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ABSTRACT :

This project dives deep into how gamification can shake things up in the world of Human Resources, especially for the vital Micro, Small & Medium Enterprises
in India. These businesses are the backbone of our economy, but many are still stuck in the past with their HR practices. This leads to employees who aren't fully
engaged or constantly learning. Think old-fashioned yearly reviews, sporadic training, and just throwing money at problems — these methods just don't cut it
anymore in today's fast-paced, tech-savvy world.

Gamification, which involves adding fun game elements like points, challenges, and rewards to the workplace, seems like a fantastic solution. While larger
companies globally and in India are already hopping on this trend for everything from customer loyalty to sales and training, it's still pretty new in Indian SMEs.
This project aims to really get to the bottom of its potential. We took a close look at the common HR practices in Indian SMEs, what people think about gamification,
and the challenges that are holding it back.

My main findings? Many SMEs are stuck in their old ways when it comes to HR, and while managers have heard of gamification, they're concerned about the costs
and complexities involved. On the other hand, employees are super excited about it, especially since so many Indians are glued to their smartphones. We discovered
that the biggest obstacles are budget constraints, lack of awareness, inconsistent tech infrastructure, and a bit of resistance to change.

However, there are also enormous opportunities for success! With a large number of people using smartphones and the government promoting digital literacy,
incorporating mobile-based gamification is completely feasible. Collaborating with tech startups and ensuring the content resonates with local cultures are also key
strategies for success.

So, we've crafted a detailed plan outlining how SMEs can dip their toes into gamification, from assessing their readiness to designing simple, culturally relevant
activities, conducting small trials, and then scaling up. We recommend that HR professionals start small, leverage mobile.

INTRODUCTION
Background

You know, India's Micro, Small & Medium Enterprises (MSME) sector is seriously important for our country's economy. Just think, in 2022-23, it made
up about 30.1% of our GDP, and as of July 16, 2024, it was actually giving jobs to over 20.39 crore (that's a huge 203.9 million!) people. So, it's actually
the second-biggest employer in India, right after agriculture! That tells you just how big a deal it is for our society and economy. But here's the thing:
even though they're super crucial, a lot of Indian SMEs are still kind of stuck in the past when it comes to their Human Resources (HR) practices. And
honestly, that often causes problems. We see employees feeling a bit “meh,” not really engaged, and sometimes they don't get many chances to keep
learning new stuff. Those old-school HR ways—Ilike just doing annual performance reviews, offering basic, one-off training, and mostly just giving
money as a reward—they just don't seem to work anymore for truly keeping people motivated or building a cool, lively work environment. With the
business world changing so fast and our workforce getting younger and more tech-savvy, we really need some fresh, smart ways to do HR. We just have
to keep up with what people expect and what today's world demands.

The Rise of Gamification

Lately, something pretty exciting has popped up: gamification! It’s this fantastic new way to bring real energy and effectiveness into all sorts of areas in
a company, and HR is definitely one of them. What does that mean, exactly? Well, it's all about taking those cool elements you find in games—things
like point systems, exciting challenges, and well-deserved rewards—and cleverly using them in normal work settings to really fire up engagement and
motivation. Now, while bigger, more established.
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Larger, established companies like KFC India and Tata Neu are using gamification for customer engagement, loyalty building, sales boosting, and
employee training.

However, gamification is not widely adopted in Indian SMEs, presenting a significant opportunity for transforming employee connections, learning, and
performance.

