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Abstract  

Hotel establishments, have a labor intensive nature, are required to meet the needs of their 

customers by making optimum use of their human resources in order to gain a competitive 

advantage in the markets in which they operate. With this approach, many hotels try to increase 

their employees’ motivation by satisfying the various needs of their employees in order to retain 

their existing workforce. Highly motivated employees, whose wishes and needs are met, use their 

knowledge and skills to achieve the goals set by the hotel managements and play an important role 

in the hotels’ competitive advantage. This superior performance exhibited by the employees can 

only be achieved with a high motivation. For this reason, the hotel establishments need to identify 

and implement motivational tools suitable for the needs of employees by making use of today’s 

technology. One of the motivation-enhancing tools is gamification. Gamification is used as a tool 

to increase and activate employee motivation. Therefore, this study investigated whether 

gamification had effects on hotel employees to increase motivation and then, evaluated in a 

theoretical framework depending on the cause and effect relationship. 

Keywords: motivation, gamification, tourism, digitalization 

Introduction 

In today’s global world, the conditions of competition have been transformed by the new economic 

conditions that have emerged with globalization. Thus, it is possible to establish a competitive 

advantage especially in service establishments only if they make optimum use of manpower 

(Gratton, 1999, p.178; Arıca et al., 2022). However, multinational factors and globalization rush 

up the need for human resources, which makes it increasingly difficult to attract and retain 

manpower in the current age (Davis, 2004; Alghazo & Al-Anazi, 2016, p.37). For this reason, in 

the globalizing business world, one of the hardships encountered by hotels is the difficulties 

experienced in protecting human capital (Lin, 2002; Davis, 2004; Alghazo &Al-Anazi, 2016, 

p.37). In order to retain their human resources, many hotels try to increase their motivation by 

satisfying their various needs. In fact, the employees not using their knowledge and skills to reach 

*This study is derived from the paper titled ‘ The impotance of gamification on motivation of hotel employees’ presented at the 22nd 

National Tourism Congress. 
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the targets they have determined, leads the hotels lose their competitive power at a significant 

level. On the other hand, highly motivated employees whose needs, desires and expectations are 

met use their knowledge and skills to reach the goals set by the hotel and play an important role in 

the competitive advantage of hotels (Byars, 1992, p. 202). Because motivation shows the 

psychological process of the individual taking action voluntarily as a result of the stimulation of 

the determined target audience (Mitchell, 1982. p. 81; Shah & Beh, 2016, p. 823). 

The intangible, simultaneous and inviolability features of the product offered in hotel enterprises 

cause the product to be presented to tourists without being involved in the quality control process 

(Türkay & Saraç, 2019). For this reason, it is extremely important that the product is produced in 

a way that has reached the highest quality. In order for the product to be produced in this quality, 

the employees must work diligently, voluntarily and adopting their work. This superior 

performance exhibited by the employees can only be achieved with a high level of motivation 

(Uğur, 2005, p. 109). Because the creation of the energy and effort necessary for the employees to 

perform the work given to them is possible with the elements that will activate the employee 

(Güney, 2013, p. 353). Employees with increased motivation also spend more power on their jobs 

by being satisfied with their jobs (Aslan & Doğan, 2020, p. 292). For this reason, the employees 

with the organization not only need to meet their economic and social needs, but also their 

psychological needs, and this is possible with motivation tools suitable for the needs of the 

employees (Birdal & Aydemir, 1992, p. 136). In this context, it is necessary to use appropriate 

motivation methods that will increase the motivation of the employees by taking advantage of the 

benefits of today’s technology, as a requirement of the business understanding in which the 

employees are at the center. 

