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Ⅰ. Introduction

Gamification and big data are reported as the 

most important impacts of the Internet in the 

coming years, as it is predicted that more than 

50% of the organisations managing innovation 

processes will gamify aspects of their business 

by 2015 [Gartner Hype Cycle report, 2011]. In-

deed, gamification is diffused in many and vari-

ous industries such as defence, education, scien-

tific exploration, emergency management, lei-

sure, health, politics and engineering [Xu, 2011]. 

Gamification is also offered as a service layer 

of reward and reputation systems as well as cus-

tomer relationship management programmes 

(e.g. the provision of points, badges, levels and 

leader boards to customers for enhancing their 

loyalty and establishing bonds with the firm). 

For example, in order to solve the main problem 

of most fitness programmes (i.e. motivation), 

Nike+ uses a gameware design driving over five 

million 'players' to compete and improve their 

personal fitness goals. Specifically, users of Nike+ 

sports shoes are motivated to measure and regis-

ter their running performance in order to: mon-

itoring their progress; compete with others; gain 

points and peer recognition. This gamefied moti-

vation mechanisms persuade runners to main-

tain and enhance their commitment, loyalty and 

engagement with running, the users' brand com-

munity and the brand. Overall, games are used 

in order to increase the users’ engagement, par-

ticipation, learning and motivation by directing 

their behaviour (i.e. increased activity, social in-

teraction, quality and productivity of purchasing 

and consumption actions) through the design 

and affordances of positive and intrinsically mo-

tivating gameful experiences [Hamari, 2013]. 

However, although gamification is penetrat-

ing many business processes (e.g. decision-ma-

king, innovation, team working, marketing) 

[Witt et al., 2011; Zichermann and Linder, 2010] 

and it is predicted to become the next genera-

tion application for marketing and customer re-

lations [Zichermann and Cunningham, 2011], 

there is still a lack of empirical studies provi-

ding evidence of the business effectiveness of 

gamification [Hamari, 2013; Deterding et al., 2011]. 

This is despite the fact that the number of aca-

demic publications in gamification is growing 

during the last years [Xu, 2011]. Moreover, as 

recent research shows that the gamification ef-

fects are greatly dependent on the context in 

which the gamification is being implemented, 

as well as on the users using it [Hamari et al., 

2014], research should examine the use and the 

impacts of gamification by focusing on a specific 

context and business application. However, most 

of the previous studies primarily examine ga-

mification in contexts such as education, health, 

intra-organisational systems and innovation, and 

so, there is no insight into the application and 

effectiveness of gamification in a marketing and 

e-commerce context. Indeed, the effectiveness 

of gamification applied for influencing consumer 

behaviour in a marketing context is totally ig-

nored [Hamari et al., 2014]. Furthermore, de-

spite the great potential of gamification in tour-

ism [e.g. Cramer et al., 2011], studies examining 

the gamification's effectiveness in tourism are 

also scant [Sigala, 2015; Xu et al., 2013].  

To address these gaps, this paper examines 

the implementation and effectiveness of gamifi-

cation in a specific e-commerce tourism context, 

as tourism is an industry with a huge potential 

for gamification applications [Sigala, 2015]. Thus, 
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the aim of this paper is twofold: a) to examine 

the concept and application of gamification in 

a specific tourism context; and b) to measure 

the effectiveness of gamification in this context 

by studying the impact of two different gamifi-

cation designs on the users'/players' behavioural 

and psychological outcomes. Specifically, the 

two gamifications designs that are examined in-

clude: the TripAdvisor's gamified website; and 

the TripAdvisor's Facebook social graph gami-

fied application. To that end, the paper first re-

views the concept and the principles for design-

ing gamewares and then, it explains the design 

of these two gamified TripAdvisor's applica-

tions by showing how the company has applied 

gamification for supporting its business model. 

The paper continues by discussing the literature 

identifying the behavioural and psychological 

outcomes of gamification on its users and then, 

it formulates the research questions related to 

the measurement of the gamification effective-

ness. Primary data are collected from a conve-

nience sample of TripAdvisor’s users, the find-

ings are presented and finally, their practical 

and theoretical implications are discussed. 

Ⅱ. Gamification

2.1 Gamification: Concept and Aims 

Following the success of Foursquare in using 

points and badges to motivate users’ activity 

and retention, the interest of firms on using ga-

mification for revolutionalising the human-com-

puter interaction and the user experience has 

mushroomed. Theoretically, any application, task, 

process or context can be gamified, and gamifica-

tion is used in several contexts such as educa-

tion, health, decision-making [Xu, 2011]. However, 

as marketing has always been about persuasion, 

motivation and manipulation, the affordances 

and the potential of gamification in marketing 

are enormous [Zichermann and Linder, 2010]. 

For example, in consumer-oriented websites and 

mobile applications, firms use gamification for 

encouraging people to use the e-commerce ap-

plications, for driving and enhancing customer 

loyalty, brand awareness and effective market-

ing engagement [Deterding et al., 2011; Daniels, 

2010].

Similarly to industry gamification applica-

tions, research in gamification is also mush-

rooming, which is evident by the wide use of 

numerous parallel terms such as “productivity 

games”, “surveillance entertainment”, “funware”, 

“funology” “playful design”, “behavioral games”, 

“game layer” and “applied gaming”. However, 

gamification is institutionalized as the common 

household term [Deterding et al., 2011]. After 

reviewing the evolution of human-computer in-

teraction and the literature in game studies, 

Deterding et al. [2011] defined gamification as 

the use of game-play mechanics for non-game 

applications. This widely accepted definition 

clearly shows the distinction between “serious 

game” (the design of full-fledged game for non- 

entertainment purposes) from “gamified” ap-

plications that only need to incorporate some 

(and not all) game design elements. Other ga-

mification definitions also highlight its aim to 

create experiences. For example, Fullerton et al. 

[2004] described gamification as a process of de-

signing experiences by first envisioning what 

kind of an interactive experience a game should 

create, and then proceeding by creating the nec-

essary game designs in the form of rules and 
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procedures. Others [e.g. Huotari and Hamari, 

2012; Hamari, 2013] also defined gamification 

as a process of enhancing services with (motiva-

tional) affordances in order to invoke gameful 

experiences and further behavioral outcomes. 

In defining gamification, Huotari and Hamari 

[2012] also stressed the role of gamification in 

invoking the same psychological experiences as 

games (generally) do. 

Although the gamification definitions may 

vary in emphasis, they all include both a sys-

temic component defining how the game is con-

structed/designed and an experiential compo-

nent describing the human involvement within 

the game. Overall, the major aim of gamification 

is to effectively motivate and direct the users' 

behavior and to increase the users’ engagement 

with the ‘play’ tasks [Lee and Hammer, 2011; 

Shneiderman, 2004] by using game-like techni-

ques [such as, scoreboards and personalized 

fast feedback [Flatla et al., 2011]] that make peo-

ple feel more ownership and purpose when en-

gaging with the 'play' tasks [Pavlus, 2010]. Accor-

ding to this conceptualization, gamification can 

be seen to have three major parts [Hamari et al., 

2014; Sigala, 2015]. First, the use of game me-

chanics that can afford and increase the users’ 

motivations, and second and third respectively, 

the resulting outcomes of gamification design 

on the users' psychology (e.g. flow, involvement, 

enjoyment) and behavior (i.e. increased activity). 

2.2 Funware: Types and Motivational 

Affordances of Game Mechanics

Game mechanics are rule based systems/ 

simulations that facilitate and encourage a user 

to explore and learn the properties of their 

space through the use of feedback mechanisms 

[Cook, 2008]. Funware is the use of game me-

chanics to encourage desired user actions and 

to generate customer loyalty [Zimmerman, 2009]. 

To achieve that, game mechanics should gen-

erate extrinsic and/or intrinsic motivation to 

their users. Intrinsic motivation comes from 

within, since the user decides whether to make 

an action or not in order to achieve for example 

altruism, competition, cooperation, sense of be-

longing, love or aggression. Extrinsic motivations 

occur when something or someone determines 

the user to make an action for example: classifi-

cations, levels, points, badges, awards, missions 

[Viola, 2011]. In reviewing the literature, Hamari 

et al. [2014] identified a great variety of different 

game mechanics and elements: (redeemable or 

social) points, leader boards, achievements/ 

badges, levels, story/theme, clear goals, feed-

back, rewards, progress and challenge. However, 

points, leader boards, and badges are clearly 

the most commonly used mechanics [Hamari 

and Eranti, 2011]. Xu [2011] clustered game me-

chanics into the following categories: behaviou-

ral (e.g. discovery/exploration, ownership, com-

munity collaboration, lottery, virality, status); feed-

back (e.g. bonuses, countdown, reward sched-

ules); and progress (e.g. achievements, levels, 

points, progress bar). Xu [2011] also made a dis-

tinction between game mechanics and game el-

ements, as the latter aim to mainly manifest the 

game information to the player usually as user 

interface components (e.g. avatars, activity feed, 

leader boards, user profile, notifier e-mails). 

