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ELEMENTS OF GAMIFICATION IN SOCIAL MARKETING
COMPAIGNS

The goal of this article is to present the essences of gamification and
possibilities which are given by using it in the marketing work. Special
attention was paid to activities of social marketing, which superior task is to
pay direct attention to social problems, to change the social consciousness
of given problem, to present the results of some behaviours and to support
activities serving the change of attitudes.
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Gamification which uses the elements of games and lets build
involvement of participants, has become an important element of marketing
strategies of commercial companies. It is used in marketing, recruitment and
personnel management, education and training, administration, the
promotion of marks and many others. It was assumed that the using
gamification elements in social marketing campaigns by building the
involvement of unit or all social group can be profitable for changing the
behaviours, their strengthening and solving some social problems. Social
marketing is a notion which has appeared in the theory of marketing as a
result of marketing’s orientations evolution. The justification for the
appearing of social marketing idea was more and more common want,
degradation of natural environment, poverty, hunger and social pathologies.
The author of the report has presented the point, goals and the meaning of
actions in the range of social marketing. The social advertisement is the tool
used the most often and which calls people for changing their attitudes,
presents difficult and often imperceptible by others problems, teaches how
to behave in unusual situations, how to react. More and more often as part
of such actions calling for health prevention, environment protection or
child safety people learn about the results of some behavior. Today, social
marketing shows that the marketing strategies and tools successfully used in
commercial marketing can be used in the case of campaigns of social
marketing, but undoubtedly the persuading the society to changes can be
very difficult.

According to research more and more people choose various kinds of
games as the form of entertainment. We are attracted by achieved levels,
badges and prizes. If it happens in a particular society, motivating us to take
action, in amusing atmosphere, we can devote to this game totally. A huge
interest in games and other mechanisms begins to translate to other areas.
That is why the idea of using the elements of games and gamification as
known and commonly used tools. Gamification is transferring of
mechanisms and solutions known from games to everyday life in such way
to make our life more engaging and influencing us. The most used elements
in gamification activities are points, decorations, levels, challenges, prizes,
plot and the systems of communication between players. Taking under
consideration the burden of problems mentioned in social campaigns, the
using of gamification in marketing activities requires from marketers not
only proper planning and introducing but also great amount of creativity
and innovation.

There are some examples of using the gamification elements in
social marketing campaigns presented in this article.
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