Rationale and Objectives

This research project aims to explore gamification's potential as a smart HR tool customized for Indian SMEs' unique operations and cultural context.
Objectives:

1. Understand present HR activities in medium and small sector.

2. Assess perceptions of gamification among HR managers/owners and employees.

3. Identify challenges impeding gamification adoption.

4. Develop a practical implementation framework.

CASE STUDIES

Case Study 1: Swiggy Match Day Mania Campaign
QOverview:
Swiggy, India's leading food delivery platform, launched the "Match Day Mania" campaign during the ICC World Cup 2023 to capitalize
on the nation's cricket fervor. The campaign integrated gamified elements to boost user engagement and drive orders.
Gamification Strategies Implemented:
Pick Your Team: Users selected their favorite cricket team and received additional discounts on days when their chosen team played.
Time-Sensitive Offers: During match hours, users enjoyed up to 50% discounts on Swiggy Instamart and significant savings through Swiggy
Dineout.
Results Achieved:
Nearly 500,000 registrations in the opening week.
4.6% month-over-month growth in Monthly Active Users (MAUS), reaching 35 million.
Key Takeaway:
By integrating gamified rewards into its platform, Swiggy effectively capitalized on India's passion for cricket, fostering customer loyalty
and driving significant user interaction during the cricketing season.
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Case Study 2: ICICI Bank

Overview:

ICICI Bank, one of India's largest private sector banks, implemented social gamification techniques to engage customers and promote its
financial products.

Gamification Strategies Implemented:

Interactive Challenges: Customers participated in finance games and challenges.
Reward Systems: Participants get rewards and recognition for their efforts.
Results Achieved:

Enhanced customer interaction and satisfaction.
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Increased engagement with financial products and services.
Key Takeaway:
Gamification can make complex financial services more accessible and engaging, leading to increased customer interaction and satisfaction.

0ICICI Bank

LITERATURE REVIEW
Concept and Definition of Gamification

So, what are we talking about when we say "gamification"? It’s basically taking elements and ideas from game design and systematically applying them
to non-game situations to get people involved and solve problems. It's not about turning your workday into a literal game, but rather smartly using those
natural psychological triggers and motivating aspects of games to encourage certain behaviors and outcomes in a way that feels more engaging and
enjoyable. This approach really taps into those fundamental human desires for achievement, a bit of friendly competition, recognition, connecting with
others, and really mastering something.
A Quick History: The term “gamification" really took off in the early 2010s. At first, you saw it a lot in marketing, customer loyalty programs, and
health and wellness initiatives. Over time, because it proved so effective, it branched out into all sorts of areas like education, personal finance, and,
crucially, human resources. Early on, in HR, it often popped up in recruitment, onboarding new hires, and training, but it’s grown to cover things like
performance management, well-being programs, and how we recognize employees.
The Key Parts and How They Work: When gamification is designed well, it includes various elements that create an experience that truly draws you in
and keeps you motivated:

Points and Scoring Systems: Giving points for finishing tasks, hitting milestones, or showing the right behaviors. These give you instant

feedback and a clear, measurable way to see how you’re doing.

Badges and Trophies: These are digital or even physical awards you earn for specific achievements. They’re like little medals for mastery,

participation, or showing off your skills. They’re a visual reminder of what you’ve accomplished.

Leaderboards and Rankings: These are displays that show how individuals or teams are doing compared to others. They encourage healthy

competition and offer public recognition.

Challenges and Quests: These are structured activities or groups of tasks that you have to complete to move forward.

Levels and Progression: This isa system where you move through different stages as you achieve goals, which then unlocks new challenges,

rewards, or special privileges. It creates a feeling of continuous growth and development.

Feedback and Rewards: These are ways to give you immediate and helpful feedback on your performance, along with actual rewards (like

virtual money, access to exclusive content, or public praise).

Storytelling/Narrative: Sometimes, gamification includes a consistent storyline or theme that gives context to the activities, making them

more meaningful and engaging.

Avatars and Customization: Letting people personalize their profiles or how they're represented within the system helps them feel more

ownership and identity.

When these elements are put together strategically, they can genuinely transform boring tasks into exciting experiences, leading to more

participation and motivation.

