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CEI 039: All about the Different Elements of 
Gamification that you can Apply to your Online 

Business. 

 

Megan 
Dougherty 

Hey there, and welcome to episode number 39 of Connect, Engage, 
Inspire; the Firepole Marketing podcast with Danny Iny, creator of 
Firepole Marketing and bestselling author of Engagement from Scratch.  

Online entrepreneurs like you tune in to this podcast every week to learn 
how to build an engaged audience that connects with humanity and drives 
their business to success. For today’s episode, I caught up with Andrzej 
Marczewski, blogger and gamification expert; all about the different 
elements of gamification that you can apply to your online business.  

Okay, let’s get on with the show.  

Hi there, I’m Megan Dougherty from Firepole Marketing and I’m here 
today with Andrzej Marczewski, a blogger and author on the subject of 
gamification.  

Andrzej, to start us off, could you tell us a little bit about yourself and how 
you became an expert in the world of gamification.  

Andrzej 
Marczewski 

Hi. Expert, such a horrible word in the world. Okay, so I have been a web 
developer for something like 14 or 15 years. And I’ve been a gamer for 
many, many more years than that. And about two years ago, I started 
writing blogs on sort of technology and games and the like. And somebody 
just said to me, “Have you heard of gamification? It seems to match a lot 
of things you’re saying.”  

So I started looking into it and I have been writing about it, and preaching 
about it ever since really. 

Megan 
Dougherty 

Perfect. Gamification is something we talk about on Firepole Marketing a 
little bit. But in case any of our listeners are less familiar with the term, 
can you define just a little bit about what gamification means and how you 
can recognize it when you see it. 

Andrzej 
Marczewski 

So, at its most basic, it’s the use of, sort of, game elements and ideas from 
games in things that aren’t games. The most common example and sort of, 
the most prevalent example are things like loyalty schemes, which are 
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very sort of low-end example. You see a lot of websites now have got 
points and badges and sort of little things you can earn as you like pages. 
I’d say, again, a shallow example but a very common example which you’d 
recognize straight away. 

Megan 
Dougherty 

Perfect. And so, in the context of, kind of, seeing gamification online, you 

mentioned the points and badges. What are some other elements of online 

gamification that people might be seeing if they’re wandering around the 

web? 

Andrzej 
Marczewski 

One of the things that you’re getting quite a lot of now is kind of advert 
games. So, games that are essentially advertising of a product. Something 
what we call gamification, it’s a very weird, sort of, group of people in 
gamification who don’t like to spell out the definitions. But you see, one of 
the best examples which everyone always quotes things like monopoly 
from McDonalds. So people are taking that online. They’ve used it in 
shops, so that’s kind of fairly recognizable example, I’d say.  

Online you see little games appearing for you to do things like click on a 
banner. You’ve already seen the little flash adverts where it says, “Shoot 
the target to do something.” That’s some kind of gamification. It’s taking a 
bit of a game idea and putting it on a screen. I don’t think many people 
like it but it’s there.  

So it’s that kind of thing you’ll see. So the other one being loyalty schemes. 
So in any website where if you buy X number of things, you get certain 
points towards buying your next things. That’s fairly common out there. 

Megan 
Dougherty 

Perfect. And so you’ve written quite extensively about gamification and 

you’ve got your book just for everyone listening; “Gamification: An 

Introduction and a Little Bit”. And one thing I’ve read here that I found 

really, really interesting is your identification of the different player types 

that kind of represent the different people you can engage with through a 

game or through something that has been gamified.  

Can you kind of go over the gamer types and what they are a little bit?  

Andrzej 
Marczewski 

Yeah, of course. So there are lots of them but I kind of boiled it down into 

six basic types; four that are, what I would say intrinsically motivated. So 

they do things for reasons that are internal to them. And then there is one 

that’s externally motivated by rewards and points. And then there’s one 

that’s motivated by change.  

So the intrinsic ones are socialiser, which as the name suggests like to be 

social, they like to be around people. They like social network’s 

relatedness. Then you’ve got achievers who are the ones who like to learn 
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things. They want to be challenged by things. They want to overcome 

challenges. They’re the ones who like these sort of mooks that around at 

the moment. I hate to say sort of free courses because they feel like taking 

free courses.  

Then you’ve got your free spirits, which are the ones that who like to 

create things and explore things, and have autonomy and freedom.  

