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GAMIFICATION OF CONSUMER
LOYALTY PROGRAMS

The development of a comprehensive
approach to the implementation of gami-
fication is an important direction in ensuring
long-term consumer loyalty. The companies’
use of game elements such as challenges,
competition, and reward systems provides an
effective impact on consumer loyalty, creating
an attractive and exciting experience. In this
direction, it is important to substantiate
the principles of gamification, distinguish the
stages  of  implementation,  determine
the elements and places in the creation of
unique loyalty programs. The purpose of the
article is to substantiate the implementation
directions of gamification in programs for
ensuring long-term loyalty. When conducting
the research, general scientific methods
of analysis and synthesis were used, used to
present the main elements of gamification,
their characteristics, empirical methods,
system-structural analysis, comparison and
graphic representation. The role of gami-
fication in loyalty programs is substantiated
and its key role in building long-term
relationships with consumers is proven. Key
trends in the use of gamification to stimulate
interaction and audience engagement are
explored. It was established that for domestic
companies the main elements of gamification
should be: points and awards; social
interaction; tasks and challenges, progression
and levels; competition and leaderboards;
personalization and customization; time
limits, stories and narratives; virtual awards
and honors. The priority areas of using
gamification are determined and attention is
focused on the effectiveness of the elements
within each. The stages of implementation of
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TEMMISIKAILIS [IPOT'PAM
JIOAJIBHOCTI CIIOXMBAYIB

Pospobra xomnnexcrnoeo nioxody do enposa-
OICeHHs 2elIMIQDIKaYIl € 8aAXNCIUBUM HANPSIMOM )
3abe3neuenii 00620CMPOKOBOI IOSILHOCI CHOJICU-
6auig. BuKopucmarnHs KOMRAHIAMU MAKUX 12POGUX
efleMenmi6, K GUKIUKY, KOHKYDEHYIsd, Ccucmemu
HA20poo, 3abe3uye Oicsull 6NaU8 HA JIOANbHICHb
CHoOJICUBAYIB,  CMBOPIOIOYU  NpuBabnuUsUll  ma
3aXONIOIYULL 00CEI0. Y YboMY HANPAMI BANHCTUBUM
€ O00cpYHMYBAHHA  NPUHYUNIE  3ACMOCYBAHHSL
eeumighixayii, BUOKpeMIIeHH —emanie  6nposa-
OICEHHSl, BUSHAYEHHS eleMeHmie ma Micysi y
CMBOPEHHI YHIKAIbHUX Npocpam nosnbHocmi. Me-
mow cmammi € OOIPYHMYBAHHA HANPAMIE IMNile-
Menmayii eeumigikayii' y npoepamu 3a0e3nedeHHs
00620cmpokosoi  aosteHocmi.  Tlpu  nposedenni
OOCTIOMNCEHHS.  BUKOPUCIAHO — 302ATIbHOHAYKOBI
Memoou aHanizy ma CuHmesy OJsi RPeOCmAaseHH s
OCHOBHUX elleMenmis eeumigpikayii, ix xapaxme-
PUCMUK, eMRIpUYHi Memoou, CUCMEeMHO-CMPYK-
MYpHULl aHANI3, NOPIGHAHHA ma 2paghiuHe
306padicennst. ODIPYHMOBAHO pOnb ceiMigpikayii
y npocpamax JOAAbHOCMI mMa 008e0eHo il
KIH0Y08Y pOab )y NOOYO08I 00820CHPOKOBUX
63AEMOBIOHOCUN 31 cnodcusadamu. Jocniodnceno
KIIOY08I MEeHOeHYII BUKOPUCMAHHS 2etuMIipiKayii
Ol CMUMYTIO8AHHA 83€MOOIL mMa 3anyYeHHs.
ayoumopii. Bcmanoeneno, wo 0151 Gimuu3HAHUX
KOMAAHIU OCHOBHUMU elleMeHmMamu 2eumigi-
Kayii maroms Oymu: 6anu ma GiO3HAKU,
coyianvha 63a€MO0is; 3a460aAHHA MA BUKIUKU,
npoepecisi ma pIiGHI, KOHKYpeHyis ma Jioep-
bopou; nepcouanizayis ma Kacmomizayis,
4acogi 0bmediceHHs, Icmopii ma Hapamueu,
gipmyanvui Hazopoou ma cmumynu. Busnaueno
npiopumemni HANPAMU BUKOPUCAHHS ceUMii-
Kayii ma akyewmosawno yeazy Ha Oi€8ocmi
eleMenmie 'y Medcax KodCHo20. 3anponoHo-
6AHO emanu  BNPOBAOJICEHHs — 2eumipikayii
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gamification by Ukrainian companies are
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elements and the unique needs of brands.
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Introduction

