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That photo was taken 
12 years ago.

What’s happened with 
gamification
since then?



• Desire coming direct from brands, 
not agencies

• More exploration & talk than 
commercial application

• Still, the subject feels ‘elusive’
• Less than 5% have job descriptions 

specifically asking for interest or
experience in ‘innovative methods’



And yet, 
we still have an 

engagement problem



The 
Metaverse 
promises

IMMERSION



Immersion doesn’t come 
from technology.

Immersion comes from 
good design 

that
inspires, motivates and 

engages.



Gamification is
truly everywhere!

In education, training, 
employee engagement, fitness, marketing, 
market research, selling pre-loved goods, 
product development, interior design, 
dieting, interviews, recruitment, etc etc





Built with 
Askia ->



We can use 
the survey software we have, 

without the Metaverse
to create participant 

engagement, 
and context-driven 

research



• Cumbersome
• Costly
• Still need to build relevant 

environments inside the Metaverse
• Doesn’t increase likelihood for 

engagement or useful insight

Using the Metaverse for research will be…



What is Gamification?

What problem(s) 
gamification can solve?



When people are 
INTRINSICALLY engaged,

there is virtually no limit on 
how much they will

FOCUS
COLLABORATE

CREATE



What is it about games that 
produce such high levels of 

intrinsic engagement?

But why?



All humans 
have four 

psychological 
needs

When ALL FOUR needs 
are satisfied, we become 

intrinsically enagaged

- Source: Betty Adamou (2019)

or ‘RAMP’



Game Ingredients

All games have 
FOUR 
Game 

Ingredients;
the things 
that make 

a game a game



THE GAME INGREDIENTS
‘GARF’

HUMAN PSYCHOLOGICAL NEEDS
‘RAMP’

The Game Ingredients DIRECTLY satisfy 
our Psychological Needs

- Source: Betty Adamou (2019)



What PLAY does
• Creatively engages us

• Helps us to express our true selves

• Allows us to imagine our selves in the future, 
or in different contexts, in a way that feels safe

All things that can be achieved WITHOUT 
the use of the Metaverse





• Highest: 97% completion rate 
(Averaged to about 75%)

• Ran for 4 years

• Over 17,000 participants

• 1,533 profile completes in one day alone!

• Average 70+% ‘start rate’

• Even published on the homepage of 
their site

University of Surrey
Head of Market Insights and Data



Michelle and Betty speaking 

at the IIeX conference (2018)

Award at the 

University Market Insight Awards 

(2017)



“I like the quiz and 
information 

I get in the end of it. 
Thank you :)”

“It seems interesting 
and a good effort from the

uni management team”

“This was really fun! 
Not only that but it was 

accurate too.
It's good to see that you 
acknowledge different 
types of students and 

have a way with dealing 
with each and 

every type."

“It was very interesting 
almost accurate and I 
had fun doing it lol. Bravo 
:)”

“cool! amazing! 
Do more!!”

“that quiz was just 
perfect describe exactly 
what i feel and want the 
only thing that doesn´t 
say is that I´m also 
looking for academic 
facilities”

“Having to answer 
such questions 

that I have been 
avoiding in my head 

has cleared to me 
what exactly I want. 

I feel more confident. 
Adding a few more 

questions could 
improve it some 

more.”



NO FINANCIAL 
INCENTIVE

Because the client & I 
invested in other types of 

value



Meet the four 
characters, 

carefully 
selected to 

represent the 
‘mature’ and 

‘younger’ 
customers













MUTE



MUTE





Sometimes we need
art, poetry 

and metaphors
to help 

express and elicit 
the truth



What kinds of talent do we need to build
engaging & context-driven research 

in, or outside, the Metaverse?

• Researchers who understand QUAL 
as well as Quant

• People who can write fantastic 
questionnaires; this is a REAL skill

• Creative people; people who 
GET storytelling. People who can 
think like artists, and think like 
engineers; PROBLEM-SOLVERS

• People passionate about developing 
Research EXPERIENCES

• SKILLS IN UX and UI DESIGN; 
people who can 
‘storyboard’ or graphically 
design a context-based 
questionnaire

• Fearlessness 



So, how do we develop
these skills in MR?

Courses in 
graphic-based 
questionnaire 
design

Showcase how 
customizable current 
survey software is, to 
create gamified & graphic 
survey experiences

Teach the importance 
of participant 
engagement, and 
gamification at 
education level

‘Design-athons’, 
competitions 
Who can make the most 
engaging survey, that gains 
great quality data, with the 
same research objectives?

Attend non-MR 
events;
UX, Design, Tech, and 
Gamification

Explore/design and 
fail/progress in 
developing YOUR own 
skills. Have a go!
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