2.3 Designing Effective Funwares 

The literature identifies four major issues for 
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designing effective funwares: the integration of 

game activities with the business related tasks 

with which the users are desired to get engaged 

[Von Ahn and Dabbish, 2008]; the use of a vari-

ety of game mechanics for providing both ex-

trinsic and intrinsic motivation; the selection 

and use of game mechanics that match the users’ 

objectives and support the users’ motivational 

needs [Aparicio et al., 2012]; and the empower-

ment of the users to select and customize the 

game mechanics to their own motivational needs 

so, that they can self-identify the game goals 

with their own values and internalize the game 

activities [e.g. Zichermann and Cunningham, 

2011]. The latter considerations highlight the 

importance to first understand the subjects (users' 

goals and motivations) before designing funwares. 

The following arguments justify the significance 

of these four issues. 

First, research in social psychology indicates 

that extrinsic rewards might have a negative ef-

fect on motivation and creativity [Toubia, 2006], 

because: they can inhibit or even diminish the 

people’s behavior [Deci et al., 1999]; and they 

can have detrimental effects, when complex and 

creative tasks have to be performed [McCullers,  

1978]. This is because once gamification is used 

to provide external motivation, the user's inter-

nal motivation decreases. Hence, if the organi-

zation starts using gamification based upon the 

provision of external rewards and then, it de-

cides to stop these rewards, the organization 

will be worse off than when it started, as the 

users will be less likely to return to the behavior 

without the external reward [Deci et al., 1999]. 

As Zichermann and Cunningham (2011: p. 27) 

claimed "once you start giving someone a reward, 

you have to keep her in that reward loop forever". 

Robertson [2010] also argued that gamification 

designs should avoid the superficial 'pointsfica-

tion' (defined as gamification systems that add 

nothing more than a scoring system to a non- 

game activity), as they miss elements of playful-

ness and experiences, which are central to what 

makes a game effective. Others [e.g. Deterding 

et al., 2011; Kim, 2010] have also emphasized the 

need to design an effective player's experience 

with intrinsic rewards preferred over extrinsic 

rewards. This is because extrinsic rewards may 

lead to short-term activity increase, but reduc-

tion in long-range interest and use of a product/ 

service [Lazzaro, 2011]. On the other hand, when 

people are intrinsically motivated they can even 

be in a state of energized focus (flow), invol-

vement and enjoyment [Deci and Ryan, 1985; 

Csíkszentmihályi, 1990]. Intrinsic motivators also 

work best when they work towards personally 

meaningful goals [Wu, 2011]. Consequently, to 

drive the users’ motivation and raise their en-

gagement, gamification design should use me-

chanics that combine both intrinsic (e.g. motiva-

tion due to interest, joy, self-expression and cu-

riosity) and extrinsic motivation (e.g. motiva-

tion driven by the desire to gain points, awards) 

[Amabile, 1993]. 

Secondly, research in game psychology shows 

that there are 'players' with several personality 

types, whose behaviour is driven by different 

interests, needs and types of motivators [Bartle, 

1996]. In her study, Bartle [1996] identified four 

players' types (namely, achievers, explorers, socia-

lisers and killers) depending on whether players 

prefer to act or interact with other player(s) or 

the world(s). The socializers have playing motives 

for socializing and establishing relationships with 

other people; achievers have motives for advance-

ment; explorers are players that mainly interact 

with the world and not its community and have 
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Bartle’s players' taxonomy

          

Kim's [2010] social actions

<Figure 1> Comparison of Bartle’s Taxonomy of Players with Kim’s [2010] Taxonomy of Social Actions of Users 

of Online Gamification Applications

a motive to personally gain an understanding 

of the game world; the killers represent players 

that wish to imposition themselves upon others 

and improve their satisfaction by causing distress 

and/or affiliating anxiety and pain to others.

The Bartle’s [1996] taxonomy of players has 

been validated in numerous game contexts, while 

several studies have also recently confirmed this 

taxonomy in various gamified contexts. For ex-

ample, Kim [2010] studied the users’ behaviour 

in numerous gamification applications and identi-

fied a series of social actions that re-confirm the 

Bartle’s taxonomy of players in gamification con-

texts <Figure 1>. In reviewing the gamification 

literature, Hamari et al. [2014] also concluded 

that the users of gamified applications have the 

same motivational needs and interests as the 'tra-

ditional' gamers, and which fall into all three 

categories of motives: cognitive, emotional and 

social. Yee [2002] also identified five similar moti-

vational factors influencing people to play online 

social games and gamified applications: desire 

for relationships and supportive friendship 

among the members of the social community; 

desire for being immersed in a make-believe con-

struct such as fantasy world; desire for grief by 

using other players for one's own gains (e.g. 

by killing or deceiving others); desire for achieve-

ment and power by reaching the goals defined 

by the game; desire for leadership by gaining 

the gregariousness and assertiveness in a group; 

desire for shared experience, i.e. the reward of 

being socialised into a community of gamers and 

acquiring a reputation within it. Actually, as con-

cerns the last motivation (namely, the desire to 

get social experiences), Ducheneaut et al. [2006] 

found that although many users of online social 

games play alone, they have a different kind of 

social factor ("audience") motivator, and a differ-

ent sense of social presence. Based on their find-

ings, players use and interpret the term 'being 

alone together' in multi-player online games as: 

interacting with an audience; being surrounded 

by others; and laughing at and with others. In 

a later study, Yee [2006] provided a typology of 

gamification users that was developed based on 

their three major types of motivations: achieve-

ment (advancement, competition); social (rela-

tionship, socializing, teamwork) and immersion 

(discovery, role-playing, escapism, customisation). 

Yee's [2006] typology includes groups' of users 

that have analogous profiles and features with 

the widely known taxonomy of players provided 

by Bartle [1996].
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<Table 1> Gamers’ Types and Motivations (in game and gamified contexts) and Their Matching with Game 

Mechanics 

Motivation of users of online games 

and gamification applications

[e.g. Yee, 2002; Yee, 2006; Kim, 2010; 

Hamari et al, 2014]

Gamers’ types in

game contexts

[Bartle, 1996]

Game Mechanics

[e.g. Aparicio et al. 2012; 

Xu, 2011; Hamari et al., 2014]

Autonomy: Autonomy refers to the sense of will 

when performing a task Achievers

profiles, avatars, macros, 

configurable interface, alternative 

activities, privacy control, 

notification control

Competence

Advancement: The desire to gain power, progress rapidly, 

and accumulate in game symbols of 

wealth or status

Mechanics : Having an interest in analyzing the 

underlying rules and system in order to 

optimize character performance

Competition : The desire to challenge and compete with 

others

Status seekers, 

Achievers, killers

positive feedback, optimal 

challenge, progressive 

information, intuitive controls, 

points, levels, leader boards, 

status, badges, levels

Relatedness/social component: Relatedness is 

experienced when a person feels connected to others

Socializing : Having an interest in helping and chatting 

with other players

Relationship : The desire to form long-term meaningful 

relationships with others

Teamwork : Deriving satisfaction from being part of 

a group effort

Socialisers

Harmonizers

groups, messages, blogs, 

connection to social networks, 

chat, gifting items to other users 

Immersion Component

Discovery : Finding and knowing things that most 

other players don’t know about

Role-Playing : Creating a persona with a background 

story and interacting with other players 

to create an improvised story

Customization: an interest in customizing the 

appearance of their character

Escapism : Using online environment to avoid 

thinking about real life problems

Explorers

Lurkers

Avatars

Gifting items for discovery for use 

of the gamified application Areas/ 

levels unlock only when inviting 

others to play

Overall, research exploring the various pla-

yers' types offers critical and appropriate in-

formation to gamification designers for under-

standing the various goals, interests and motiva-

tions of players and then, developing game me-

chanics that match these users' motivational 

needs and preferences. In this vein, <Table 1> 

summarises studies showing: the parallel of the 

players’ types found in game contexts [i.e. Bartle, 

1996] with the users’ types found in gamified 

applications; and the game mechanics that match 

the motivational needs of each type of player.

The theories of motivational affordance and 

situated relevance also provide evidence that 
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the game mechanics can motivate the users only 

when they match the user’s profile (i.e. his/her 

needs, values and interests) [Deterding et al., 

2011]. The situational relevance and the self-de-

termination theory (SDT) advocate that the mo-

tivational affordances of the game mechanics 

are most effective when [Wu, 2011]: mechanics 

work towards personally meaningful goals; and 

users are empowered to design or set their own 

goals. This is because according to SDT, when 

external motivations are integrated with the un-

derlying activity into someone’s own sense-of- 

self, then he better understands the importance 

of the activity to himself and internalises its reg-

ulation, which in turn self-motivates him to also 

perform the activity [Zichermann and Cunningham, 

2011]. Situational relevance also argues that when 

someone else creates goals for a user, the user 

perceives an external judge deciding what is 

relevant to him, and this in turn creates a neg-

ative feeling demotivating the user to engage 

with the activity [Nicholson, 2012]. So, external 

rewards unrelated to the user's needs (e.g. badges, 

points) are the least likely to be integrated by 

the user, as the perception is that someone else 

is controlling his behavior. This is because, re-

wards based upon gaining or losing status that 

tap into the user's ego create an introjected regu-

lation of behavior, and while this can be in-

trinsically accepted, the controlling aspect of 

these rewards causes the loss of internal moti-

vation. On the contrary, allowing the user to self- 

identify with goals or groups that are mean-

ingful to him is much more likely to produce 

autonomous, internalized behaviors, because in 

this way, the user is able to connect these goals 

to other values that he already holds. 