In the highly competitive world of modern business, creating effective
loyalty programs is an important strategic task for companies. Traditional
methods no longer always meet the growing expectations of consumers, who
demand personalization and innovation. In this context, gamification is an
important tool for creating unique and exciting loyalty programs. Every year,
gamification attracts more and more attention from practitioners and
academics due to its potential to stimulate interaction with customers
and increase the effectiveness of marketing strategies. Gamification is based
on the principles of game design and uses game elements to stimulate certain
actions. An important aspect of its application is its role in loyalty programs.
By introducing gamified elements, brands create a unique context for
interaction with consumers. Personalized tasks and individual rewards help
increase participation and strengthen the connection between the customer and
the company’s product. Rewards and competition create positive emotions,
increase motivation and encourage participation in loyalty programs.
Understanding these aspects allows you to more effectively implement
gamification in consumer loyalty programs

Consumers show great tolerance for diversity, actively express their
individuality and strive for original impressions. In today’s business, it is
impossible to successfully compete without taking these trends into account. It
is precisely in this context that gamification becomes a necessary component
of consumer loyalty programs.

The use of gamification allows companiaes to build long-term
relationships with audiences, taking into account their unique needs and
aspirations. This not only stimulates consumer interest, but also empowers
them to express themselves and engage in creative interactions. This approach
not only meets the expectations of the modern generation, but also ensures
a positive impact on the brand, increasing loyalty and competitiveness of the
company in the market.

Scientific studies show that gamification activates various aspects of
consumer behavior. At the same time, the greatest attention is paid to
the relationship between gamification and ensuring consumer loyalty. The
problem of combining elements of gamification with loyalty programs is
covered in the works of the following scientists and practitioners: Clock
(May 27, 2023), O’Neill (January 25, 2022), Grochowska 1. (2023), Hober
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(November 30, 2023), Barney (September, 2023), Chang (2023),
Prysiazhnikova, Kirnosova (2023), Mostova (2018)), lankovets, Cherneva
(2022). Scientific studies devoted to the problems of gamification of loyalty
programs reveal significant aspects of this approach. At the same time, the
relationship between the level of loyalty and the gamified elements of
the company needs to be researched. In this direction, it is important to focus
on the methods of choosing gamified elements, while understanding the
psychological aspects and taking into account the development of a
comprehensive approach to the implementation of gamification in programs
to ensure long-term loyalty.

The aim of the article is to substantiate the implementation directions of
gamification in programs for ensuring long-term loyalty.

In accordance with the defined aim, the hypothesis was formulated that
gamification is an effective tool for ensuring long-term consumer loyalty.
Gamification also opens up opportunities to personalize long-term loyalty
programs. The use of analytics and recommendation algorithms will allow for
the creation of individual gamified tasks and rewards, taking into account the
personal preferences and consumption habits of each client.

To test the proposed hypothesis, the following general scientific research
methods were used: analysis and synthesis to present the main elements of
gamification, their characteristics; empirical methods, system-structural
analysis, comparison and graphic representation.

Despite the positive aspects of gamification in providing long-term
loyalty programs, there are challenges associated with psychological
reluctance, excessive pressure on the consumer and lack of balance in the
combination of gamification elements.

The main part of the article defines the key elements of gamification in
loyalty programs, indicating their features, specifics of use and possible areas
of use. An analysis of the dynamics of the use of gamified elements by
companies was carried out and a matrix of loyalty trends was constructed. The
main stages of implementing gamification elements for building long-term
loyalty and achieving the company’s strategic goals are proposed.

1. Gamification: basic concepts and components

Gamification in business is recognized as an effective tool aimed at
stimulating the participation of consumers and employees through the use of
game elements. This approach significantly affects various areas of business
activity, combining entertainment and business processes. The scientific
approach allows considering gamification as an effective tool for achieving
strategic goals in the modern business environment.

The biggest advantage of gamification in business is its ability to create
interest and motivation of participants. Game elements such as contests,
rewards, and virtual achievements encourage active participation and audience
engagement. This is especially important in marketing and advertising, where
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competitions and awards can increase brand engagement and increase customer
loyalty.

