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Thank you to our Sponsors!

niiaskia @ DATAEXPERT

automating insight
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'® Red Centre Software
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13:30
Session 3: The Participant Focus

14:30
Metaverse and the impact for participant
engagement.

By Betty Adamou , Author, Games & Gamification in Market Research

MEET THE

METAVERSE!

A Reality Check for Insights.
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The Metaverse &
Research:
Gamification,
Engagement,
and Talent
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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
enhgages.




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
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University of Surrey £ @UniOfSurrey - Jun 22, 2017

}‘ Find out what kind of student @ you are with our quick quiz!
ow.ly/visn30cw5RI| #createwonder

o
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‘What kind of student
Built with are you?
Askiq - ~ TAKE PART IN OUR

QUICK QUIZ SURVEY

Going to unsversity is on the horizon,
s0 why not find out what you're
truly seeking from university life?

Answer 17 short questions to uncover ‘

your true interests and values |

when it comes to university, and see '

which one of 6 student profiles you get as a result. e |

You can even share your profile with friends! *\‘.,,'
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We can use
the survey software we have,
without the Metaverse
to create participant
engagement,
and context-driven
resedrch



Using the Metaverse for research will be...

Cumbersome

Costly

Still need to build relevant
environments inside the Metaverse
Doesn’t increase likelihood for
engagement or useful insight



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




But why?

What is it about games that
produce such high levels of
intrinsic engagement?




All humans
have four
psychological
needs

Mastery

- Purpose

When ALL FOUR needs
are satisfied, we become
Intrinsically enagaged

Relatedness Autonomy

- Source: Betty Adamou (2019)

or ‘RAMP’




Game Ingredients

Rules
All games have

FOUR
Game
Ingredients; Goal(s)
the things

that make Feedback Autonomy
a game a game Opportunities




The Game Ingredients DIRECTLY satisfy
our Psychological Needs

Rules Mastery
Goal(s) Purpose
Feedback Autonomy | |Relatedness Autonomy
Opportunities
THE GAME INGREDIENTS HUMAN PSYCHOLOGICAL NEEDS
‘GARF’ ‘RAMP’

- Source: Betty Adamou (2019)




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




About | Privacy

What kind of studeni
are you?

TAKE PART IN OUR

QUICK QUIZ SURVEY

Hi there! Going to university is on the
horizon, so why not find out what you're
truly seeking from university life?

Take part in a few quick activities to
uncover what kind of student you are.
There are 6 student profiles,

which one will you get?

You can even share your result with
friends!




Sam Uzzell @samuzzell - Jun 28 v
So proud of our team and work with @BettyAdamou, @RTG_Ltd & @Arkenford to
launch our student segmentation quiz #MRX

TAKE PART IN OUR QUICK QUIZ SURVEY

What kind of student are you?
Take the University of Surrey survey quiz! #CreateWonder

Q 2 n 3 ¥ )

5 University of Surrey

N = Head of Market Insights and Data

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




Michelle and Betty speaking Award at the

at the lleX conference (2018) University Ma(r2k0e1t7l)nSIght Awards

Game design: ‘,
engaging students 5 it/
to evolve university X = :’\\ /
T Case-study presentation: Kffffxﬁfsﬁu
University of Surrey and lleX Europe
Proceedings of IIEX Conference, Research Through Gaming 2018 University of Surrey

Amsterdam, NL, 20" February 2018
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“It was very interesting
almost accurate and |
had fun doing it lol. Bravo

)"

“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”

“cool! amazing!
Do more!!”

“Having to answer
such questions
that | have been
avoiding in my head
has cleared to me
what exactly | want.

| feel more confident.

Adding a few more
questions could
improve it some

more.”

“I like the quiz and
information
| getin the end of it.
Thank you :)”

“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 seems interesting
and a good effort from the
uni management team”




NO FINANCIAL
INCENTIVE

Because the client & |
iInvested in other types of
value
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Meet the four
characters,
carefully
selected to
represent the
‘mature’ and
‘younger’
customers



LEVELS

Thanks[ et’s get started!
You're challenged to make SIX cocktails today.
With each cocktail you can level up to cr

eate a successfu

Achievement

Create more great serves to get

GREAT CUSTOMER
REVIEWS

for your bar, and
TWO high fives!

| start Level 1 |



LEVELS
B | | (1

D evement unlocked ll»-f- Achievement unlocked' Achlevement unlocked'

Congratulations! o You ot XX gold shakers and a
gl GREAT ONLINECE B CRITIC REVIEW.
WORD OF MOUTH REVIEWS

in the local paper!

for your bar, and Have THREE high fives!

for your bar, and a high five! '
TWO high fives! |

| Check out the rev'



NT er and wanted to come take al z
myself. The bar looks great!

I'd love a whisky cocktail.
Something refreshing for this Summer

Thank you, and sure!

Any preferences?




Name your creation

Sodas and Juices

LEMON PEEL

Choose a Glass

Shake, stir or serv

E

Write if:
ﬂ "o |



Thanks for waiting.
Hereyouare! )

I'm calling this
The Coco Loco

his is great!”
1at made you choosée
ith

’RB

Sub reply
[ skip__

Earn your first Gold Shaker
by showing off your
knowledge and thinking
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t lefs office and -'
4‘9 g in this heat!
y to be unwinding with some
ds in the sun this eVening!

And hope you're doing good too?

Can | get something with

It’s pretty busy so anything you can
whip up fast would be great!

Absolutely!
Any particular kinds of »»
flavours that you like?

You'll be on a timer! }
A busy night means you've
\ only got 2 min%:es’! \

’ \

|



Name your creation

@) Gl
oose a Glass Sodas and Juices

Shake, stir or servi Bitters and liqueurs

—  —
‘
| |

Write !

" 'A ( 5 : ) : f’ A4 ‘ > ‘ = :; . “ " - 4 i
0:29 mins o N L | recbe |
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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?

« Resedarchers 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 Ul DESIGN;

people who can

‘storyboard’ or graphically

design a context-based
questionnaire

 Fearlessness



So, how do we develop
these skills in MR?

Courses in Showcase how Teach the importance

S customizable current of participant
grdphlc based survey software is, to engagement, and

questionnoire create gamified & graphic gamification at
design SUrvVey experiences education level

‘Design-athons’, _ :
competitions Attend non-MR Explore/design and

Who can make the most events; fail/progress in
engaging survey, that gains UX, Design, Tech, and developing YOUR own

great quality data, with the Gamification skills. Have a go!
same research objectives?




Thank you

Q&A

Aari elius

i Recruitment

www.hanneliusrecruitment.com

Get in touch!

betty@hanneliusrecruitment.com

GAMES and
GAMIFICATION

n MARKET

RESEARCH

Increasing consumer
engagement in research
for business success



http://www.hanneliusrecruitment.com/
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