Theoretical Foundations of Gamification

The reason gamification works so well comes down to some solid psychological and behavioral theories that help explain why humans get

motivated and engaged:

. Self-Determination Theory (SDT) (Deci & Ryan, 1985): This theory basically says that people get a huge boost in motivation when
activities satisfy three fundamental psychological needs:

e Autonomy: That feeling of having control over your own actions and choices. Gamification can offer choices in tasks, learning paths,
or even the rewards you get. Gamified challenges, levels, and instant feedback give you chances to show off and improve your skills.

. Relatedness:Leaderboards, team-based challenges, and social sharing features in gamified systems can really build a sense of
community and teamwork. By hitting these needs, gamification can shift your motivation from being just about external rewards to
something deeper, driven by internal satisfaction.

. Flow Theory (Csikszentmihalyi, 1990): "Flow" is that amazing state where you're totally absorbed and really enjoying an activity
because your skills perfectly match the challenge level. If it's too easy, you get bored; too hard, you get anxious. Well-designed
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gamified activities aim for this "flow state" by making challenges just the right level for your skills, leading to intense focus,
engagement, and that feeling where time just flies by.

. Reinforcement Theory (Skinner, 1953): This theory is pretty straightforward: behaviors that are followed by good things (rewards)
are more likely to happen again, while those followed by bad things are less likely. Gamification uses positive reinforcement a lot—
think points, badges, and other rewards—to encourage and solidify desired behaviors, like finishing training modules, hitting sales
targets, or taking part in wellness programs.

e  Social Cognitive Theory (Bandura, 1986): This theory highlights how much we learn by watching others, through social experiences,
and by believing in our own ability to succeed (self-efficacy). Gamification can tap into this by showing successful participants on
leaderboards (learning by observation), setting up team challenges (social experience), and designing tasks that build confidence and
a belief that you can succeed (self-efficacy).

e  Behavioral Economics / Nudge Theory (Thaler & Sunstein, 2008): This idea shows how small, subtle interventions—"nudges"—
can influence decisions without actually limiting your choices. Gamification elements act as these nudges, gently guiding employees
toward actions by making those actions seem more appealing, fun, and rewarding.

All these theories together explain why gamification, when it's done right, can be such a powerful tool for boosting motivation, engagement,

and behavior change in all sorts of organizational situations.

Benefits of Gamification in HR Practices

Both research and real-world experience show that gamification can bring a whole host of benefits to HR practices, especially when it comes

to creating a more dynamic and productive workforce.

. Supercharges Employee Engagement: Gamification transforms routine tasks into interactive and genuinely enjoyable experiences,

encouraging active participation and internal motivation. Unlike older methods, gamified systems use challenges, leaderboards, and instant

feedback to make work more appealing, leading to higher engagement and job satisfaction. Engaged employees are more resilient, self-
driven, and collaborative.

. Sparks Continuous Learning: Interactive training programs, complete with fun quizzes, shiny badges, or competitive leaderboards,

can actually make learning not just effective, but genuinely enjoyable. It transforms a chore into a challenge. Learners get immediate

feedback, which helps them quickly see where they need to improve. This means faster skill acquisition and a better return on investment
for training programs.

Drives Performance and Productivity: Activities that recognize achievements and clear progress tracking really encourage higher

productivity and hitting those goals. Leaderboards and competitive elements motivate individuals and teams to strive for better results. When

you can earn points, badges, and other rewards for reaching targets, it directly leads to increased output and efficiency. Just imagine this for
amoment: a gamified sales dashboard can significantly boost sales within a quarter.

Fosters Collaboration and Teamwork: Team-based challenges and shared goals within gamified systems build camaraderie, improve how

employees communicate with each other, and strengthen teamwork. Employees work together to earn collective rewards, which creates a

sense of shared purpose and improves overall team cohesion.

A Magnet for Talent & Better Retention: Employees who are engaged and motivated generally feel more loyal and happy in their jobs,

which means fewer people leaving the company. Gamification helps create a positive work environment, making employees feel valued and

connected, which in turn increases their commitment to the organization. In industries where people tend to leave jobs often, engaged
employees are absolutely crucial for keeping them around.