Gamification also has a positive effect on internal business processes,
increasing staff motivation and productivity. Historically, for a long time,
companies have tended to be more product-oriented in their operations. This
traditional concept has been about maintaining an existing market position
with a focus on short-term profits, mostly by cutting costs and increasing
production revenues (Iankovets & Cherneva, 2022). The implementation of
gamified motivation systems creates an opportunity to become the basis for
effective change management and the development of team cooperation in
the organization. In addition, gamification allows you to collect important
data about the behavior of customers and employees, using analytical tools
to further improve business strategies. This aspect enables businesses to
adapt their approaches and offer personalized solutions. The interpretation of
the term "gamification" can be viewed from several angles.

First of all, gamification is the application of game design and mechanics
in a non-game environment. Its purpose is to increase the level of motivation
and involvement of users, stimulate behavior change and achieve specific goals
(Clock, May 27, 2023).

Gamification is a strategy that combines entertaining and engaging game
elements into a non-game context to increase engagement and motivate certain
behaviors. Gamification requires an understanding of the target audience, their
motivations and the context in which the strategy is applied. For the effective
use of hemification, it is necessary to take into account all the components
(Figure ).

Points and
honors

Social

Virtual rewards
and incentives

interaction

Tasks and
challenges

Stories and
narratives

Gamification

Progression and
levels

Competition and
leaderboards

Personalization
and customization

Figure 1. Basic elements of gamification

Source: developed and supplemented by the author from (Barney, September, 2023).
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These elements work together to create a great gaming experience that
encourages players to actively participate and achieve their goals. Each of the
elements has its own role in achieving the goals (7able 1).

Table 1
Characteristics of gamification elements

Element Characteristic

It is a fundamental game mechanic that rewards users for achievements
and progress. Users earn points when they complete certain actions or
Points and honors | reach checkpoints; they are awarded badges for achievement or mastery
in a particular field. These visual representations of progress encourage
users to continue interacting (Barney, September, 2023)

. . The possibility of sharing experience, joint play and interaction between
Social interaction p y & eXp ) play

participants
Tasks and Setting tasks and challenges that participants must complete in order to
challenges receive points or rewards

Allow users to progress through various stages of the game system as
they complete tasks or earn points. This visual progression provides
a sense of growth and mastery, and encourages continued participation.
Unlocking new levels or accessing additional content creates a sense of
anticipation and excitement

Progression and
levels

Identification of leaders and competition among participants, which
increases motivation and stimulates activity. Displays the ratings of
participants based on their results and achievements. They create

Competition and o . .
P a sense of competition, challenge and motivate users to take a higher

leaderboards o .S
position on the leaderboard. Leaderboards are good for motivating
people to improve their skills and achieve goals (Barney, September,
2023)
Personalization and Allow participants to customize their profiles, characters, or other
customization gamification elements according to their preferences

Set deadlines for completing tasks or achieving goals, which creates an

Time limits ;
element of urgency and tension

Stories and Weave elements of stories and narratives that make gamification more
narratives interesting and engaging

Virtual rewards and | Participants receive virtual rewards such as medals, badges or trophies
incentives as recognition of their achievements

Source: developed by the author from (Barney, September, 2023).
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Gamification 1s used in a variety of industries, including education,
marketing, employee training, healthcare, wellness, and customer enga-
gement. For example, educational programs can use gamification to make
learning more interactive for higher education students, while businesses can
use it to improve employee productivity, encourage customer loyalty, or
reward employees and consumers (Figure 2).

Scope of gamification

Gamification elements can create unique interactive campaigns that attract

Marketin . . . . .
& attention and enhance interaction with the audience

The adaptability of gamification allows teachers to adapt content for
individual students, ensuring that each student receives an individual
learning path, making education more accessible and enjoyable (Hober,
November 30, 2023)

Education

It is a strategic approach aimed at attracting and retaining customers through
the use of game elements and mechanics; provision of virtual bonuses that
can be exchanged for discounts or gifts attracts customers and stimulates
their activity; using gamified algorithms to personalize recommendation
systems, which allows each customer to receive individually selected offers
and discounts

E-trade

Badges, points and leaderboards motivate employees to learn the necessary
skills and constantly improve; it creates a culture of continuous learning and
HR professional development; leaderboards promote a sense of friendly
competition among employees, encouraging them to surpass themselves
and reach new heights in their positions (Hober, November 30, 2023)

Health and wellness apps and platforms, for example, use gamification to

The sphere motivate people to lead healthier lifestyles; use gamified elements to track

of entertainment physical activity, set goals and reward users for achieving important results,

and recreation this gamified approach encourages users to stay active and make healthier
choices

Figure 2. Possible application areas of gamification elements

Source: compiled by the author based on (Hdober, November 30, 2023; Education
Technology, September 28, 2023).

