in the tourism industry during COVID-
19: cyber space, destinations, and tourist experiences. In M. Demir, A. Dalgic,
E.D. Ergen (Eds.), Handbook of Research on the Impacts and Implications of
COVID-19 on the Tourism Industry (pp. 843-862). IGI Global, Hershey, PA.

Kartajaya, H., Kotler Ph., Hooi, D. H. (2019) "Marketing 4.0: Moving From Traditional
To Digital," World Scientific Book, In: Ph. Kotler, H. Kartajaya, D.H. Hooi (Eds.),
Asian Competitors Marketing for Competitiveness in the Age of Digital
Consumers (pp. 99-123). World Scientific Publishing Co. Pte. Ltd.

Larson, K. (2020) Serious Games and Gamification in the Corporate Training Envi-
ronment: a Literature Review. TechTrends, 64 (2), pp. 319—328. https://doi.org-
/10.1007/s11528-019-00446-7

Macey, J., Hamari, J. (2022). Gamblification: A definition. New Media & Society,
26(4), 2046-2065. https://doi.org/10.1177/14614448221083903

Makki, M., Jafari, M., Parsanejad, M. (2025) Marketing strategies and dynamics in
online mobile gaming: a diffusion model. /nternet Research. https://doi.org/10.1-
108/INTR-04-2024-0643

125


https://doi.org/10.1016/j.jneb.2019.-09.018
https://doi.org/10.1016/j.jneb.2019.-09.018
http://dx.doi.org/-10.1142/12540
http://dx.doi.org/-10.1142/12540
https://doi.org/10.6035/2174-0992.2017.-14.1
https://doi.org/10.6035/2174-0992.2017.-14.1
https://doi.org/0.6035/2174-0992
https://doi.org/10.1007/s11528-024-00968-9
https://doi.org/10.4324/9781032-694238
https://doi.org/10.4324/9781032-694238
https://doi.org-/10.1007/s11528-019-00446-7
https://doi.org-/10.1007/s11528-019-00446-7
https://doi.org/10.1177/14614448221083903

Aleksandra A. Olejarz

Minakuchi, M. (2018) Roulette++: Integrating physical lottery process with digital
effects. In. E. Bertiono, W. Gao, B. Steffen, M. Yung (Eds.) Lecture Notes in Com-
puter Science, 10714 LNCS (pp. 601—607). Springer. https://doi.org/10.1007/978-
3-319-76270-8_41

Persada, A.G. (2023) Impact of Gamification on User Experience: An Empirical Re-
view. Proceeding—ELTICOM 2023: 7th International Conference on Electrical,
Telecommunication and Computer Engineering: Sustainable and Resilient Com-
munities with Smart Technologies, 43—47. https://doi.org/10.1109/ELTICO-
M61905.2023.10443134

Pfeiffer, A., Sedlecky, G. (2020). An introduction to gambling in the context of game
studies. In. E. Bektic, D. Bruns, S. Gabriel, F. Kelle, G. Pélsterl, F. Schniz (Eds.)
Mixed Reality and Games: Theoretical and Practical Approaches in Game Studies
and Education (pp. 281-294). Media Studios. https://doi.org/10.1515/97838-
39453292-026

Pizlo, W., Mazurkiewicz-Pizlo, A. (2023). Gamification—Use in Tourism Business
Management. Furopean Research Studies Journal, vol. XXVI, issue 2, 390-409.
https://doi.org/10.35808/ersj/3177

Pour, M.]., Rafiei, K., Khani, M., Sabrirazm, A. (2021) Gamification and customer ex-
perience: the mediating role of brand engagement in online grocery retailing.
Nankai Business Review International, July 2021. https://doi.org/10.1108/nbri-
07-2020-0041

Ross, D. (2013) Ambiguity and possibility: Cognitive and educational grounds for
play. International Journal of Play, 2 (1): 22—31, https://do.org/10.1080/215-
94937.2013.771604