Streamlines Onboarding: Gamified onboarding processes can make integrating new hires much more engaging and effective, helping

them quickly learn about the company culture, policies, and what they need to know for their job.

Facilitates Feedback and Recognition: Gamification makes feedback feel normal by baking it into the game mechanics, so it’s less

intimidating and more accepted. Instant recognition through points and badges boosts morale and encourages continuous improve ment.

Challenges and Risks

Now, even with all these great benefits, putting gamification into practice in HR—especially in places like Indian SMEs—does come with

its own set of challenges and potential risks.

Resource Constraints: Building or customizing complex gamified systems can be expensive and take a lot of time. Many SMEs just don't

have huge budgets, which makes big investments in new HR tech tough. This often means they'd rather stick with older, cheaper HR

methods.

Cultural Resistance: A lot of traditional organizational cultures, especially in Indian SMEs, might see playful or game-like approaches as

unprofessional or just silly, which makes them seem less serious for business goals. You can get resistance from both management and

employees, particularly older folks who might not be as tech-savvy or just prefer the usual work structures.

Technological Infrastructure Gaps: If there’s limited access to strong digital tools, reliable internet, or proper tech infrastructure, it can

really mess with how smoothly gamified platforms can be rolled out and work. This isa common issue, especially in rural areas or smaller

cities where many SMEs operate.

Too Much Focus on External Rewards: While points, badges, and leaderboards give immediate motivation, if you focus too much on

these external rewards, it could actually hurt employees' natural, internal motivation over time. If people only engage for the rewards and

not because they genuinely enjoy the task or learning, their engagement can end up being pretty superficial and not last.

Privacy and Data Concerns: When you use gamified platforms, you often end up collecting a lot of employee data (like performance

metrics, learning progress, and how engaged they are). This brings up worries about data privacy, security, and whether that information is

being used ethically, especially in companies that aren't used to handling such data strictly. Some employees might even feel like they're
being watched if their activities and scores are overly publicized.



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025) Page — 17235-17245

17239

Design Complexity and Maintenance: Designing truly effective gamified experiences needs a deep understanding of game mechanics,
human psychology, and what the organization is trying to achieve. A badly designed system can lead to frustration, disengagement, or
even unhealthy competition. Plus, gamified systems need constant updates and fresh content to stay interesting and prevent boredom.
Generational Diversity: The workforce in Indian SMEs often includes people from different generations, all with different levels of
comfort with technology and different things that motivate them. A standardized gamified process might not appeal to everyone's diverse
needs and preferences.

Dynamic Nature of HR Processes: Gamification tends to work best in stable environments where tasks are repetitive and outcomes are
clearly measurable. HR processes that change a lot and are highly dynamic might be tougher to gamify effectively.

Uncertain ROI: For SMEs with limited resources, it can be really hard to show a clear and immediate return on investment for
gamification initiatives. Tackling these challenges needs careful planning, being sensitive to cultural differences, and rolling out the
changes in phases.

Specific challenges for Indian SMEs include:

Limited awareness and understanding of the strategic benefits of gamification, beyond just superficial applications.

Budget constraints for investing in new technology and professional development for HR staff.

Varying technological infrastructure and internet connectivity across different regions and types of SMEs.

But there are also great opportunities:

High and growing smartphone penetration, which makes mobile-first gamification solutions very viable.

Government support for digital literacy and MSME development.

A flourishing ecosystem of startups and tech providers offering affordable and customizable gamification tools.

A large, young, and tech-savvy workforce that naturally welcomes engaging digital experiences.

Potential for collaboration with educational institutions to develop gamification solutions that are perfectly tailored.

Leveraging these opportunities while intelligently addressing the challenges is absolutely key to successfully adopting gamification
in Indian SMEs.