These are far from all areas in which gamification elements are
integrated, since, according to statistics, they are increasingly used by various
companies.

The study of gamification is an urgent task, since this tool will allow
to study the complex processes of forming long-term partnerships between
the company's staff and customers (Mostova, 2018). In the general context,
gamification in business is an innovative tool that promotes interest,
efficiency and interaction of all participants in business processes and creates
additional benefits for the company.
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2. Gamification: research and trends

The dynamics of the use of gamification at enterprises shows the
gradual realization of its potential as an effective tool for achieving various
business goals. The general trend indicates that businesses are increasingly
incorporating gamification into their strategy to engage staff, drive
productivity and increase customer loyalty. Confirmation of the growt in the
level of gamification use is shown in Figure 3.

35
30,7
30 HE
25 —
20 o
15 — ] o —
i ] AN
[ s A
9,1 s R R
10 — Y EEE Ty Pea—
E5 -] - TTE Y
5 2 Iy o A SR b .
AT A
0
2018 2019 2020 2021 2022 2023 2024 2025

B North America EEurope EBthe Asia-Pacific region =EMiddle East and North Africa @Latin America

Figure 3. Global gamification market, USD billion
Source: (Clock, May 27, 2023).

The global gamification market is projected to grow from
USA 9.1 billion in 2020 to an expected USA 30.7 billion by 2025, at
a CAGR of 27.4%. North America will remain the leader in the global
gamification market, continuing to hold the largest share over the next five
years. This is due to the high popularity of mobile Internet, which is used by
90% of the region's residents through smartphones (Chang, 2023).

At the same time, the gamification market in Europe is also expected
to develop significantly during the forecast period. Active support from local
authorities and key stakeholders will contribute to further growth. For
example, political initiatives in Great Britain and France are aimed at holding
conferences and events dedicated to gamification (Clock, May 27, 2023).
Although North America and Europe remain the main participants, other
regions plan to gradually increase the use of gamification elements.

Gamification finds its application in various markets, proving to be an
effective tool for stimulating interaction and engaging the audience. In the
field of retail trade, gamified loyalty programs and interactive contests help
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increase sales and retain customers. In the financial sector, gamification is
used to increase financial literacy and motivation for financial transactions.
In the technology sector, gamification is used to improve productivity and
develop skills. In the field of personnel management, gamified incentive
systems become a tool for increasing employee motivation. Thus, gami-
fication is a universal tool that adapts to various business sectors, helping
companies to achieve their goals and interact with the audience at a new level.

According to research, the number of enterprises planning to use
elements of gamification will increase, and today it is most often used by
retailers (Figure 4).

H Retail

B Banking sphere

B Government

@ Health care

O Education and science

IT and telecommunications

D others

Figure 4. Analysis of the use of gamification elements by industry distribution, %

Source: (Fortune. Business Insights, Jun, 2020).

Predictions indicate that gamification is now an unstoppable industry.
Many businesses, from large to small, see the benefits of engaging their
customers and employees in the use of interactive technologies. And this is
reflected in the numbers (O"Neill, January 25, 2022):

* according to estimates, by 2025 the global profit from the sale
of gamification will reach USD 32 billion;

«it is expected that by 2025, gamified learning will be valued
at USD 25.7 billion; USD 25.7 billion;

*in 2016, the international gamification market was estimated at
USD 4.91 billion. The latest numbers predict growth of 142%, with the
market now valued at USD 11.94 billion;

* 70% of global companies use gamification in one way or another;

* 50% of startups use gamification;

* 80% of US households own at least one gaming device — therefore
people approach this technology with pre-developed gaming skills and
knowledge and can be more receptive and adaptive to the system,;

» companies using gamification can increase the conversion rate up to
7 times.