Research investigating the intrinsic motiva-

tional affordances of game role-playing also con-

firms that funwares providing users with con-

trol upon the selection of game mechanics can 

generate greater motivational affordances. Accor-

ding to Bartle [2007], virtual games 'affirms a 

player’s self-identity through role-playing', while 

role playing in virtual words [Chan and Vorderer, 

2006] enables the players to interact with the 

gaming world and other players by using ava-

tars, which are customizable agents. Studies in 

game design strategies [e.g. Companion and 

Sambrook, 2008; Crawford, 1982] also identify 

five primary intrinsic motivations triggered by 

game role-playing: choice, control, collabora-

tion, challenge, and achievement. Thus, in rela-

tion to games that externally impose game roles 

to their users, games that empower the players 

to select (i.e. choice and control) the game me-

chanics can provide higher motivational affor-

dances to their users, because the latter allows 

the players to attain their self-selected goals (i.e. 

challenge, achievement) by constructing and 

presenting their virtual self (role) as they wish 

when they interact with others (i.e. collabora-

tion) and the virtual word. 

Overall, effective funwares use game mechan-

ics that reflect the motives and the personality 

of the users of the gamification application. 

Moreover, as players may have various motives, 

effective funware design considers the following 

issues: it provides a variety of game mechanics 

(combining both extrinsic and intrinsic motiva-

tional affordances) in order to appeal to various 

users; and it allows the users to select and/or 

customize the game mechanics, so that they can 

create meaningful game elements and goals that 

are in line with their own interests and needs, 

and can drive their experiences. 
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2.4 Psychological and Behavioural 

Outcomes of Gamification

The effectiveness of gamification has always 

been assessed according to its aims to trigger 

and boost the users’ psychological and behav-

ioural engagement with the playful/desired ex-

perience [Hamari et al., 2014]. To that end, stud-

ies have concentrated on investigating the psy-

chological and behavioural outcomes of gamifi-

cation on its users. 

Research measuring the users' psychological 

outcomes focuses on measuring constructs such 

as, the users’ game motives, attitudes, and en-

joyment [Cheong et al., 2013; Dominguez et al., 

2013; Flatla et al, 2011; Gustafsson and Bang, 

2008]. Studies exploring the users' motives of 

'traditional' games and gamification applica-

tions were reviewed in section 2.3. As concerns, 

the players' attitudes and enjoyment, most stu-

dies [e.g. Witt et al., 2011; Hamari et al., 2014] 

have measured: the users' perceptions towards 

the game mechanics; the affordance of mechan-

ics to motivate users; and the users' level of en-

joyment by participating in the gamified appli-

cation. 

In order to measure the users’ enjoyment, the 

majority of the previous studies have used the 

construct of flow, which is a specific kind of 

happiness considered as one of the most funda-

mental reasons that people play games [Hamari 

et al., 2014]. Flow is a state of absorption, char-

acterized by intense concentration, loss of self- 

awareness, a feeling of being perfectly chal-

lenged (neither bored nor overwhelmed) and a 

sense that time is flying [Czikszentmihalyi, 1990]. 

In order to achieve flow, the important condi-

tion is to have a balanced goal that is challeng-

ing yet achievable within the individual's abi-

lity. This is because: a task, that is not challeng-

ing or requires excessive time to be completed, 

becomes boring and players lose interest; simi-

larly, a task that is too hard also causes frus-

tration and anxiety and so, players lose interest. 

Moreover, as the person's skills improve over 

time, the challenge needs to increase along with 

the improving skills. This balance between skill 

and challenge is referred to as the flow channel 

[Xu, 2011]. Achieving flow is critically impor-

tant to players’ enjoyment, as flow is also stron-

gly associated with the concept of immersion 

[Bartle, 2007], which is the positive feeling that 

a player has when he feels part of and/or inside 

a virtual world and which contributes to his/ 

her game enjoyment. This is because flow en-

ables the creation of the feeling of a virtual 

presence [Lombard and Ditton, 1997], i.e. the 

illusion that a (computer) mediated experience 

is not perceived as the mediated experience. 

This sort of virtual presence enhances the play-

ers’ enjoyment, because it allows the players to 

suspend the physical disconnect between what 

is shown on a digital screen and the player’s 

sense of his/her usage of the computer [Bartle, 

2007.

Another construct that previous studies have 

also used [e.g. Witt et al., 2011] for measuring 

the users’ enjoyment with gamified applications 

is the concept of task involvement. Users, who 

perceive an object or an activity as relevant, are 

happily involved in this activity or object. For 

example, findings show that customers with high 

task involvement are more focused, feel more com-

petent to get engaged with and contribute to 

the play tasks as well as they feel more supported 

by the gamified application [Füller et al., 2009]. 
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Conversion of 

desired tasks into  

‘play’ tasks 

Design of effective 

funwares that create 

positive users’

attitudes towards 

game mechanics so, 

that they create

motivational

affordances 

Users’ psychological 

outcomes, i.e. task 

involvement, flow, 

enjoyment

Users’ behavioral

outcomes, i.e. increased 

users’ participation

in ‘play’/desired tasks

 <Figure 2> The ‘Gamification Engagement Flow’: Chain Effects of Gamification on Users’ Psychological 

and Behavioral Outcomes

Studies focusing on investigating and meas-

uring the outcomes of gamification on the users' 

behaviour have used a variety of metrics/con-

cepts depending on the implementation context 

of gamification [Hamari et al., 2014]. In sum-

mary, constructs that were previously used for 

measuring the users' behavioural outcomes of 

gamification relate to [Hamari et al., 2014]: users' 

task completion (e.g. learning outcomes achieved 

in an e-learning environment, number of ideas 

contributed in an open innovation-ideation ga-

mified application); users' task performance in 

terms of task efficiency (e.g. speed of task com-

pletion, the time that learners participated in the 

e-learning platform, number of workers partic-

ipating in the business task) and users' task ef-

fectiveness (e.g. quality of new product ideas 

generated by the users, quality of learners' par-

ticipation); and the users' behavioural change 

(e.g. users’ adoption of energy saving behaviour, 

users’ exploration of a place, volunteers' partic-

ipation in emergency situations). 

To summarise, it is generally agreed that ef-

fective game designs should facilitate and en-

able the following chain of outcomes-impacts 

<Figure 2>: game mechanics should convert the 

desired tasks into ‘play’ tasks and they should 

generate various (intrinsic and extrinsic) moti-

vational affordances for persuading the users to 

get engaged with these tasks; game mechanics 

should afford motivational affordances for in-

stilling users' interest and engagement in play 

tasks; in relation to games wherby users cannot 

control/select game mechanics, game mechan-

ics that allow the users to self-identify with the 

play tasks and create meaningful playing expe-

riences can be more effective in creating posi-

tive users' perceptions about their motivational 

affordances and so, in triggering the users' moti-

vation to more actively participate in the 'play'/ 

desired tasks; the users' engagement in mean-

ingful playing experiences can in turn lead to 

psychological outcomes related to the users’ 

task involvement, flow and enjoyment; and fi-

nally, when positive psychological outcomes 

are achieved, users become absorbed in the 

'play activities', which means that the psycho-

logical outcomes can drive positive behavioural 

outcomes (i.e. users’ increased participation and 

contribution in play/desired tasks). Reeves and 

Read [2009] named this chain of gamification 

impacts as the 'total gamification engagement', 

while others refer to it as the gamification en-

gagement flow [Xu, 2011]. 
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Ⅲ. Study Context

3.1 TripAdvisor's Gamification Goals

The TripAdvisor's business model is built 

upon its corporate mission that is to “Help trav-

ellers around the world plan and have the perfect 

trip”. TripAdvisor is positioned as a one-stop- 

shop platform allowing travellers to search and 

evaluate a great amount of information for plan-

ning their trips. Travellers' use the TripAdvi-

sor's services for free, while firms willing to use 

the TripAdvisors' marketing and booking tools 

pay a fee. Thus, the collection and publication 

of travel information on the TripAdvisor web-

site (which in turn can drive travellers’ traffic 

on the TripAdvisor’s website and so, persuade 

tourism firms to pay for using the Tripadvisor's 

services) represents the major success factor of 

the TripAdvisor’s business model. Gamification 

is applied by the TripAdvisor in order to attract 

and motivate travellers to contribute, upload 

and enrich travel content by interacting with 

others on its website. Gamification is adopted 

because, its motivational effects on travellers' 

behaviour (contribution and use of online con-

tent) can drive and enforce the continuous acti-

vation of vicious circles effects between content, 

online travel community, and tourism suppliers 

paying to use the TripAdvisor's services. To 

that end, TripAdvisor applies gamification into 

its business model in order to: a) attract and 

generate new travellers on its platform (audi-

ence building gamification goal); and b) keep 

the travelers continuously motivated to con-

tribute content and interact with others online 

(audience engagement gamification goal) in or-

der to increase and enrich the travel content 

available on the TripAdvisor website, which in 

turn travelers and firms can use for their own 

purposes. 