One of the motivation-enhancing techniques is gamification. Gamification is an innovative 

approach that enables the use of game elements in non-game situations to increase motivation 

(Sailer, Hanse, Mandle & Klavers, 2013, p. 28). In other words, it is a system designed to enable 

individuals to reach the determined goal willingly and effectively (Kamasheva, Vallev, Yagudin 

& Maksimova, 2015, p.77; Sesliokuyucu & Arıca, 2022). Organizations, on the other hand, see 

gamification as a tool to encourage motivating action to mobilize employees (Deterding, 2012, pp. 

14-17; Alkaç & Yıldız, 2021, p. 486). For this reason, the aim of the study is to determine whether 

gamification has positive effects on employee motivation. For this purpose, the effects of 

gamification on employee motivation have been discussed and evaluated in a theoretical 

framework and depending on the cause and effect relationship. 

The Concept of Motivation and Motivation of Employees 

Motivation is derived from the Latin word movera and means to move. Motivation represents a 

psychological process that encompasses thoughts, hopes and beliefs that voluntarily mobilize the 

person towards certain goals and enable them to continue (Fındıkçı, 2000, p.373; Ramlall, 2004, 

p. 53; Örücü & Kanbur, 2008, p. 86; Günsel, 2019, p. 39). The needs of people that have not 

reached the level of saturation and that are felt to be lacking; It can be physiological like eating 

and drinking, psychological like honor, sociological like relations between people. In short, 

motivation is the power that occurs as a result of people’s desire to satisfy their unsatisfied 

physiological, psychological and social needs (Ivancevich & Matteson, 1990, p. 120; 

Mercanlıoğlu, 2012, p. 48). 

2

Journal of Mediterranean Tourism Research, Vol. 2, Iss. 1 [2022], Art. 5

https://digitalcommons.usf.edu/jometr/vol2/iss1/5
DOI: https://www.doi.org/10.5038/2770-7555.2.1.1015



 

In order for the employees to fulfill their duties in the most efficient and rapid manner, it is 

necessary to create a suitable environment and situation that will enable them to do the given job 

spontaneously and with pleasure. In order to provide this motivation, first of all, it is necessary to 

know the level of need of the employees. According to the managers, the biggest problem is to 

ensure that the needs and goals of the organization overlap with the needs of the employees in 

order to motivate them. For this reason, employees’ needs should be answered by knowing what 

motivates them (Gümüş & Sezgin, 2012, p. 6; Canbaba, 2019, p. 7). In this direction, it is necessary 

to establish a balanced relationship between the identified employee and the organizational needs. 

Establishing such a relationship will ensure that the employee is motivated by his work and 

willingly performs the assigned tasks. As a result, the employees will contribute to the 

sustainability of the enterprise (İnce & Gençay, 2017, p. 114; İskit, 2019, p. 40). 

Gamification 

Gamification is defined as the process of using game mechanics and thinking to attract players’ 

attention and solve problems (Zichermann & Cunningham, 2011, p. 16). According to another 

definition, gamification is the use of game elements, mechanics and logic to motivate people, 

connect them, improve learning, provide motivation and solve problems (Kapp, 2012; Hitay, 2020, 

p. 4). According to Deterding (2012, pp. 14-17), gamification is to evaluate game-based mechanics 

and game thinking to solve existing problems by encouraging them to take motivating action in 

order to mobilize people (Alkaç & Yıldız, 2021, p. 486). 

Each element evaluated in gamification must have a meaning for the user and must have certain 

gains. For this reason, gamification should include elements such as the purpose to achieve, the 

competitive environment, the reward they will obtain as a result of their efforts, and enabling them 

to gain status by increasing their position (Paharia, 2013, pp. 70-71; Karabiber, 2021, p. 5; Alkaç 

& Yıldız, 2021, p. 486). Games that have benefits such as learning and problem solving as well as 

entertainment have the power to overcome the problems that seem to be boring and unsolvable. 

Therefore, gamification has become an approach that is adopted and frequently used by businesses 

day by day. Although gamification is used for different purposes in the business world, it generally 

plays a role in training, motivation and performance improvement in the workplace (Hamari & 

Järvinen, 2011, p. 2; Karaarslan & Altuntaş, 2016, p. 435; Karabiber, 2021, p. 5). 