The best positive dynamics of the use of gamification elements is
demonstrated by the food retail industry, namely the use in building customer
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relations with the help of marketing tools. Companies use gamified loyalty
programs, contests and promotions to attract and retain customers. This
allows businesses to compete effectively on the market and provide
consumers with a new level of interaction with the brand. One of the
examples of the effective use of gamification elements is the project with
the integration of AR-books: "Alice in the Wonderland" and "Alice through
the Looking Glass", implemented by the ATB product network. The
condition of participation in the program was the purchase of goods for
a certain amount. The assortment of goods was the same for all stores and
was not limited to specific categories of goods. 275 000 books were printed.
The mobile application was supposed to "revive" the pages and the characters
on them. The effectiveness of augmented reality in marketing, according to
live animations, increased the frequency of purchases by 25%, their number
by 30%, and the time of interaction with the product seven times. According
to the results of the promotions, 718 000 AR-books were sold in ATB. This
is an absolute record for Ukraine, because for comparison, according to the
Book Chamber of Ukraine, the average circulation of one children's book in
2017-2018 was about 2 700 copies. Another retailer, namely Silpo, held
promotions with action figures of fantastic characters — "Stikeez". According
to the retailer, the figurines, of which there were about 20 million of pieces
ran out even before the end of the first promotion. During the campaign, the
average check increased by 7%, the number of new customers — by 2% during
the first campaign and by 6% after the second, and the retailer's market share
increased by 8%. 75% more buyers participated in this promotion than in
similar promotions with other toys (RAU, 2022).

As such, gamification is growing in popularity in businesses as it helps
improve various aspects of business, including HR, marketing and training.
This trend shows that enterprises recognize it as an effective tool for
achieving strategic goals and improving both internal and external business
processes.

3. Elements of gamification of loyalty programs

Loyalty programs are one of the most effective tools for retaining
customers and building long-term loyalty. Loyalty is considered as a
component of three elements: trust; commitment to values; long-term
relationship. Consumer loyalty is defined as their preference for the product,
services, service, trademark, logo, appearance, personnel, service system of
a particular enterprise (Prysiazhnikova, Kirnosova, 2023).

Gamification, as a concept of using game elements in non-game
contexts, is an important component of marketing strategy implementation.
Let's consider the impact of gamification on the effectiveness of loyalty
programs and ways to use this approach to attract and retain customers.
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Figure 5 shows two key insights into loyalty marketing trends: their greatest
impact over the next 2—3 years and the urgency of investment in 2023.

On the one hand, it identifies the importance of the trends that have
the greatest impact on customer loyalty marketing, including strategies and
tools that will be a key to successfully securing customer loyalty in the near
future. On the other hand, the urgency of investments in 2023 is taken into
account, showing which trends require the most attention and resources in
the current year for effective implementation.

This allows companies and marketers to direct resources to the most
promising and important aspects of loyalty marketing in the near future,
ensuring an optimal relationship between strategic planning for the long term
and current investment needs in the current year.

Experience-based

40 II Predictive analytics

rewards

g Marketing automation ]

Gamification : Yy
1
| Paid membership | l
Predictive segmentation |
20 J |
Mobile payments | . K
Business Intelligence

10
| Partnership-based marketing T

10 20 30 40

30

%

Impact on loyalty programs,

Trends, %

Figure 5. Loyalty Trends Matrix
Source: (Open Loyalty, 2023).

2023 Gamification, experience-based rewards and predictive analytics
are named as key trends that will impact the loyalty industry over the next
2-3 years. The top three trends that marketers plan to invest in next year are
pretty much the same, with the exception of marketing automation replacing
predictive analytics.

Experts confirm that gamification and attracting customers in a non-
transactional way is becoming a decisive way to stand out from the
competition. The fact that marketing automation is one of the key trends
that marketers plan to invest in is also no surprise, given its potential for
things like data collection, personalization and, most importantly, creating
memorable customer experiences. Companies' focus on collecting and using
data to deliver more personalized experiences remains an ongoing
challenge, especially as customer expectations rise and Gen Z becomes a
key segment. An increasingly strong connection between payment systems
and loyalty is developing, which will also be a key in the coming recession
(Grochowska, 2023).
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In 2023 it was noticed a noticeable shift in approaches to key trends
that were relevant in previous years, particularly in the areas of mobile
applications and mobile payments. This unexpected turn may indicate either
a change in priorities in the business environment or a rethinking of what
can ensure maximum investment efficiency in today's unpredictable
environment.

The popularity of mobile applications and mobile payments, which
used to be widely recognized, has now lost its relevance. Instead, the
emphasis is shifting to experience-based rewards, which have not
previously been valued in the industry. This indicates a change in perception
and approaches to how to achieve maximum profit in the uncertain
conditions of today's market.