3.2 Funware design of the TripAdvisor's 

Website and the Facebook Enabled 

Gamification App

<Table 2> analyses how TripAdvisor has 

applied the previously analysed principles of 

gamification design for implementing and inte-

grating gamification into its website: the use 

of game mechanics for converting the ‘busi-

ness’ tasks (that travellers should be engaged 

with) into ‘play’ tasks; the use of a funware 

design that includes a variety of game me-

chanics (e.g. badges, (social) points, scorecards, 

compliments) that combine both extrinsic and 

intrinsic motivational affordances (e.g. auto-

nomy, competence, immersion, socializing) in 

order to appeal to a variety of users’ profiles 

(e.g. achievement seekers, seekers of social re-

cognition, interaction and self-status); and fi-

nally, the development of a gamification ap-

plication (by integrating the Facebook social 

graph with the TripAdvisor website, <Figure 

3>), whose funware design allows the users to 

select and personalize the game mechanics to 

their own needs, goals and social networks/ 

friends, so, that the users can create more mean-

ingful and engaging gameful experiences for 

themselves. 

Specifically, the Facebook enabled gamified 

application allows the users to self-identify with 

the goals of the 'play' tasks, because: 

∙the users are motivated to add content on 

the TripAdvisor website, because by doing 
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 <Figure 3> TripAdvisor's Gamified App Enabled by the Facebook Social Graph: The User's Travel Map/ 

Profile and the User's TripAdvisor Webpage Customised to His/Her Network 

so, they can create their own personalised 

travel map, their personalised wish travel 

list and/or their travel profile and exper-

tise that enhances their ego and prestige; 

and 

∙the TripAdvisor users can customise the 

TripAdvisor’s website to filter and show 

content contributed only by their Facebook 

friends; by doing so, the TripAdvisor users: 

have access to travel content that they find 

more reliable, authentic and trustful (since 

it is contributed by people they know and 

belong to their Facebook network); and can 

identify themselves with their Facebook 

friends for sharing and discussing content 

as well as comparing their travel profile and 

scorecard performance with that of their 

friends (i.e. the gamification app incorpo-

rates and supports a type of a multi-player 

online game and competition that can drive 

and motivate user engagement). 

As the funware of the Facebook enabled ga-

mified app allows the users to self-identify and 

connect the play tasks with their own values 

and preferred play roles, this means that the 

users are empowered to create meaningful game 

experiences, that are more likely to produce au-

tonomous, internalized and engaged behaviours 

(according to the self determination theory and 

principles of game role-playing). In other words, 

based on the previously discussed theory, the 

funware of the gamified application of the Trip-

Advisor should afford greater motivational af-

fordances and users’ outcomes than the gami-

fied TripAdvisor website, whose game mecha-

nics are externally (and not internally) imposed 

to its users. 
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Ⅳ. Methodology 

4.1 Research aims and Constructs’

Measurement 

The aims of the study were twofold: a) to ex-

amine the concept and application of gamifica-

tion in a specific tourism service; and b) to 

measure the effectiveness of gamification in this 

context by studying the behavioural and psy-

chological outcomes of gamification on its users. 

Specifically, by using TripAdvisor as the study 

context, the paper analysed the application of 

gamification by describing the goals and the de-

sign of the funware of two gamification applica-

tions of TripAdvisor (ripAdvisor's website in-

terface and a Facebook enabled gamified app). 

Later, the users' impacts of these two funware 

designs were measured and compared for ex-

amining their effectiveness and validating theo-

ries related to effective funware design.  

To achieve the first aim, section two dis-

cussed the concept of gamification and the prin-

ciples for designing effective funwares. Section 

three elaborated the application of this gamifi-

cation theory by demosntrating how TripAdvi-

sor has integrated gamification into its business 

model with the aim to build and engage audi-

ence/users into its website. Analytically, <Table 

2> shows how TripAdvisor uses a variety of 

game mechanics (for appealing to a variety of 

users’ types by generating both intrinsic and ex-

trinsic motivational affordances) in order to con-

vert the ‘desired’ business tasks into game/play 

tasks and engaging the users' behaviour into 

these tasks. <Table 2> presents and compares 

the funware design of the two gamified applica-

tions of TripAdvisor. 

The second aim of the study was to measure 

the effectiveness of the TripAdvisor’s gamifica-

tion, and to that end, the related literature was 

reviewed. Specifically, the literature review iden-

tified the constructs that should be used for mea-

suring the psychological and behavioural out-

comes of gamification on its users. 

The following constructs were used for meas-

uring the psychological outcomes of gamifica-

tion on its users: users’ perceptions’ on game 

mechanics, users’ game motives, flow, enjoyment 

and task involvement the behavioural. To en-

sure content validity, scales that were used and 

validated in previous studies were also adopted 

in this study. Thus, perceptions towards game 

mechanics were measured by adapting the Witt 

et al.’s scale [2011] into the TripAdvisor’s gami-

fication context (i.e. the game mechanics used 

by TripAdvisor, as they are shown in <Table 2>). 

The travellers' motives for using the TripAdvi-

sor website were measured by using items/mo-

tives based on Witt et al. [2011] and Yee [2002]. 

Flow was measured based on Witt et al.’s scale 

[2011], while enjoyment and task involvement 

was measured based on Füller et al.’s scales 

[2009]. All items were measured by using a five 

point Likert scale (1 = strongly disagree, 5 = 

strongly agree).

The users' behavioural outcomes were meas-

ured by evaluating the users’ performance on 

the ‘play’/desired tasks by using the task con-

structs that were previously identified by Hamari 

et al. [2014]. The users' performance on tasks was 

used for capturing the gamification's impacts 

on users' behaviour, because the TripAdvisor 

applies gamification in order to motivate the 

travellers to use and engage with its website 

tasks that are converted into ‘play’ tasks <Table 
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2>. In other words, in order to identify the im-

pacts of gamification on its users’ behaviour, the 

study measured how the travellers use the Trip-

Advisor’s website tasks. Six items were used for 

measuring the type and the level of the travellers' 

use of the TripAdvisor's website <Table 3>. The 

six items related to the business tasks that the 

TripAdvisor wishes the travellers to get engaged 

with on its website (i.e. desired/play tasks). In 

addition, in order to address the Bartle’s taxon-

omy [1996] of the users’ activities within game 

contexts, the six items also included ‘play’ tasks 

that reflected the users’ actions or interactions 

not only with other ‘players’/users but also with 

the virtual game world. The survey respondents 

were asked to report the frequency (level) of 

their use of each website desired task. Thus, the 

research measured only the efficiency dimension 

(i.e. users' frequency/level of task engagement) 

of the users' task performance, while the effec-

tiveness dimension of the users' task perform-

ance was not captured. This is because measur-

ing the users' task effectiveness requires the col-

lection of qualitative data (such as, the quality 

and reliability of travel reviews uploaded by the 

users), which are difficult to collect and very 

subjective. Moreover, the study also omitted to 

measure two other constructs/dimensions of the 

users' task performance namely, task completion 

and behavioural change of the users. These con-

structs were excluded, because they reflect the 

behavioural impacts of gamification from a users’ 

perspective, while the study aimed to assess the 

effectiveness of the TripAdvisor’s gamification 

from a business perspective. 

The literature review did not only provide 

the constructs and the scales for measuring the 

users' outcomes of gamifications, but it also ad-

vocated that successful gamification should cre-

ate a chain of effects (called as the gamification 

engagement flow) between funware design, psy-

chological and behavioural users' outcomes as 

follows: the users' perceptions about the game 

mechanics influence the motivational affordan-

ces of game mechanics to engage users' beha-

viour into the play tasks, which in turn influen-

ces the psychological outcomes that the users 

derive from their gamified experiences and 

context. Thus, in order to assess the effective-

ness of gamification, the study did not only an-

alyse and measure the users' outcome of the 

TripAdvisor's funware design (i.e. game me-

chanics), but it also examined the associations 

between the game mechanics, the users' moti-

vations, and the users' psychological and beha-

vioural outcomes in order to investigate the 

ability of the TripAdvisor's funware to create a 

chain of gamification effects. To better and easier 

conduct these association amongst all variables, 

the respondents were first clustered into diffe-

rent groups of 'players' based on their behavi-

our usage patterns of the TripAdvisor's website 

gamified tasks, and then, the motives, and the 

users' psychological outcomes of these behavi-

oural groups of respondents were investigated. 

In addition, a research hypothesis was for-

mulated in relation to the effectiveness of the 

funware design of the two TripAdvisor gami-

fied applications. Specifically, based on the re-

viewed gamification theory, it is advocated that 

the most effective funwares allow their users 

to control and select the game mechanics ac-

cording to their needs/values. In this vein, the 

study also developed the following hypothesis: 

in relation to the gamified TripAdvisor website, 

the gamified Facebook app can generate greater 
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motivational affordances and so, psychological 

and behavioural users’ outcomes. This hypoth-

esis was tested by conducting t-tests that inves-

tigated differences in the behavioural and psy-

chological outcomes amongst the users of the 

two funware deisgns of TripAdvisor. 

