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Gamification is gaining momentum in Higher Education (HE) as scholars begin to enquire what
they can learn from game experiences to improve students’ engagement and motivation (Niman,
2014). Gamification does not mean using games, instead it refers to using game mechanisms or
elements in contexts where games are not usually present (Kuo and Chang, 2015). Gamification
is expected to contribute towards enjoyment and engagement (McGonigai, 2011). Engagement in
academic success has been clearly established (e.g. Ibanez et al, 2014). In addition to this,
motivation is also commonly accepted as the driving force that generates student engagement
(Bomia et al., 1997). However, gamification cannot be seen as a quick fix to low students’
engagement as it needs to be thoughtfully planned through before any implementation, otherwise
it will just be a game without didactic purposes (Huotari and Hamari, 2012).

Following this, the gamified environment within the context of HE was defined and planned to
facilitate the achievement of learning outcomes of a particular subject. Main aspects of the
gamified environment included: (1) activities made available on a weekly basis with allocated
points (such as multiple choice and Poll Everywhere questions, blog posts and self-made video
uploads on relevant subject topics); (2) leader board publication on a weekly basis; (3) Predefined
prizes for first three winners.

The present research aimed at investigating the impact of gamification on the levels of motivation
and engagement of students regarding this particular subject. This exploratory study was
conducted with a whole cohort of 150 students near completion of their BA Business Studies. In
order to address the research objectives, a survey was conducted before and after the gamified
experience, allowing an empirical analysis of data with the comparison of samples to identify main
differences between those who participated.

Fitting within the university mission and innovation strategies, the results of this project could also
then lead to a broader implementation of gamified activities in remaining subjects throughout
university and particularly throughout the business degree considered.
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