Gamified loyalty programs have an amazing ability to retain
experience-oriented consumers over time, building relationships and
communities among participants. Gamification encourages consumers to
interact with the brand regularly and make more frequent purchases, and
also provides an opportunity to collect important customer data. Let's
consider the stages of introducing gamification into loyalty programs, which
can increase consumer engagement in online and offline environments

(Figure 6).

Stage 1. Evaluation of the existing loyalty program and analysis of the
marketing environment (if the loyalty program has not been implemented,
the company begins with an evaluation of the marketing environment)

Stage 2. Definition of goals

Stage 3. Determination of the target audience

Stage 4. Selection of tangible and intangible values/motivations for the
consumer

Stage 5. Selection of gamification elements

Stage 6. Determination of targeted actions for which benefits for
consumers will be accrued

Stage 7. Setting KPI

Stage 8. Implementation of gamification elements in the loyalty program

Stage 9. Performance evaluation and control

Stage 10. Updating and supplementing gamification elements in the
loyalty program

Figure 6. Stages of implementation of gamification elements
to build long-term loyalty

Source: compiled by the author.
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When considering the importance of implementing gamification
elements in loyalty programs, it is important to consider all stages of this
process. From initial concept to implementation and further refinement,
every step is important. At the first stages, you need to clearly define the
purpose of gamification and the goals of the loyalty program. A thorough
analysis of the audience and its needs allows you to collect key information
for further consideration in game design.

The next stages are the development of game mechanics and elements
that meet the defined goals. It is important to create an engaging gaming
experience that will encourage participants to be active and participate.

One of the most responsible stages is the implementation of the gamified
program in the real environment. At this stage, it is necessary to ensure convenient
access and effective integration with existing loyalty systems. Constant
monitoring and analysis of results allows timely identification of weak points and
optimization of gamification elements to achieve maximum efficiency.

This article examines the main elements of gamification and
characterizes each of them. These elements are actively used by companies
in loyalty programs, in addition to generalized elements; it is worth providing
examples of ideas that are effectively applied in practice (Adact, Novem-
ber 10, 2023). These elements include:

» wheel of fortune (wheel of fortune spins can reward consumers with
discounts, free products or services and other prizes of their choice;
consumers will not only enjoy the game, but also be more likely to return for
future purchases);

« boxes with prizes (simple logistics compared to the excitement of
opening a box and receiving some kind of gift can make people very
enthusiastic about the game; the company can even create different levels,
depending on the conditions of the loyalty program);

« rewards for targeted actions (answering questions, watching videos,
going to the site, finding an error, passing a test, etc. — all these targeted
actions can be supported by a reward for the consumer);

e puzzles or quests, quizzes (a unique game that allows you to
demonstrate to consumers how much the company understands them and
how much consumers are loyal to the company in return; for each successful
game, consumers can also receive a reward, in addition to the interesting
aspect of the game, a special prize will motivate people to continue playing
and doing everything right);

o scratch cards (this element of a gamified loyalty program works in a
similar way to lottery tickets, where customers can scratch a card and receive a
reward if they are lucky enough to collect the right combination; this is a fun
way to attract customers and give them something of value at the same time).

Considering all stakeholders is critical to the successful implementation
of gamification in loyalty programs, creating an engaging, exceptional
experience for consumers and ensuring the building of long-term loyalty.
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Conclusions

The effectiveness of the functioning of domestic companies is
determined by the formation of long-term relations with consumers. That is why
every year marketers pay more and more attention to the management of loyalty
programs. An important direction in ensuring long-term consumer loyalty is the
development of a comprehensive approach to the implementation of
gamification by domestic companies. The effectiveness of its implementation
determines the need to structure its main elements (points and honors, social
interaction, tasks and challenges, progression and levels, competition and
leaderboards, personalization and customization, time limits, stories and
narratives, virtual awards and incentives) and systematization of stages. This
composition of elements will allow solving the problem of psychological
insensitivity and excessive pressure on the consumer.

The results of the research indicate that for domestic companies the main
stages of gamification implementation should be: evaluation of the existing
loyalty program and analysis of the marketing environment; definition of goals,
definition of the target audience; selection of gamification elements;
determination of targeted actions for which benefits for consumers will be
accrued; KPI setting; introduction of gamification elements into the loyalty
program; performance evaluation and control; updating and supplementing
gamification elements in the loyalty program. Such phasing will allow to
rationally determining the components of the gamification process, which will
generally increase interest in the corresponding loyalty program.

Further research will be aimed at developing a comprehensive
approach to the implementation of gamified elements in order to form a
positive attitude towards loyalty programs of enterprises and increase
consumer involvement.
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