The research instrument also collected data 

about the demographics (i.e. age, gender and 

nationality) of the TripAdvisor’s users. The 

questionnaire also requested the respondents 

to report whether they log into the TripAdvi-

sor’s website with a TripAdvisor’s account or 

with a Facebook account. This was necessary 

for identifying whether respondents use or not 

the Facebook enabled gamified app. The re-

search instrument was pre-tested with two aca-

demics and eight international travellers, who 

claimed to be users of the TripAdvisor’s gami-

fication applications. The pre-tests were con-

cluded when no more respondents could iden-

tify any more issues that had to be corrected 

and/or clarified. The pre-tests took place dur-

ing a conference focusing on tourism and tech-

nology, as this was an appropriate context for 

identifying qualified people to run the pre- 

tests. Consequently, some editorial changes were 

done for making the questions easier to be 

understood.

4.2 Sample design 

A convenience sample was used for collect-

ing data. Eight Greek travel companies (5 hotels 

and 3 travel agencies) agreed to e-mail the re-

search questionnaire to their customer data-

bases (3,137 travellers in total). The research in-

strument used a filtering question for identify-

ing appropriate respondents. Specifically, the 

travellers were invited to respond to the ques-

tionnaire if they declared to have used the 

TripAdvisor’s website for reading and con-

tributing travel content (e.g. by writing and rat-

ing of at least one review). Contributing con-

tent on the TripAdvisor website requires users 

to log into the website, and so, this filtering 

question identified travellers with experience 

on the TripAdvisor's funware. The e-mail sur-

vey took place during August and September 

2013 and 463 fully answered responses were 

received. 

Ⅴ. Analysis and Discussion of 
the Findings 

5.1 Respondents’ Profile 

The respondents represent a good mix of 

genders (53% = male), but they tended to be 

older than 30 years old (> 18 years = 2%, 19~30 

years = 18%, 31~50 years = 46%, < 50 years = 

34%). Respondents also represent a good mix 

of nationalities, despite the fact that only En-

glish speaking travellers were able to respond 

to the questionnaire, as the latter was written 

in English (Europeans = 39%, N. Americans = 

19%, Australians = 17%, Russians = 14%, S. 

America = 10%, Africans = 1%). The majority 

of respondents (64%) logged into TripAdvisor 

website with a Facebook account, while the re-

maining logged with a TripAdvisor account. Chi- 

square tests compared the age, gender and na-

tionality profile of the users and the non-users 

of the Facebook gamified application. Fin-

dings did not reveal any statistical significant 

differences regarding the demographic profile 

of these two groups. Thus, comparisons of the 



Applying Gamification and Assessing its Effectiveness in a Tourism Context

196  Asia Pacific Journal of Information Systems Vol. 25, No. 1

users' outcomes of these two groups cannot 

be attributed to the users' demographic vari-

ables. 

5.2 Users’ Behavioural Outcomes 

5.2.1 Descriptive Analysis of the Users’ 

Behavioural Outcomes of Gamifi-

cation

<Table 3> provides the findings regarding 

the users' behavioural outcomes of the Trip-

Advisor's gamification (an acceptable reliability 

score, α = 0.77, was found). The respondents 

reported relatively high usage of the TripAdvi-

sor’s website tasks, as the mean values of all 

the items measuring the behavioural outcomes 

are higher than the average value of 2.5 <Table 

3>. Thus, the respondents represent TripAdvi-

sor users with a high engagement level into the 

website's tasks. 

5.2.2 Impact of Funware Design on 

Users' Behavioural Outcomes

In order to examine the impact of funware 

design on the users' behavioural outcomes, the 

study investigated the association of the funware 

design of the two TripAdvisor gamified appli-

cations with the users' behavioural outcomes. 

Specifically, t-tests were conducted for inves-

tigating whether respondents using only the 

TripAdvisor's gamified website reported sig-

nificant different outcomes in relation to the re-

spondents using the Facebook enabled gamified 

app. Results revealed that the Facebook gamified 

app users 'contributed content' (t- value = 2.36, 

p < 0.01), 'interact with others' (t-value = 1.11, 

p < 0.05) and 'updated their Travel Map with 

travel content' (t-value = 2.14, p < 0.05) sig-

nificantly more often than non-users of the 

Facebook gamified application. This confirms the 

previous theories that in relation to the website's 

funware, the funware of the Facebook gamified 

application provides greater motivational affor-

dances and so, the users to get more engaged 

with the gamified website tasks. Actually, the 

findings show that in relation to the gamified 

TripAdvisor website, the Facebook gamified ap-

plication is more effective in engaging users with 

‘play’ tasks that require the users to devote in-

creased efforts and time; i.e. the tasks “contribu-

ting content”, “interacting with others” and 

“constructing one’s online Travel Map/profile” 

require the users to spend more cognitive effort 

and time than the tasks such as, “browsing and 

reading the TripAdvisor content.” The greater 

motivational affordance of the funware of the 

Facebook gamified application might be attrib-

uted to the enhanced social and relatedness moti-

vational affordances provided by its game me-

chanics [e.g. Nicholson, 2012]. As explained in 

<Table 2>, in relation to the funware of the 

TripAdvisor website, the Facebook gamified app 

uses game mechanics that connect the users to 

their social network of friends/peers in order 

to trigger relatedness, social and peer com-

petitive motivational affordances to their users 

(i.e. peer pressures and social needs), which in 

turn drive the users to engage in social oriented 

gamified tasks (i.e. interact with and help their 

known groups/ Facebook friends, promote 

themselves as travel experts for achieving social 

recognition within their friends’ network). 
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<Table 3> TripAdvisor Users' Behavioural Outcomes: Level and Type of Travellers' Engagement with the 

TripAdvisor's Gamified Website Functions/Tasks 

Users' behavioural outcomes (use of TripAdvisor’s gamified website tasks)

5 point Likert scale (1 = never, 5 = very often) (α = 0.77)
M S.D.

How often do you contribute content (e.g. reviews, videos, photos) on TripAdvisor?
**

3.10 1.41

How often do you evaluate others' content (e.g. rate reviews, give compliments for reviews) 

on TripAdvisor?
2.60 1.32

How often do you update your Travel Map/profile with travel content on TripAdvisor?* 2.94 1.23

How often do you interact with others (e.g. send messages, post in Forums) on TripAdvisor?* 2.59 1.18

How often do you browse the Travel Map of others on TripAdvisor? 3.20 1.29

How often do you read others' travel reviews on TripAdvisor? 3.86 1.23

*p < 0.05, **p < 0.01 (differences between users and non-users of the Facebook gamified application).

5.2.3 Respondents’ Behavioural Typology 

Based on their Use of Gamified 

Website Tasks (Cluster Analysis) 

and Association of Funware Design 

with Users’ Typology (chi-square tests)

In order to further explore the association of 

the users' behavioural outcomes with the fun-

ware design of the TripAdvisor's gamification 

(i.e. first stage of the gamification engagement 

flow), the study first employed a two-stage 

clustering analysis for categorising respondents 

based on their patterns of use of the gamified 

tasks <Table 4> and it then conducted chi- 

square tests <Table 5> for investigating any dif-

ferences in the usage patterns of the users of 

the two funware designs of the TripAdvisor’s 

gamification applications. 

Respondents' behavioural typology: cluster 

analysis of respondents' usage patterns of the 

gamified tasks 

For conducting the cluster analysis, first, the 

Ward’s method was adopted to generate possi-

ble cluster solutions. Then, the sets of cluster 

solutions were analysed by the K-means meth-

od for aggregating different indicators of the 

usage of desired/play tasks into possible pat-

terns of usage of the TripAdvisor website. An 

analysis of variance (ANOVA) and post hoc 

Sceffe tests were used for examining the inter- 

cluster differences across the six items measur-

ing the respondents’ usage of the six desired/ 

play tasks. The results showed that the four 

cluster solution yielded the clearest distinctions 

amongst clusters and provided more mean-

ingful explanations for the different usage pat-

terns of the usage of the desired/play tasks on 

the TripAdvisor website. This is because sig-

nificant differences were found amongst the 

clusters for all the usage indicators of the six 

desired/play tasks. 

Based on the cluster analysis results, the re-

spondents were categorised into four major 

groups exhibiting distinctive characteristics in 

relation to their usage frequency of the six ga-

mified tasks of the TripAdvisor website. These 

four clusters of respondents also demonstrated 

analogous qualities with the typologies of the 

players/gamification users that had been pre-

viously identified by past studies. Specifically, 

the usage patterns of the gamified tasks' ex-

hibited by the four clusters: reflect similar acti-

vity profiles with that shown by the types of 
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players found by Bartle’s [1996]; and they also 

resemble with the social actions undertaken by 

the gamification users found by Kim [2010]. 

Because of that, the four clusters are labeled 

and interpreted as follows. 