And then, you have got your philanthropist. There you go. The one that I 

am actually supposedly the type. When I do my own test, I come out a 

philanthropist. They are the ones who are looking for meaning. So they 

are looking to help other people, to give to other people, to give 

knowledge, to give understanding.  

When you look at online help systems like Hora or Yahoo Answers, they 

are the ones who like the answer the questions for people that don’t 

expect any kind of reward from it.  

Then the extrinsic side, the player; they are the ones who are, sort of, 

more common to marketing, I’d suppose because marketing tends to be 

fairly short campaigns in gamification. They’re the ones to go on the 

system to win points and badges and prices. They’re the ones you can sell 

to really quickly. 

And then finally type, disruptive. They’re the ones who want to change 

everything. So if you’re looking for innovation, they’re the ones you want 

to try and get a hold of and engage with. But also, they have the 

unfortunate habit of finding all the problems in your system and 

sometimes exploiting them to prove their point.  

Megan 
Dougherty 

Which can be both really good and really bad. It’s wonderful to have 
someone to tell you where you’re going wrong. 

 

Andrzej 
Marczewski 

Yeah. Well, example of which, he keeps coming up, actually. So I’ve seen it 
two or three times very recently. When you have like a system online, 
where if you go into the site five times you get a point. What you could see 
quite often is the disrupters will try and prove that this is flawed system 
by writing scripts just to keep bombarding your site, and just getting 
hundreds and hundreds and hundreds of page views.  

So they get straight to the top of the leader board, using this massive spike 
of usage. And if you’re really lucky, your host shuts you down for being 
spammed. 
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Megan 
Dougherty 

Awesome. 

Andrzej 
Marczewski 

So on the one hand, yes, great. They proved the point. They’ve shown you 
a problem and you can fix it. On the other hand, they’ve killed your site. 

Megan 
Dougherty 

Yup. We’ve got that our audience is composed of a lot of people who are 
starting up or really growing their businesses online. And so, if someone 
was going to try and start adding an element of gamification to kind of 
encourage people to engage with them more, what do you think would be 
a good way to kind of start off with adding game elements to a website. 

Andrzej 
Marczewski 

So the unpopular answer in my world would be to add something like a 

system like Captain Up, which is what I use on my website; which is to 

say, it’s almost a cut and paste solution which allows you to add game 

elements for doing simplistic tasks.  

But I personally think it’s a really good place to start though because it’s 

something simple you can implement, you can make it as deep and 

interesting as you want to. But it’s a framework that means you don’t have 

to know too much about how to implement these things at a coding level.  

So I use Captain Up and you put it in the system. You tell it I want people 

to get a badge of 15 likes, 30 likes or 50 likes. And you have a leader board 

on them. People kind of enjoy just playing the game.  

Now obviously, it only appeals to certain group of people that the players 

in this instance. But it’s a place to start. Then you can start looking at 

getting a bit deeper into it and having hidden things around the site. So if 

you click a certain image on a certain page, you’d get a particular reward. 

And then you put a few of those into places that people like to explore the 

system can go and find things and have lots of treasure around the site.  

And you can do that. You can create quests and get people to go into it. 

And if you want to drive them to a particular path, you can get them to 

look at certain pages and they have to do certain things on each page to 

earn some rewards. So it doesn’t have to be really complicated to get you 

going.  

Now, kind of the flip side of that is all of these kind of things are quite 

short term. People won’t be engaged with that forever. So it’s a good way 

of introducing people to, “Oh look, my website” or whatever is going to be 

gamified. But then you have to start thinking about right now, I’ve got 

them. How do I keep them here? What’s on my site? What unique things 

can I do to keep them involved? And do I create a trading card game 

within my site where they have to do certain visits to get cards and trade 
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them with their friends? Do I want to have a task on certain pages where 

they have to find hidden codes in the pages?  

So you can start simple and just kind of build it up and things that keep 

people there.  

Megan 
Dougherty 

So in your opinion, just extending from that a little bit, are there types of 
businesses or blogs or websites that are more suited to having this kind of 
engagement on them than others? 

Andrzej 
Marczewski 

The point of this is, as you’ve said there what the goal is. There aren’t 
many things you can’t apply gamification to in some way. As long as you 
understand what you’re trying to do. So if we go back to my sites where 
I’ve got this simple points and badges system, the reason that’s there is 
because it’s a bit of fun for people who read my gamification blog.  

So they probably understand that it’s not a real deep system. They just 
enjoy playing it almost out of irony, I think, in some cases. Because it’s the 
thing we always preach against doing.  