RESEARCH METHODOLOGY

Approach

For this project, we went with a mixed-method research design, which means we combined both quantitative (numbers-based) and qualitative
(insights-based) approaches. This thorough approach helps us get a broader understanding of the topic through statistical data, while also
digging into the subtle perceptions, experiences, and specific contextual factors through detailed discussions.

Quantitative Approach: We used this to collect measurable data on things like how aware people are, their perceptions, how willing they
are to try gamification, and how common current HR practices are. This gives us a statistical overview and helps us spot trends and
connections.

Qualitative Approach: This was used to explore the deeper reasons, perceived benefits, specific challenges, and unique opportunities tied to
gamification in Indian SMEs. This method provides rich, detailed insights that numbers alone just can’t capture.

Research Design

This project combines both exploratory and descriptive research methods:

(] Exploratory research helped in understanding a relatively new concept (gamification in HR), especially in an SME context where formal
HR systems are often missing.

(] Descriptive research was used to study the responses of employees and HR professionals through surveys and interviews to describe
awareness, usage, and preference patterns.
The purpose was to explore new possibilities while also trying to describe existing trends based on real -life input.

Objectives of the Study

The research aimed to achieve the following:

®  Tounderstand the level of awareness of gamification among SME employees and HR professionals.

®  Toexplore which HR functions are most suitable for gamification.

®  Tostudy the impact of gamification on motivation, engagement, and learning.

®  Todevelop suggestions and a basic framework that SMEs can use without large budgets or tech investments.

Types and Sources of Data

To ensure well-rounded insights, the study used both primary and secondary sources of data:

A. Primary Data:

Collected through a structured questionnaire, shared online via Google Forms and WhatsApp.
Included closed-ended and open-ended questions, targeting both employees and HR professionals.
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B. Secondary Data:
®  Academic research papers (via Google Scholar and ResearchGate)
®  Reports by SHRM India, NASSCOM, and the Ministry of MSMEs
®  Blog posts, whitepapers, and case studies on gamification in HR
This combination allowed for both theoretical and practical understanding of the subject.
Research Instrument — The Questionnaire
A simple yet effective questionnaire was designed. It contained 7 questions:
5 multiple choice/yes-no questions
2 open-ended questions for opinion and suggestion
To make it easier for SME employees, the term "gamification" was briefly explained with examples (e.g., “points for attending training, or
a leaderboard for daily punctuality™).
The form was short and easy to understand, considering that most SME workers may not have formal HR exposure.

Sampling Design
The sampling plan was developed to ensure realistic and feasible data collection given the time and access limitations.
Sampling Element  Description

Target Population  Employees and HR professionals in SMEs
Sampling Frame SMEs from Delhi-NCR region
Sampling Unit Individual employees and HR managers

Sampling Technique Non-probability Convenience Sampling

Fieldwork

The data collection (fieldwork) phase lasted about 10 days and was conducted online.

Google Forms was the main platform for data collection.

Some responses were collected via WhatsApp messages and informal calls, especially where respondents weren’t comfortable with digital
forms.

Many employees required a basic explanation of the term "gamification" before answering.

For HRs, the conversation focused more on feasibility, cost concerns, and past efforts (if any).

Pre-Testing and Improvements

Before launching the final form, it was pre-tested with 5 respondents:

3 SME employees and 2 HR professionals

Feedback included:

“Gamification” term was too technical — added examples

One question felt too repetitive — rephrased

Made instructions shorter and clearer

This step helped ensure that the final form was easy to understand and didn’t confuse respondents.

Design of the Questionnaire

The questionnaire followed this logical flow:
Awareness of gamification

Opinion on its usefulness

Preferred HR area for gamification

Motivation preferences (monetary vs recognition)
Suggestions for implementation

Scales Used:

Yes/No (binary choice)
Categorical (A/B/C/D type)
Ranking/Multiple choice
Open comments

Current HR Practices in Indian SMEs

The study found that most Indian SMEs largely stuck to traditional and often outdated HR practices, especially when it came to keeping employees
engaged, learning, and recognized.
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®  Performance Management: The main way they evaluated performance was through annual performance reviews, which were often done
manually or with very basic digital tools. These reviews were generally seen as formal, didn't provide continuous feedback, and were mostly
linked to salary raises rather than ongoing development.