Cluster 1 includes 132 respondents (repre-

senting 28.5% of the study’s sample). Compared 

with other clusters, the respondents in cluster 

1 had: significantly higher usage frequencies for 

the two tasks namely “How often do you con-

tribute content (e.g. reviews, videos, photos) on 

TripAdvisor?” and “How often do you update 

your Travel Map/profile with travel content on 

TripAdvisor?”; and significantly lower usage 

frequencies for all the other tasks. Hence, the 

respondents in cluster 1 tend to exert great ef-

forts and time in contributing content and up-

dating/enriching their profile on the Trip-

Advisor website (and so, achieving points, bad-

ges and improving their profile and scorecard), 

while they do not spend time for conducting 

tasks that engage them with others (i.e. interact-

ing with others or reading the content contri-

buted by others). In this vein, the respondents 

of cluster 1 adopt an individualist approach 

when using the TripAdvisor's website. There-

fore, the individualists reported a usage pattern 

of the gamified tasks that is parallel to the activ-

ities undertaken by the players called as achie-

vers [Bartle, 1996], since the achievers are also 

motivated to engage with play tasks that in-

crease their personal advancement by acting 

upon the game elements and the game world/ 

context, and not the other players. The usage 

patterns of the gamified tasks exhibited by the 

individualists also resemble with the social ac-

tivities conducted by the achievers [i.e. the ga-

mification users identified by Kim, 2010], who 

heavily engage into gamified tasks such as: cre-

ating one´s personal social profile; showing off; 

comparing performance with others; and win-

ning.

Cluster 2 includes 138 respondents and it is 

the largest group amongst all clusters (as it counts 

for 30% of the study’s sample). Compared with 

other clusters, the respondents in cluster 2 re-

ported the highest usage frequency for the task 

“How often do you interact with others (e.g. 

send messages, post in Forums) on TripAdvi-

sor?”. In relation to cluster 1 (individualists), 

the respondents in cluster 2 also exhibited sig-

nificantly higher usage frequency for the three 

tasks related to the use and evaluation of con-

tent contributed by others, but significantly 

lower usage frequency for the two tasks related 

to content contribution and uploading of in-

formation for updating the user profile. In rela-

tion to clusters 3 and 4, the respondents in clus-

ter 2 demonstrated significantly higher usage 

frequency for the tasks related to contributing 

content and updating their profile, but sig-

nificantly lower frequencies for the tasks related 

to exploring, reading and evaluating the con-

tent provided by others. In other words, the re-

spondents in cluster 2 tend to interact signi-

ficantly more frequently with others rather than 

act upon the content provided by others. Thus, 

the respondents in cluster 2 can be labelled as 

socialisers and they can be paralleled to the so-

cialisers, i.e. the players who, according to Bartle 

[1996], are heavily motivated to play games for 

socializing and establishing relationships with 

other people. The study did not collect detailed 

data in relation to the specific activities in 

which the respondents are engaged with when 

they interact with others on the TripAdvisor’s 
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website. However, it can be hypothetised that 

the socialisers adopt social actions similar to the 

actions exhibited by the gamification users called 

as the 'socialisers' [Kim, 2010], such as the fol-

lowing: help and give (i.e. helping others to or-

ganize their trips by giving travel advises and 

tips); share (i.e. sharing their travel experiences); 

and comment (i.e. commenting on others' travel 

plans). Thus, future studies should further ex-

plore and inform gamification designers about 

the specific social activities that the 'socializers' 

seek and wish to engage with when interacting 

with others. Finally, as the socialisers represent 

the cluster with the greatest majority of the 

study's respondents, this provides evidence that 

the Tripadvisor aims to adopt a social approach 

in implementing gamification (i.e. an approach 

that triggers social motivational affordances to 

its users) that can in turn support the success 

of the Tripadvisor's business model on the con-

struction, maintenance and reinforcement of a 

virtual community of website users. 

Cluster 3 includes 107 respondents that rep-

resent 23% of the study’s sample. The respon-

dents in cluster 3 showed the highest usage fre-

quency for the task “How often do you evaluate 

others' content (e.g. rate reviews, give compli-

ments for reviews) on TripAdvisor?”, and the 

second highest frequency usage for the task 

“How often do you interact with others (e.g. 

send messages, post in Forums) on TripAdvi-

sor?”. In comparison to clusters 1 and 2, the 

respondents in cluster 3 exhibited significantly 

lower frequencies for the tasks related to con-

tributing content and updating user profile, but 

significantly higher usage frequencies for the 

tasks related to browsing and reading content 

provided by others. In comparison to cluster 4, 

the respondents in cluster 3 reported a sig-

nificantly higher usage frequency for all the 

tasks apart from the two tasks related to brows-

ing and reading others’ content. Thus, it seems 

that the respondents of cluster 3 tend to exercise 

great efforts and spend considerable time on 

the TripAdvisor website for conducting the fol-

lowing tasks: contributing content and enhanc-

ing their profile; searching and acting upon the 

content provided by others; as well as interact-

ing with others. Thus, the respondents in clus-

ter 3 do not interact with others because they 

wish to learn from them and/or their content, 

but because they wish to act upon the content 

itself by evaluating, commenting and enriching 

it. Because of that, the respondents in cluster 

3 share very similar features with the features 

displayed by the players called as killers [Bartle, 

1996]. However, the respondents in cluster 3 

were characterised as critics and not as killers 

because of the following. Although the critics 

are similar to the killers in terms of their gami-

fied behaviour (i.e. they both wish and adopt 

activities in order to imposition themselves 

upon the others), the two groups may differ in 

terms of the motivational forces of their beha-

viour. So, although the killers' behaviour is dri-

ven by their desire to achieve satisfaction by 

causing distress and affiliating anxiety and pain 

to others, the behavioural drivers of the re-

spondents in cluster 3 were not investigated in 

this study. In this vein, since the findings pro-

vide insight only into the behaviour of the re-

spondents in cluster 3 (i.e. focus on comment-

ing upon the content contributed by others), 

which may be driven by both positive and neg-

ative intentions, but this is unknown, the re-

spondents in cluster 3 were called as critics (a 
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<Table 4> Clusters of TripAdvisor Users Based on their Usage Frequencies of the Website Gamified Tasks 

(Mean/Standard Deviation) 

Cluster 1:
Individualist/

achievers
(n = 132, 28.5%) 

Cluster 2:
Socialisers

(n = 138, 30.0%)

Cluster 3:
Critics/Killers 

(n = 107, 23.0%)

Cluster 4:
Hitchhikers/ 

explorers
(n = 86, 18.5%)

F
(ANOVA)

How often do you contribute content (e.g. re-
views, videos, photos) on TripAdvisor?

4.76/1.03 3.17/105 2.33/0.94 1.41/1.07 9.28***

How often do you evaluate others' content (e.g. 
rate reviews, give compliments for reviews) on 
TripAdvisor?

1.81/1.07 2.94/1.11 4.41/1.15 0.97/0.96 12.92***

How often do you update your Travel Map / 
profile with travel content on TripAdvisor?

4.58/1.14 3.34/1.16 2.27/1.03 0.64/0.98 15.23
***

How often do you interact with others (e.g. send 
messages, post in Forums) on TripAdvisor?

0.94/1.04 4.48/1.24 3.26/1.14 1.26/1.02 12.358***

How often do you browse the Travel Map of 
others on TripAdvisor?

1.33/1.16 3.34/1.26 4.02/1.16 4.82/1.22 10.262***

How often do you read others' travel reviews 
on TripAdvisor?

2.58/1.02 3.94/1.09 4.51/1.25 4.87/1.18 11.484
***

***p < 0.001.

neutral word) and not as killers (a word that 

usually has a negative connotation). Thus, in or-

der to better understand the respondents in 

cluster 3, further research should provide de-

tailed insight into the profile, the motivation, 

the behavioural drivers and the specific social 

actions [based on Kim, 2010] undertaken by the 

users of this group.  

Cluster 4 represents the smallest group of 

users, as it includes 86 respondents representing 

18.5% of the study's sample. Respondents in 

cluster 4 exhibited the highest usage frequencies 

for the tasks “How often do you read others' 

travel reviews on TripAdvisor?” and “How of-

ten do you browse the Travel Map of others 

on TripAdvisor?” and the lowest usage frequen-

cies for the three tasks related to contributing 

content, updating user profile and evaluating 

others' contributions. The respondents in cluster 

2 interact with others significantly more than 

the respondents in cluster 1, but significantly 

less than the respondents in clusters 2 and 3. 

Thus, the respondents in cluster 4 tend to “hitch 

a ride”, since they tend to use the TripAdvisor’s 

website solely for finding and reading the con-

tent provided by others, and not for helping oth-

ers by contributing content to the website or 

interacting with them. In this vein, it is also quite 

possible that the reported interactions of these 

respondents with the others may also be driven 

by the respondents' desire and intention to seek 

information from others rather than their will-

ingness to provide information to them. Hence, 

the respondents in cluster 4 are labelled as 

hitchhikers. The hitchhikers' behaviour is also 

parallel to that of the players called as explorers 

by Bartle (1996), since the latter also mainly in-

teract only with the game world and not its com-

munity members. However, this study did not 

investigate the specific behaviour in which the 

hitchhikers are engaged with when they interact 

with the 'game' world of the Tripadvisor web-

site (i.e. its online travel content and context). 

Thus, further research is required in order to 
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<Table 5> Association of the respondents' usage patterns of the TripAdvisor's website gamified tasks and the 

type of the funware they use (i.e. number of users or not users of the Facebook gamified app) 

Use of Facebook gamified application TOTAL number of respondents

Users Non-users

Hitchhikers 11 75 86

Individualists 94 38 132

Socialisers 102 36 138

Critics 89 18 107

TOTAL 296 167 463

Chi-square = 27.16, Phi = 0.43, Cramer’s V = 0.43, p < 0.001.

understand and identify the specific social activ-

ities of hitchhikers.  