Method 

A literature review was conducted in this research. The literature review fills the gaps in the 

literature that is needed to be searched. Moreover, it enriches the previous studies by shedding 

light on them (Marshall & Rossman, 1989; Bourner, 1996; Demirci, 2014, p. 74; Demirezen, 2019, 

pp. 2-3). Especially, creating a theoretical framework guides the researchers and also allows the 

subject to be better understood and handled in different dimensions (Öztürk, 2014: 78; Adom et 

al., 2018: 438; Demirezen, 2019, p.3). 
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In the literature review, the studies exist to increase employee motivation in various sectors and 

professions. However, the use of gamification in hotel enterprises is new and limited. For this 

reason, in this study, a theoretical framework depending on the cause and effect relationship in 

order to reveal whether gamification having effects on hotel employees to increase motivation has 

been discussed and evaluated. 

In the first stage of this research, a detailed literature review was examined in the national and 

international literature on the subject. Having examined a secondary data source, blogs and 

statistical data published on the websites of individuals and companies working on the subject 

were collected. In the light of these data obtained, it was useful to define concepts such as 

gamification and motivation and to draw the general framework of the study. 

The Importance of Gamification in Ensuring Employee Motivation in Hotel Operations 

Increasing market competition in business life, organizations work with people who will show 

high performance by satisfying their needs (Karabiber, 2021, p. 12). Because the continuation of 

the sustainability of the organization and the achievement of its goals depend on the efforts of the 

employees at the desired level (Ergül, 2005, p. 69). This is even more important for hotel 

businesses. Because, achieving success in labor-intensive hotel businesses is directly proportional 

to employee motivation. One of the most important reasons for this is that as a result of the modern 

management approach, employees start to be more involved in creative processes in business life 

and gradually leave their understanding of focusing on material goals to the understanding of 

searching for meaning in the work they do. For this reason, it is important to apply motivation 

methods that adopt an employee-centered business approach for employees who do not find 

financial rewards such as incentives and bonuses effective enough and give more importance to 

their personal development (Özkan, 2018, p. 90). 

In recent years, technology has begun to be used more and more in order to motivate individuals 

and to support individually and socially beneficial behaviors. Gamification is one of the most 

popular developments in this field (Deterding, et al., 2011; Huotari &Hamari, 2012; Hamari, et 

al., 2015; Hamari & Koivisto; 2015, p. 419). Gamification is seen as a tool by organizations to 

provide problem solving and motivation by turning a monotonous job into an interesting and fun 

one (Garcia, Linaza, Gutierrez & Garcia, 2019; Shenoy & Bhattacharya, 2020, pp. 40-41). 

Therefore, in today’s business world, organizations prioritize working by having fun while 

fulfilling the responsibilities they impose on their employees. By using the gamification system in 

their work processes, businesses aim to both increase the loyalty of the employees to the work and 

keep their motivation high (McGonigal, 2011; Kopuz Bodur, 2019, p. 53). One of these businesses 

is hotels. 

The gamification system used in hotel businesses also has an important potential in terms of 

triggering the innovation curiosity of the employees, ensuring their continuous participation, 

improving the internal cooperation with the aim of loyalty towards the employees, increasing the 

employee satisfaction and job satisfaction and making the employees willing to take risks by 

increasing the motivation to learn. Especially in today’s competitive conditions, the importance of 

creative thinking has increased in terms of hotel businesses due to the constantly changing 

demands of tourists, technological advances and crises in tourism. Gamification, which facilitates 

the emergence of new creative thoughts due to the essence of the game, helps the organization to 
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gain superiority in the competitive environment by increasing the prestige of the organization with 

its contributions in internal and external processes, and also reduces costs by making positive 

effects on organizational performance (Sesliokuyucu, 2023; Özkan, 2018, p. 105; De Sousa 

Patrico, 2018, p. 31). In the literature review, gamification practices such as recruitment and 

customer loyalty were found in gamification studies for hotels. 