®  Training and Development: Training sessions were typically basic, didn't happen very often, and were usually classroom-based, with little use
of interactive or digital learning platforms. Opportunities for continuous skill development were rare, and a common worry was whether
people actually remembered what they learned after training.

®  Recognition and Motivation: Monetary incentives were still the main way employees were recognized. While appreciated, employees often
mentioned that these incentives didn't create lasting motivation or a strong sense of belonging. Non-monetary recognition was often informal
and inconsistent, lacking any structured approach.

LIMITATIONS

When we look at our findings, it's really important to keep in mind some of the boundaries and assumptions we worked within. This study, while super
insightful and a strong foundation, has its own set of "speed bumps" we need to be transparent about. Our results, while valuable for understanding initial
trends, should be seen as strong indicators and a starting point for further, broader research, rather than universal truths that apply to every single Indian
SME. We acknowledge that the specific context and nuances of each SME can vary widely, and our findings are a snapshot of the perceptions within our
study group.

First off, because we were exploring a relatively new area like gamification within Indian SMEs, our sample size was a bit on the smaller side — we
managed to speak to around 50 SMEs. This means that while our findings reveal clear and compelling trends among the specific people and companies
we engaged with, they might not perfectly reflect every single SME in the vast and diverse landscape of India. We primarily used a convenience sampling
method, reaching out to those who were readily accessible and willing to participate. This approach, while practical for our project's scope and resources,
inherently means our group might not be a perfectly representative mirror of the entire MSME sector. Consequently, there's a possibility of systematic
error or response bias, where the perspectives of those who participated might differ from those who didn't, potentially skewing some of our initial
observations. For instance, perhaps only the more forward-thinking or less time-constrained SMEs opted to participate, which could inadvertently paint
a slightly more optimistic picture of gamification readiness than might exist across the entire sector.

Speaking of how reliable and valid our work is, we put considerable effort into ensuring our research tools were as sound as possible. The
questionnaires were carefully designed to capture relevant perceptions, and crucially, we conducted a thorough "practice run™ or pretest with a small
group of HR professionals and employees. This vital step allowed us to identify and iron out any confusing questions, rephrase academic jargon into
clear, relatable language, and refine the overall flow of the survey. Without this pretesting, we would have faced significantly more ambiguous answers
and potential misunderstandings, which could have thrown off our interpretations and reduced the reliability of our findings. However, despite our best
efforts in data cleaning (which involved meticulously checking for incomplete responses, resolving slightly vague open-ended answers, and ensuring
consistent scale usage), there's always a possibility of some residual error or inherent subjectivity, especially when dealing with perceptions and opinions.

Looking back, one of the biggest practical challenges was simply getting busy SME owners and HR managers to dedicate valuable time to completing
the survey. We actively tried to overcome this by keeping the questionnaire concise and user-friendly, offering it primarily through convenient online
platforms, and emphasizing the confidentiality and value of their input. This streamlined approach helped us achieve a reasonable response rate despite
the inherent time constraints of our target audience.

CONCLUSION

It's pretty simple: using game-like ideas in HR isn't just a fancy trend; it's a really smart way to make work more fun, get things done better, and keep
everyone happy. When you use these ideas thoughtfully, you can turn regular HR tasks, like training or recognizing good work, into something meaningful
and exciting for both your team members and your entire company.

Our study clearly shows that managers in Indian small and medium businesses are quite open to exploring these new ideas. Even if they worry a bit about
the cost or how to handle the technology, they strongly see how much good gamification can do, like making employees much more engaged and making
training and learning programs much more useful and effective. This means if you, as a manager, can clearly explain the benefits in a straightforward
way and show them an easy path to get started, they're definitely ready and willing to try it out and play this new game in their workplace.