Association of the users' behavioural outcomes 

and funware design: chi-square tests investiga-

ting the relation between the users' behavioural 

typology and funware design

A Pearson’s chi-square test was also perfor-

med for identifying any association between the 

respondents’ usage patterns of the TripAdvi-

sor's website gamified tasks and funware de-

sign (measured based on which funware design 

respondents use, i.e. users or not of the Face-

book gamified application). The results <Table 

5> revealed significant associations between the 

use of the Facebook gamified app and the users' 

behavioural typology. Specifically, individua-

lists, critics and socialisers are more likely to 

be users of the Facebook gamified application, 

while hitchhikers tend not to be users of the 

Facebook gamified application. This finding again 

confirms that in relation to the funware of the 

TripAdvisor website, the funware of the Face-

book gamified application is more effective in 

motivating and engaging the users into more 

active, social and interactive behavior/tasks on 

the TripAdvisor's website. 

5.3 Users' Psychological Outcomes 

5.3.1 Descriptive Analysis of the 

Psychological Outcomes 

<Table 6> provides the findings regarding the 

psychological outcomes of the TripAdvisor’s 

gamification on its users. All constructs had an 

acceptable reliability (cronbach α > 0.70). Res-

pondents reported relatively high psychological 

outcomes in all constructs (mean values of items 

are higher than the average value = 2.5), which 

means that the implementation of gamification 

by the TripAdvisor has succeeded to trigger and 

generate positive gameful experiences to its 

users. Specifically, the findings reveal that the 

respondents held positive perceptions towards 

the game mechanics, which in turn explains 

why the respondents also reported relatively 

high positive perceptions for joy, flow and task 

involvement. In other words, the findings con-

firm the chain effects of gamification (i.e. effec-

tive game mechanics lead to positive psycho-

logical outcomes). The respondents also claimed 

to be motivated by all the types of motivational 

drivers (i.e. high values reported for all the 

types of motives), which in turn confirms the 

theory claiming that various motives can simul-
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taneously drive the players' behaviour [Bartle, 

1996]. Moreover, the findings about the re-

spondents' motives also reveal that the gamifica-

tion users of the TripAdvisor represent a great 

variety of players who are motivated to use the 

website for various different reasons. Neverthe-

less, as the motive related to “gaining points” 

received the lowest average value (i.e. 2.84), this 

finding shows that the motive to gain functional-

istic benefits (performance, achievement and com-

petition motives) tends to motivate the re-

spondents to use the TripAdvisor website less 

than all the other motivational drivers.  

5.3.2 Statistical Analyses Investigating 

the Association between: The Users’ 

Psychological Outcomes, Funware 

Design and Users’ Behavioural Out-

comes 

T-tests were conducted <Table 6> for inves-

tigating the association of the users' psycho-

logical outcomes and the two funware designs 

(i.e. the Facebook gamified application and the 

TripAdvisor’s gamified website). In relation to 

the respondents not using the Facebook gami-

fied application, the results revealed that the re-

spondents using the Facebook gamified appli-

cation have significantly more positive percep-

tions towards the four items related to the game 

mechanics that reflect the social and emotional 

(self-promotion) motivational affordances. This 

is not surprising since the funware of the Face-

book gamified application aims to appeal, em-

power and trigger the users who are seeking 

more social and emotional 'play' experiences 

than solely 'cognitive' or functional (gaining 

points) 'play' experiences. This is also verified 

based on the t-tests' results investigating the 

differences regarding the motives driving the 

behaviour of the users and the non users of the 

Facebook gamified application. Analytically, in 

relation to the non users, the users of the Face-

book gamified application reported to be more 

significantly motivated to use the TripAdvisor’s 

website by the social motives such as, to inter-

act with others and become affiliated within a 

travel community. This finding confirms again 

that in relation to the funware of the gamified 

TripAdvisor website, the funware of the Face-

book gamified application is significantly more 

effective in triggering social motivational affor-

dances. In addition, t-tests (investigating the 

psychological outcomes of the two types of 

users) also revealed that in relation to the fun-

ware of the gamified TripAdvisor website, the 

funware of the Facebook gamified application 

can: generate to its users significantly more en-

joyment (i.e. “fun”); enhance the users' task in-

volvement (i.e. “It is stimulating to use the 

TripAdvisor’s website ); and increase the flow 

experienced by the users (i.e. “Time passes 

quickly for me”). 

Overall, t-tests revealed that in comparison 

to the funware of the gamified TripAdvisor web-

site, the funware of the Facebook gamified ap-

plication: can generate significantly greater and 

more stimulating motivational affordances (and 

specifically, drive social and emotional motiva-

tional affordances); and can lead to greater users' 

psychological outcomes in terms of the level of 

flow, enjoyment and task involvement expe-

rienced by the users. This findings confirm the 

research hypothesis claiming the superiority of 

the Facebook gamified app to have greater users' 

behavioural and psychological outcomes than 

the gamified Tripadvisor website. To further in-

vestigate the differences in the users' outcomes 
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<Table 6> Users’ Psychological Outcomes: Descriptive Statistics and T-Tests Investigating Differences bet-

ween Users and Non-Users of The Facebook Gamified Application

M S.D.

Perceptions towards game mechanics (based on Witt et al. 2011 and the funware of the TripAdvisor, <Table 2>) 
When using TripAdvisor.... (α = 0.73)

Sharing my travel experience with others makes me happy 3.04 1.06

Increasing my performance on the TripAdvisor (e.g. by gaining points, badges or compliments) makes me happy 2.81 1.27

The allocation of points/badges/compliments is comprehensive 3.17 1.21

Increasing my performance on the TripAdvisor (e.g. by gaining points, badges or compliments) enhances  my 
motivation to contribute travel content on the TripAdvisor’s website 3.26 1.30

I check my performance (e.g. scorecard/badges/reviews' ratings) on TripAdvisor very often 3.11 1.13

Getting low ratings to my travel reviews makes me feel less happy
*

3.57 1.21

Improving my scorecard results makes me feel happy 2.87 1.31

Improving my scorecard results increases my motivation to contribute more content on the TripAdvisor’s website* 2.96 1.10

The calculation of the scorecard results is comprehensive 3.74 1.26

Getting low ratings to my travel reviews lowers my motivation to contribute content on the TripAdvisor website 3.43 1.38

I check my performance (e.g. ratings, points, badges and scorecard results in my TripAdvisor profile) very often 2.94 1.29

Reading the content/activity of others on TripAdvisor's website makes me happy 3.64 1.18

Reading the content/activity of others on TripAdvisor's website increases my motivation to contribute more 
travel content 2.86 1.09

Interactions with others on the TripAdvisor's website makes me happy** 3.24 1.21

Interactions with others increases my motivation to contribute more travel content
**

3.19 1.21

Enhancing my travel profile on TripAdvisor makes me happy 3.47 1.36

Enhancing my travel profile on TripAdvisor motivates me to contribute more content on my 'Travel Map'** 3.24 1.27

Motives for using TripAdvisor website (Witt et al., 2011; Yee, 2002)
What motivates you to use the TripAdvisor’s website? (α = 0.76)

Find travel content - knowledge 4.04 1.09

Gain rewards (e.g. points/badges etc.) 2.84 1.16

Fun/entertainment 3.04 1.31

To interact with other travellers* 3.26 1.22

To increase my status/profile by showing off my travel experience/knowledge 3.21 1.27

To help others 3.38 1.19

To become affiliate with a travel community* 3.26 1.18

Flow (Witt et al. 2011)
When using the TripAdvisor’s website ... (α = 0.77)

Time passes quickly for me
**

3.48 1.19

I feel content 2.84 1.24

I think of other things when contributing travel content online 3.38 1.26

I am distracted from writing 2.71 1.14

Enjoyment (Füller et al. 2009)
Using the TripAdvisor’s website is... (α = 0.76)

Enjoyable 3.53 1.09

Exciting 3.14 1.29

Fun* 3.44 1.23

Task involvement (Füller et al. 2009) (α = 0.75)

It is enjoyable to use the TripAdvisor’s website 3.07 1.21

It is interesting to use the TripAdvisor’s website 2.97 1.17

It is stimulating to use the TripAdvisor’s website* 3.22 1.32

It is exciting to use the TripAdvisor’s website 3.04 1.16
*
p < 0.05, 

**
p < 0.01 (5 point Likert Scale, 1 = strongly disagree, 5 = strongly agree).

that these two funware designs can generate, 

the following data analyses [examining the rela-

tion between the users' behavioural outcomes 

(types of travellers’ based on their usage of ga-

mified tasks) and the users' psychological out-

comes] were also conducted. 
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ANOVA analyses were conducted for inves-

tigating the association between the users' be-

havioural and psychological outcomes. To that 

end, the psychological outcomes of the four be-

havioural clusters of the respondents were exa-

mined. <Table 7> summarises the results of the 

ANOVA analyses (F statistics are given for the 

items whereby significant differences were found). 