In 2011, Marriott prepared a Facebook-based game to reach human resources in different parts of 

the world. The purpose of making the game was to enable the employees to have information about 

the work area while having fun and to identify talented employees (Freer, 2012). In the game, the 

players were asked to complete the tasks given and to collect points as a result of satisfying the 

guests coming to the establishment (Christians, 2018). Employees who experienced the game were 

expected not only to ensure guest satisfaction, but also to make profits and gain operational 

success. The game was designed for kitchen department jobs. In the game that started in the 

kitchen, the employees assumed the role of hotel manager. In the game, they had to make their 

own material choices according to the price and quality for the service they would offer to the 

customers. One of the most important parts of the meal was to check the order in the kitchen by 

an authorized cook before going to the customer. Here, satisfaction measurement was made and 

the points given were calculated according to the satisfaction received. As a result of reaching the 

desired score from the employee, they won the right to switch to the Make it real tab, and they 

were candidates to apply for a job at Marriott hotels (Yazıcı & Ultar, 2022, pp. 200-201). 

 

Within the social responsibility project of a hotel with the historical texture of kings and knights 

operating in Germany, it has implemented a gamification project where customers can do charity 

work. A letter is sent to visitors who return to their homes after staying at this hotel for 21 days. 

In order to receive the title of the king, the guests invited to the hotel are asked for donations in 

order to make a donation so that they can move on to the next phase of the game. More than 25% 

of the guests were able to get to the next level of the game by donating large amounts. Guests who 

donated for this purpose felt that they served a good cause and became loyal customers towards 

the hotel (Weber, 2014; Uğur & Akova, 2021, p. 607). 

Conclusion and Recommendations 

Qualified workforce is at the forefront of the resources required for hotels to exist in the future. It 

is possible for hotels to respond quickly to the changing and developing business world and to 

provide a competitive advantage in the market they are in, with employees who are integrated with 

and connected to the organization, willing to make more effort, and who can do the job with a high 

level of performance. 

Hotels, realizing manpower is important for their success and sustainability, have sought to provide 

optimum benefit from their existing human resources. For this reason, hotels have begun to pay 

more attention to the needs of their employees in order to increase their motivation. Eventually; in 

order to enable employees to work for the benefit of the organization, it is necessary to determine 

the right elements that will motivate them and to select and implement appropriate motivational 

tools. For this purpose, gamification is thought to be one of the most appropriate and least costly 

motivational tools in providing employee motivation. 
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With gamification, hotels take the features of games such as entertainment, competition and design 

and adapt them to the business world. Organizations that want to increase employee motivation 

with gamification aim to increase the current motivation levels of employees by including game 

designs that they will choose in line with the needs and demands of the target audience, namely 

the employees. The gamification system, which is applied as a result of a good analysis of the 

needs and demands of the employee, will encourage the employee’s participation in the work by 

transforming the work into an interesting and entertaining one in fulfilling the task assigned to the 

employees. In order to trigger these incentives, internal and external motivations of employees are 

increased by including rewards such as power, access, status, material or virtual goods in the 

gamification process. 

For this purpose, hotels should first analyze the needs and demands of their employees and 

determine the right elements that will motivate them. As a result of the determinations made, it is 

suggested that the employees should offer the rewards that will provide their internal and external 

motivations together and in a balanced way in order to establish a good gamification system. As a 

result, the gamification system provided in a balanced way will trigger the cooperation within the 

employees and increase their job satisfaction, performance and satisfaction. The employee, whose 

motivation is increased, will reduce the overall costs by helping the organization to provide 

competitive advantage in the current market by affecting the performance of the organization with 

the help it provides in internal and external processes. 
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