But if you’re looking to sell something for instance; a good way to sell 

something is to get reviews. And people trust reviews of their peers rather 

than website reviews. You know, I run a games review website. I don’t 

think anyone particularly trusts my reviews but they do trust me. So if 

they know me and they read my reviews and they’re more likely to buy it.  

So if you’re wanting to, say, get people reviewing stuff for your site – so 

you’re trying to sell televisions through the site, for instance. One of the 

ways you could use gamification is to get people through from just going 

on reading stuff to maybe encouraging them to write things, to then leave 

comments on things, and finally, start writing their own reviews.  

So you use gamification to smooth that process out. You make it fun and 

interactive to start doing the right things. You then kind of almost sort of 

level them up until they get to a point where they have the exclusive right 

to comment on something. And then finally, once they’re an expert on 

commenting and writing, and people have started to read their comments 

and rate their comments, you invite them into the exclusive club of 

reviewers and get them to review stuff.  

So if you’re written was to review, your gamification will be purely to 
onboard and skill these people up to the point where they can start writing 
reviews for you. So it does come down to goal it. There’s not many things 
you can’t gamify. It just comes down to what you’re willing to do and how 
much time you’re willing to put into it. 
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Megan 
Dougherty 

Definitely. And of course, understanding your audience and what they’re 
going to respond well to or what they might not. 

Andrzej 
Marczewski 

Yeah. But you see, the other thing is, sometimes you don’t have to always 

gamify for your whole audience. Sometimes just one particular people. So 

if you look at the user types, for instance. If you want people to answer 

questions, you aren’t going to get a socialiser necessarily answering 

questions of people. Because unless there’s some connectivity out of it, 

they aren’t that interested.  

So what you do is you create a system that encourages philanthropists to 
go in there and answer questions. So, all you’re doing is you’re trying to 
create a system which nurtures them. They’ll then answer questions for all 
the other types. So it’s not always about hitting everyone at once. It’s 
sometimes about focusing on what you need to make your system work. 

 

Megan 
Dougherty 

I think you touched on something really interesting there. It’s something 
that we go into a lot is really understanding your audience and developing 
a relationship with them, and finding out what they need. So if talking to 
someone to who does have a good understanding globally of what their 
audiences like, how would they go about determining what type of player 
types they’re dealing with in kind of their communities. 

 

Andrzej 
Marczewski 

The easiest way is to take a survey. So I’ve got a test on the site, which you 

go through. I think it’s about 15 or 16 questions. And at the end of it, it 

gives you a vague idea of what the user type it is, which is really good to 

find out the kind of the base point that people start out.  

Now, every system is a bit different. How people behave in systems is 

different and even how people behave if the time is different. So you might 

go into a system being a disruptor or an achiever or some of that, and 

then, over the course of time, you might decide actually I just like being 

here to talk to people and become a socialiser.  

So one way is to survey then to find out what the general averages are 

around your user base. And then design a system that supports those 

types specifically. The other way, as I said is to focus on what you want 

people doing, and then what kind of user type does that activity and then 

how to support them. And then focusing on getting those people to do 

what you want them to do for ones that are phrased. And then have them 

evangelise out the rest.  
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So you create groups of evangelist, saying, this is a really great site, great 

content. The sale system is brilliant. You go into Amazon and you’d see – 

if you go there, you get all these wonderful reviews of things. And you just 

get somebody who’s interested in telling everyone about that. And that 

actually is often far more powerful than trying to force people along a 

particular route into a system.  

So there’s two angles; the simplicity is going to be probably surveyed and 
to get a vague idea about. 

 

Megan 
Dougherty 

Okay. And of course, we will link directly to that survey and you can find 

out your own player type, and use the form to learn more about your 

audience from the link below of this podcast.  

Shifting things around a little bit, Andrzej. If I remember correctly, you’ve 

got a new book that’s going to be coming out soon?  

Andrzej 
Marczewski 

Well, it’s not a new book. What I’m doing at the moment is I’m rewriting 

the old book. The original book that’s on Amazon was written nearly two 

years ago or a year and half. It’s quite soon after I started blogging. What I 

did is I put everything into a book. And I rereleased it about eight months 

later just with, sort of, new insights. And it came to my attention that I 

haven’t included user types at all in the book until the very, very last 

chapter.  

So I’m rewriting it to be a bit more fluid; the knowledge of games now, the 

experience of game now. And to focus it much more on engaging with 

people rather than just creating any system.  