Séez, N.M. (2022) Translatio ludorum. La recepcion del ajedrez musulman en el
reino de Alfonso X. Patristica et Mediaevalia, 43 (2)https://doi.org/10.340-
96/petm.v43.n2.10966

Sanz, L.C,, De La Hera, T. (2023) What we do not know about advergames: a litera-
ture review. Frontiers in Communication, Volume 8. https://doi.org/10.3389/fc-
omm.2023.1155899

Sawarkar, D., Agrawal, P., Mandal, R.K.,, Pinjarkar, L., Agrawal, P., Kaur, G. (2024)
The Impact of Gamification Across Different Educational Contexts. 4th Interna-
tional Conference on Innovative Practices in Technology and Management 2024,
ICIPTM 2024. https://doi.org/10.1109/ICIPTM59628.2024.10563427

Stefoska-Needham, A., Goldman, A.L. (2025) Perspectives of Australian healthcare
professionals towards gamification in practice. Nutrition and Dietetics, 82 (2),
206—217. https://doi.org/10.1111/1747-0080.12911

Thorsted, A.C (2016) Communities of play-a collective unfolding. International Jour-
nal of Play, 5 (1), 28—46. https://doi.org/10.1080/21594937.2016.1147292

126


https://doi.org/10.1007/978-3-319-76270-8_41
https://doi.org/10.1007/978-3-319-76270-8_41
https://doi.org/10.1515/97838-39453292-026
https://doi.org/10.1515/97838-39453292-026
https://doi.org/10.35808/ersj/3177
https://do.org/10.1080/215-94937.2013.771604
https://do.org/10.1080/215-94937.2013.771604
https://doi.org/10.3389/fc-omm.2023.1155899
https://doi.org/10.3389/fc-omm.2023.1155899
https://doi.org/10.1109/ICIPTM59628.2024.10563427
https://doi.org/10.1111/1747-0080.12911
https://doi.org/10.1080/21594937.2016.1147292

Gamification Marketing—Essence, Types of Activities, Examples of Application

Triantafyllou, S.A., Georgiadis, C., Sapounidis, T. (2025) Gamification in education
and training: A literature review. Infernational Review of Education.
https://doi.org/10.1007/s11159-024-10111-8

van Berlo, Z.M.C,, van Reijmersdal, E.A., Waiguny, M.K.]. (2023). wenty years of re-
search on gamified advertising: a systematic overview of theories and variables.
International Journal of Advertising, Volume 42, 171-180. https://doi.org/10.-
1080/02650487.2022.2143098

Vartiainen, J., Sormunen, K., Kangas J. (2024) Relationality of play and playfulness
in early childhood sustainability education. Learning and Instruction, 93, art.
no. 101963. https://doi.org/10.1016/j.]learninstruc.2024.101963

Werbach, K., Dan Hunter, D. (2020). For the Win, Revised and Updated Edition: The
Power of Gamification and Game Thinking in Business, Education, Government,
and Social Impact. Wharton School Press. https://doi.org/10.2307/j.ctv2hdrfsm

Xiaolin, L., Yilun, X., Guofeng, D., Qianwei, X., Weichun, X. (2025) The role of user
participation and psychological distance in consumer brand attitudes in gami-
fied marketing. Scientific Reports, volume 15, Article number: 582 (2025).
https://doi.org/10.1038/s41598-024-84268-5

Aleksandra A. Olejarz is a Doctor of Economics employed at the University of
Warmia and Mazury in Olsztyn. Her research interests include market research and
using quantitative methods to predict economic phenomena.

127


https://doi.org/10.1007/s11159-024-10111-8
https://doi.org/10.-1080/02650487.2022.2143098
https://doi.org/10.-1080/02650487.2022.2143098
https://doi.org/10.1016/j.learninstruc.2024.101963
https://doi.org/10.2307/j.ctv2hdrfsm
https://doi.org/10.1038/s41598-024-84268-5