For managers, this truly changes how they should think about HR. It's not just about rules and paperwork anymore; it's about making HR a powerful and
strategic tool to motivate staff, boost productivity, and help people grow their skills. Our findings highlight that employees really want more interactive
and enjoyable ways to learn and work, moving beyond traditional methods. So, managers should seriously consider investing in creative HR solutions
that bring an element of play to daily tasks. Imagine a workplace where hitting your goals feels as rewarding as scoring points in a game, and learning
new skills is as satisfying as completing a challenging quest. It's truly about making work feel purposeful and genuinely fun, which ultimately leads to
happier, more productive teams and much better overall business results. In short, the future of HR based on our insights, is definitely looking more like
an exciting adventure and less like a boring to-do list!
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RECOMMENDATIONS

So after all that digging and thinking, what's the actual takeaway? What should managers do, and what questions are still out there for future explorers?
Here's our two cents:
1. Smart Moves for Managers: Let's Get This Game Started!

Based on what we've seen and heard, here are some friendly tips for managers in Indian SMEs who are keen on making work more exciting:
Dip Your Toes In, Don't Cannonball: You don't need to spend a fortune or build a complicated system right away! Just pick one small
HR area and try adding a game-like element. For instance, maybe give "points" for completing training modules, or a "badge" for new hires
who nail their onboarding tasks. The trick is to test it out on a small scale, see how it goes, and then build from there. Our findings show
that even little steps can lead to big smiles and real improvements!

Make It Matter, Not Just ""Fun'*: Gamification isn't about slapping points on meaningless tasks. The "game" bits should actually connect
to real work goals and genuinely help your team grow. Think about it: points for hitting sales targets, or virtual trophies for mastering a new
skill. Employees want to feel like these game elements are helping their careers and making their daily grind easier and more rewarding. It
has to feel like a meaningful challenge, not just a silly distraction.
High Fives & Shout-Outs Are Gold: People absolutely love to be recognized. Set up clear ways to celebrate wins — maybe a leaderboard
for team achievements, cool digital badges for hitting milestones, or even a simple "Star Performer of the Week" based on how well people
are doing. Our employee surveys showed that recognition is a huge motivator. Cheering on successes, even tiny ones, makes a massive
difference.
Ask Your Players: "How's This Game For You?": Once you start playing around with gamified elements, keep talking to your team. Are
they enjoying it? Is it actually helping them? We found that "one size doesn't fit all," so you'll definitely need to tweak things based on what
your team tells you. Quick surveys, casual chats, or even a suggestion box can be your secret weapons here.
Keep It Easy, Keep It Mobile: Most folks in India are glued to their smartphones. So, whatever gamified idea you try, make sure it works
well on a phone or can even run through common messaging apps like WhatsApp, especially for smaller companies. T his makes it super
easy for everyone to join in without any tech headaches.

. What's Beyond the Horizon? Ideas for Future Adventures!

Our project got the ball rolling, but there's always more to discover! Here are some thoughts for future researchers who want to dive even
deeper into this exciting world:

The Long Game: What Happens Over Time? We saw initial excitement, but does the "gamification buzz" last? Future studies could follow

companies for a longer period to see if gamification truly helps keep employees around, boosts productivity in the long run, and helps people

keep learning year after year.

Drill Down: Specific Industries: We looked at all sorts of SMEs. Next time, it would be cool to focus intensely on just one type of business

— like only manufacturing companies, or only IT services — because each one has its own unique quirks and challenges.

®  The Price Tag: Is It Worth It for SMEs? Cost was a concern we heard a lot. Future research could break down exactly how much

different gamification solutions cost versus the benefits they bring, specifically for Indian SMEs. This would give managers a clearer
picture for their budgets.