But what I’ve also done around that is I’ve also released a set of cards, 
which kind of help you understand a bit more about how user types work 
and how to support them. 

Megan 
Dougherty 

Very excellent. And when can we expect that to be available? Or is that a 
bad question, should I not be asking? 

Andrzej 
Marczewski 

No, ask away. The joy of self-publishing is I don’t have a publisher telling 

me when to get it out. So, the likelihood is I will be releasing it again in the 

next sort of two or three months. It’s almost there. And also, if you’ve 

already got the book, because it’s released on Amazon, it all just tell you 

there’s an update and release it for free to you anyway. So I’m not going to 

try and get more money off it and resell it or something.  

It should be two or three months. I’ve got most of the content in there. I 
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just need to make it actually read like a normal human being who read it, 

rather than in my head it read right and you look at it again, 10 days later 

and think, “No, that sentence doesn’t work at all.”  

Megan 
Dougherty 

Oh, I think, I’m familiar with that and I’m sure a lot of our audiences too. 

Andrzej 
Marczewski 

It’s a big difference writing blogs to making a blog into a book. I didn’t 
realise how big a jump it is. And it’s evened down to how you write about 
things. You have your reason through the book and go, “If you click on the 
link below,” and “I can’t click on a link below. Too much power. God.  

Megan 
Dougherty 

Oh, how different things are now that we’re all online. 

Andrzej 
Marczewski 

Yup. 

Megan 
Dougherty 

So I’ve got one question that we asked at the end of just about every 
podcast interview that we do. And that if somebody has been listening and 
they are really excited, they’re really inspired. They want to start adding 
gamification elements to their online business right away. And they’re so 
excited they’re going to book off the next three hours. What should they 
do with those three hours to really get started on doing this effectively? 

Andrzej 
Marczewski 

They need to spend the next three hours asking the question why. A lot of 

people – say, you’re right and this happens all the time especially in the 

enterprise. We’ve heard about gamification, we want it. And then they 

spend the next six months trying to work out what exactly they can apply 

it to.  

So the very, very first thing they need to do is say, “Right. I’ve heard of 

gamification. I think it can release to me. But why do I need it? I watered 

it then going to achieve for me. So if they spent at least the first two or 

three hours working that out. Then they probably got farther than most 

people who are using it now.  

After that, it’s just read on the topic. There is so much out there for free. I 

mean, you got my blog, you’ve got people like Mario Herger, Yu-Kai Chou 

– there’s just so much out there. There’s a free course at the moment, a 

guy Vic Manrique is doing on Iversity.  

So there’s all these free things you could do. Kevin Werbach’s course. 

There’s always stuff out there. Spend some time going through it and 

understanding what gamification can and can’t do. If they can get down 

then gamification isn’t going to fix their problems, then again, that’s a 

really good use for a couple of hours, I’d say.  

Because that’s the other problem, a lot of people look at as a patch to fix a 
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broken system. Whereas what they actually need to look out is the way of 

enhancing an already good working system.  

 

Megan 
Dougherty 

That is an absolutely fantastic insight that I know I’m going to take a very 
good note of. Just to finally wrap things up, if somebody wanted to get in 
touch with you or find your book or learn more about the player types or 
your card game, where can they do all of that? 

Andrzej 
Marczewski 

The two places to get information about me or from me; first one is 
Twitter. I’m on there all the time and my Twitter handle is Daverage, all 
one word. And then the other way is my blog which is marczewski.me.uk, 
which I am sure you’ll have written somewhere. I know you’re going to try 
follow me instead of [individual 00:17:50] for people right now.  

But yes, if you want else from me or need to talk to me or feel like just 
abusing me about gamification, those are the two places to go to do it. 

Megan 
Dougherty 

Excellent. Well, I’m sure many, many people will. And I want to thank you 
so very much for taking the time. This has been a great conversation. I’ve 
learned a lot and I’m sure that everyone else listening has as well. 

Andrzej 
Marczewski 

Thank you very much for inviting me. It’s been good fun. 

Megan 
Dougherty 

Thank you for tuning in. You were just listening to Connect, Engage, 
Inspire; the Firepole Marketing podcast. If you enjoyed the show, we’d 
very much appreciate a rating and review here on iTunes, and make sure 
to head over to firepolemarketing.com or you can get free access to top 
rated marketing books, dozens of special reports on engagement and 
audience building, access to expert Q&A with Danny, and a whole lot 
more.  

And of course, stay tune for upcoming episodes on marketing, 
engagement, and successful online business. 
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