
7 Steps to an
Effective Serious

Gamification
Implementation



Are you a do-it-yourselfer? When it comes to serious games, ATD says you 
probably are.

In an ATD survey conducted for its 2014 research report, Playing to Win: Gamification and Serious Games in Organiza-
tional Learning (link), 71% of organizations reported that they prefer to develop serious games in-house. 83% said they 
planned to develop gamification in-house.  I’d say that’s a confident group! In the same survey, only 20% of organiza-
tions were already using serious games for learning, while 25% were using gamification. That means most organiza-
tions have never used games for learning before and plan to do it without help from a vendor.

The challenge of in-house game design
One of the reasons serious games are hard to create successfully in-house is the lack of game design 
skill most organizations have on their teams. Your instructional designers may be good, but have 
they played lots of games? Have they designed games before? Many instructional designers continue 
their education and earn masters degrees in instructional design. Can you master game design by 
taking a one-day workshop?

Getting Around Game Design
Organizations often get around the lack of in-house game design expertise by using 
game templates or a full fledged gaming platform. When the platform you use 
already has gaming built in, all you have to do is think about your content. A plat-
form can make life much easier for your team… but creating the game itself is less 
than half the battle.

You still have to implement your game. And that’s where things really get 
interesting.
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If You Build It, They Won’t Come… Unless You Have a Plan

What’s interesting about these award-winning 
implementations is just how similar they 
are. I find that the companies that are most 
successful with games and gamification in 
their organizations take many similar approach-
es when it comes to implementation.

So whether you are preparing to launch your 
first-ever serious game, or are looking to 
make your next initiative more successful 
than your last one, consider these tips for 
a successful implementation:

No matter how fun your game-based solution 
is supposed to be, you will still need a plan 
for launching it, promoting it, and measuring it. 
How will you communicate about the game? Will 
you require players to play? How will you in-
centivize play… or do you need to incentivize? 
These are all questions you must answer as 
you implement a serious game or gamification 
initiative.

In my role, I get to collect stories from or-
ganizations who wish to submit for industry 
awards. These are typically the “best of the 
best.” They planned for success, either part-
nered with us to build a solution or created 
their own game with Knowledge Guru, and 
drove meaningful business results from their 
efforts.



1. “Required” works best

Let’s face it: employee time is limited, and most of us only have the energy to focus on 
the activities that are truly essential to our jobs. Even if your serious game is fun, is it 
equal or greater than the myriad of entertainment options available to us around the 
clock? Our experience shows us that the organizations that are most successful with seri-
ous games require play. For example, Johnson & Johnson has integrated Knowledge Guru 
into employee goals & objectives for the year.

2. Blend into a curriculum: use as part of a learn-
ing solution

You probably have lots of training initiatives happening in a calendar year. Games 
might be a great addition to the mix, but you should not plan to replace all of these ex-
isting training events with games. The case studies I have gathered all show organizations 
having the most success when games are part of a larger blended curriculum or strate-
gy. This allows you to narrow the focus of your game to cover a specific skill or set of 
knowledge.



3. Use the game as a reinforcement (most of 

Games and gamification make great reinforcement tools. 
In fact, most organizations we have worked with position 
games as either a reinforcement, or a motivating first 
exposure to content that will be covered in greater detail 
later. It is also easier to launch a game as a reinforce-
ment when you are
attempting your first go-around with serious games.

4. Offer incentives and/or provide suffi-
cient motivation.
No matter how you dress it up, completing a serious game 
is still training that is part of a job. Unless your learn-
ers are highly intrinsically motivated, we recommend 
providing prizes and rewards. Encouragement from se-
nior leadership can be even more effective. The grand 
prize winner of a Knowledge Guru game hosted by one 
of our Financial Services clients specifically cited how 
meaningful it was to be recognized by company leaders 
as part of winning the game.



5. Create a communications strategy around the game.

Learning and Development leaders need to think more like marketers when 
implementing all types of training. Every single case study I have seen of a 
successful Knowledge Guru implementation
incorporates some sort of multi-part communications strategy to get the 
word out about the game. This could include many things, from advertise-
ments in a call center to a series of emails or even a collection of adver-
tisements placed throughout a company 
intranet site.

6. Use reporting and adapt the training.

Most organizations first get interested in games because they want 
to motivate or engage their employees. This is only part of why 
games are powerful organizational learning tools, though. For ex-
ample, Johnson & Johnson was able to identify a specific learning 
objective that learners were missing as a group, then adjust their 
overall training to better focus on the weak process step. The orga-
nizations that are successful with serious games and gamification 
take advantage of the data they gather on learners and act quickly 
to adapt their training and processes.



7. Gather insights via surveys.

It is not uncommon to survey learners after a training 
initiative is completed… especially after a pilot. Games are no 
different. The surveys conducted by Knowledge Guru custom-
ers have revealed many valuable insights that impact future 
games. In one survey, a player 
commented that they learned a more effective way to do their 
job through the game that had not been covered in compa-
ny-wide training. Our client was able to take this information 
and launch new training to teach the effective process to the 
rest of the department.

See Four Case Studies In Our Recorded Webinar

Want to learn more about how to implement effective serious games? I 
cover these implementation tips in the recorded 
webinar below, adapted from my ATD International 2015
presentation. You’ll also see four case studies from organizations that have 
implemented a serious game that drove real results.



Since 1995, Bottom-Line Performance has helped organizations create the right learning solution. Whether 
you have a complex problem to solve, product to launch, or process to implement, our in-house team partners 
with you every step of the way to design for your desired outcome and develop the right mix of tools: web and 
mobile apps, eLearning, serious games and gamification, video, and highly interactive instructor-led training 
to name a few. The end result? Award-winning solutions that solve problems, inspire people to act, and help 
people learn.

We are also the creators of Knowledge Guru®, a training reinforcement platform that uses adaptive learning, 
game-based learning, and microlearning to increase knowledge retention and improve performance.

Email | info@bottomlineperformance.com
Phone | (317) 861-7281
Website | www.bottomlineperformance.com

Get in Touch