®  Culture Club: Indian Nuances: We touched on cultural things, but how do different regional cultures within India affect how gamified
elements are received? What "game rules" really click with different employee groups across the country? That would be fascinating to

uncover!

®  Which Game Parts Work Best?: Imagine comparing if points are better than badges, or if leaderboards are more motivating than a cool story
line. Future research could really zero in on which specific game elements work wonders in different HR situations and for di fferent types of

people inan SME.
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APPENDICES

Appendix A: Survey Questionnaire (Primary Data Collection Tool)
The following structured questionnaire was used to gather data from employees and HR professionals working in Indian SMEs. It included both
closed- and open-ended questions:
1.  Have you heard the term “gamification” before? (Yes / No)
2. Do you believe gamified elements (points, badges, rewards) in HR practices would be effective? (Yes / No)
3. Which HR activity do you feel should be gamified first?
O A Training
O  B. Performance Appraisal
o  C. Attendance
o  D.Rewards
4. What type of reward motivates you more?
O A Cash Bonus
O  B.Public Praise
O  C. Digital Badge or Certificate
O  D. Extra Time Off
5. Have you ever experienced any gamified process at work? (Yes/ No / Not Sure)
6.  Would you recommend gamification to your employer or HR department? (Yes/ No / Maybe)
Any suggestions for making your HR experience more fun or engaging? (Open-ended)

~

Appendix B: Data Collection Notes
®  Responses were collected over a span of 10 days via Google Forms and WhatsApp.
Each participant was informed about the purpose and anonymity of the survey.
Most respondents were employees from retail, IT, and education SMEs located in Delhi-NCR.
Out of 50 respondents, 40 were employees and 10 were HR professionals.
The response rate was 100%, as all forms were directly collected via messaging or link sharing.
Appendix C: Survey Response Charts
These charts represent the visual summary of the data collected during the research:
M1 1. Awareness of Gamification
This bar chart shows that only 38% of respondents had heard the term "gamification" before this survey.
[1 2. Preferred HR Area for Gamification
Most employees preferred Training (44%) as the first HR process that should be gamified.

MM 3. Preferred Type of Reward

The chart shows Digital Badges (36%) and Public Praise (28%) were more motivating than monetary rewards.
M 4. HR Willingness to Use Gamification

Out of 10 HR managers, 6 said they are open to trying gamification, while 3 were unsure and 1 was not in favor.

M 5. Training Completion: Before vs After Gamification (Assumed Result)
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APPENDIX C: SURVEY RESPONSE CHARTS (DESCRIPTIONS)

Figure 1: Awareness of Gamification Among Employees

This bar chart represents the number of employees who had heard the term “gamification” before participating in the survey. Out of 50
respondents, only 19 (38%) were familiar with the term, while the remaining 31 (62%) had never heard it before. T his shows that although
gamification is growing globally, awareness at the SME level in India is still low.

Figure 2: Preferred HR Areas for Gamification

This pie chart illustrates which HR functions employees would like to see gamified first. The results were as follows:

. Training: 44%

. Performance Appraisal: 24%

. Attendance: 18%

. Rewards & Recognition: 14%

Training was the clear preference, possibly because it is often viewed as boring or repetitive and could be made more interactive with
gamification.

Figure 3: Preferred Type of Reward

This bar graph shows the types of rewards employees found most motivating. The majority preferred:

. Digital Badges or Certificates (36%)

. Public Praise (28%)

. Monetary Incentives (24%)

. Extra Time Off (12%)

This result suggests that non-monetary recognition methods are very effective in driving motivation, especially in resource-constrained SMEs.

Figure 4: HR Willingness to Implement Gamification

The chart displays how willing HR professionals in SMEs are to implement gamification. Out of 10 HR respondents:

° 6 were willing

. 3 were unsure

° 1 was unwilling

This means that 60% of HRs are open to trying gamification, indicating a positive outlook for adoption if resources and support are provided.