Analytically, the individualists were found to 

have significantly higher positive values for 

five items reflecting the users' perceptions to-

wards the game mechanics that refer to issues 

related to increasing personal performance and 

personal profile/status (personal achievement, en-

hancing self-esteem through performance). In 

relation to all other groups, the socialisers also 

reported to feel significantly more happy when 

interacting with the others (i.e. item “Interac-

tions with others on the TripAdvisor's website 

makes me happy”), while the hitchhikers repor-

ted to feel significantly more happy when read-

ing the others’ content/activity (i.e. item “Rea-

ding the content/activity of others on TripAdvi-

sor's website makes me happy”). These findings 

confirm the previously discussed theory that 

stressed the need to match the game mechanics 

to the personality, motives, goals and needs of 

the funware users. The findings also provide 

evidence of the existence of the concept of the 

chain of effects (gamification engagement flow), 

which advocates that the design of funware (i.e. 

selection of different game mechanics) leads to 

(different) behavioural outcomes (i.e. players' 

use and engagement level with the play tasks) 

[Reeves and Read, 2009; Xu, 2011]. Consequently, 

it can be concluded that, since the gamification 

applications need to appeal to and drive the beha-

viour of a great variety of users/players, their fun-

ware design should incorporate various game 

mechanics in order to trigger various motivational 

affordances and so, address the needs and profiles 

of the various users [e.g. Bartle, 1996; Kim, 2010].  

ANOVA results comparing the motives of 

the four behavioural groups of respondents also 

confirm the various motivations driving these 

groups to use the TripAdvisor’s ‘play’ tasks. So, 

in relation to the other groups: the hitchhikers 

are significantly more motivated to use the Trip-

Advisor website in order to find travel content; 

the socialisers are significantly more motivated 

to use TripAdvisor in order to interact with others; 

while the individualists are significantly more 

motivated to contribute content on the website 

in order to increase their status/profile. Hence, 

the findings confirm again the need to match 

the motivational affordances triggered by the 

various game mechanics with the behavioural 

types and motivational profiles of the gamifica-

tion users [Bartle, 1996; Hamari et al, 2014; Kim, 

2010; Yee, 2002].

The ANOVA results suggest that the four be-

havioural groups of respondents do not signi-

ficantly differ in terms of the level of flow, en-

joyment and task involvement experienced by 

the users, except of some differences in two items. 

Specifically, the socialisers reported significantly 

higher values for the items “enjoyable” and “It 

is stimulating to use the TripAdvisor’s website”. 

This might be attributed to the fact that the ma-

jority of the socialisers are also users of the Face-

book gamified application <Table 5>, which, as 

it was previously discussed, can make the inter-

face and the usage of the TripAdvisor website 

more stimulating and enjoyable, because it al-

lows the users to filter and customise the web-

site content according to the activity and the 

content contributed by their Facebook friends.

Overall, since the four behavioural groups do 
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<Table 7> Association between the Users' Behavioural Outcomes (Behavioural Groups of TripAdvisor Users) 
and the Users' Psychological Outcomes (F, ANOVA)

Cluster 1:
Individualist/

achievers

Cluster 2:
Socialisers

Cluster 3:
Critics/
Killers

Cluster 4:
Hitchhiker/
explorers

Perceptions towards game mechanics
Sharing my travel experience with others makes me happy
Increasing my performance on the TripAdvisor (e.g. by gaining points, badges or compli-
ments) makes me happy 3.026**

The allocation of points/badges/compliments is comprehensive 
Increasing my performance on the TripAdvisor (e.g. by gaining points, badges or compli-
ments) enhances  my motivation to contribute travel content on the TripAdvisor’s website
I check my performance (e.g. scorecard/badges/reviews' ratings) on TripAdvisor very 
often
Getting low ratings to my travel reviews makes me feel less happy
Improving my scorecard results makes me feel happy 2.848*
Improving my scorecard results increases my motivation to contribute more content 
on the TripAdvisor’s website 4.042**

The calculation of the scorecard results is comprehensive 
Getting low ratings to my travel reviews lowers my motivation to contribute content 
on the TripAdvisor website
I check my performance (e.g. ratings, points, badges and scorecard results in my 
TripAdvisor profile) very often 3.836**

Reading the content/activity of others on TripAdvisor's website makes me happy 4.728*
Reading the content/activity of others on TripAdvisor's website increases my motivation 
to contribute more travel content
Interactions with others on the TripAdvisor's website makes me happy 3.937***
Interactions with others increases my motivation to contribute more travel content**

Enhancing my travel profile on TripAdvisor makes me happy
Enhancing my travel profile on TripAdvisor motivates me to contribute more content 
on my 'Travel Map'

4.048**

Motives for using TripAdvisor website
Find travel content - knowledge 3.371***
Gain rewards (e.g. points/badges etc.)
Fun/entertainment 
To interact with other travellers 4.003**
To increase my status/profile by showing off my travel experience/knowledge 2.372**
To help others 
To become affiliate with a travel community 
Flow
Time passes quickly for me 
I feel content
I think of other things when contributing travel content online
I am distracted from writing 
Enjoyment
Enjoyable 2.946*
Exciting 
Fun 
Task involvement
It is enjoyable to use the TripAdvisor’s website
It is interesting to use the TripAdvisor’s website
It is stimulating to use the TripAdvisor’s website 3.004**
It is exciting to use the TripAdvisor’s website

*
p < 0.05, 

**
p < 0.01, 

***
p < 0.001.

not significantly differ in terms of the experi-

enced level of flow, enjoyment and task in-

volvement, this means that the type and pattern 

of use of the gamified tasks do not significantly 

influence the users' psychological outcomes. 

Thus, the findings suggest that any type of fun-

ware can create good gameful experiences (in 

terms of users' experienced flow, enjoyment and 

task involvement) provided however that it uses 

game mechanics that can trigger the motiva-

tional affordances that match and meet the pro-

files and needs of the gamification users. 
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Ⅳ. Conclusions, Implications, 
Limitations and Ideas for 
Future Research 

Despite the growing academic and industry 

interest in gamification, research examining the 

business impacts of gamification is scarce. This 

study aimed to fill in this gap by investigating 

the application and the effectiveness of gamifica-

tion within a specific tourism environment, be-

cause the impact of gamification heavily de-

pends on its implementation context. To that 

end, the paper reviewed the concept of gamifica-

tion and explored the principles and the theories 

that need to be considered for designing effective 

funwares. The applicability, verification and im-

plications of this theory were also shown by ana-

lysing how TripAdvisor has designed its fun-

ware  in order to implement gamification and 

trigger positive users' behavioural (i.e. use of 

website tasks) and psychological outcomes (i.e. 

flow, enjoyment and task involvement) that sup-

port the success of its business model. 

Specifically, in order to examine the effective-

ness of the TripAdvisor's funware to imple-

ment gamification in an appropriate way, the 

study also collected primary data from users of 

the gamified TripAdvisor website. The findings 

confirmed the influence of the TripAdvisor's 

funware on the users’ psychological and behav-

ioural outcomes. The findings also provided 

evidence of the theory advocating the ability of 

the various types of game mechanics to trigger 

various motivational affordances and so, to ap-

peal and drive different outcomes to various 

gamification users. Specifically, the findings 

confirmed the need to match the game mechan-

ics, and the motivational affordances that the 

latter generate, with the profiles and the types 

of the gamifications users in order to ensure 

that the funware can lead to positive users' be-

havioural and psychological outcomes. The fin-

dings also verified the theories (e.g. situational 

relevance, SDT and motivational affordances) 

advocating that the funware designs that adopt 

a user-centred design (by allowing the users to 

select and customise the game mechanics to 

their own needs and values) can create more 

meaningful motivational affordances to the users, 

which in turn can lead to greater users' psycho-

logical and behavioural outcomes. Overall, the 

results provide very useful implications for ga-

mification designers and researchers alike in re-

lation to how to design effective funwares that 

enable and foster gamification engagement flow 

(i.e. chain of effects). 

However, because of the context specificity 

of the study, its findings are confined within 

the implementation of gamification in an e-com-

merce tourism environment. Thus, future re-

search should aim to replicate and refine the 

present findings by conducting studies in other 

contexts, industries and gamification contexts 

(e.g. gamification supporting various business 

operations such as, open innovation, suppliers’ 

relation, e-learning). Future studies can also fur-

ther investigate the users' behavioural impacts 

that the various game mechanics can generate 

by identifying and looking into the specific 'play' 

tasks that various types of gamification users 

enjoy being engaged with. In this vein, future 

studies could aim to address the following ques-

tions: what type of gamified social actions and 

play tasks [similar to Kim, 2010] can be de-

signed in order to appeal to various types of 

gamification users? What is the impact of these 
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social actions on the psychological outcomes ex-

perienced by the gamification users? Are some 

social actions more effective in generating users' 

outcomes in specific gamification contexts or 

not? Future gamification research should also 

investigate the impact of various contextual 

variables (e.g. users' culture, personalities and 

lifestyles, device or platform used for using ga-

mification, e.g. smart phone or PC) on the de-

sign of funwares and their effectiveness to gen-

erate business benefits. For example, future re-

search can aim to answer the following ques-

tions: is there any relation between the players’ 

game profiles and their personalities and cul-

tural profiles? Does a match between the play-

ers’ profile in the game and their profile in the 

real life influence the ability of a funware to 

lead to positive users' psychological and behav-

ioural outcomes (i.e. is the effectiveness of ga-

mification dependent on the ability of the fun-

ware to achieve a congruence between the users' 

personality in the game and in the real life)?
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