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introduction

• Once, i was at a conference on games
and artificial intelligence
• The keynote speaker began: “i know
nothing about games – i don’t play
them, i don’t like them”
• He continued: “however, i do know about
ai, and i’ve been told some of this stuFf
may be of interest to you”
• Needless to say, he wasn’t exactly
popular among the gamers present...

today

• I am not that man
• I am worse than that man
• Not only do i not know about
information retrieval, i don’t
know about gamification either
• I’m here because Some of gamification’s
core principles are based on my
work with games (specifically mmos)
– That, and i’m cheap

• So, what can i talk about that will stop
you wanting to lynch me?

Mcdonald’s

• Here’s a picture of a mcdonald’s

• sadly i don’t get any money for
advertising them...

subject

• As i don’t know about your specialisation,
i thought i’d better find out
• To do this, i looked at the caLl for
papers for this conference
• This was actually very informative!
• It told me that you don’t know much
about gamification either!
– Or, indeed, games

• I’m therefore going to unpick the cfp, as
a way to figure out what central
problems you have that need fixing

The cfp

• This is the call for papers:
• Gamification is the application of game mechanics, such
as leader boards, badges or achievement points, in nongaming environments with the aim to increase user
engagement, data quality or cost effectiveness. A core
aspect of gamification solutions is to infuse intrinsic
motivations to participate by leveraging people’s natural
desires for achievement and competition. While
gamification, on the one hand, is emerging as the next
big thing in industry, e.g., an effective way to generate
business, on the other hand, it is also becoming a major
research area. However, its adoption in Information
Retrieval (IR) is still in its infancy, despite the wide
ranging IR tasks that may benefit from gamification
techniques. These include the manual annotation of
documents for IR evaluation, the participation in user
studies to study interactive IR challenges, or the shift
from single-user search to social search, just to mention
a few.

Breaking it up

• Ok, so it’s rather a lot to do at once, so
i’ll go through it piece by piece
– Rather finickily, but i’m a programmer...
• Gamification is

• It is now, it didn’t used to be
• it used to mean making things that
weren’t games into games
– I have emails from 2002 using it in this sense

• Now, it’s making games into things
that aren’t games
– You stole our word!

mechanics

• the application of game mechanics,
such as leader boards, badges or
achievement points

• Those are not mechanics!
– No game designer would call those mechanics!

• Mechanics are moving parts
– Like code, as opposed to data

• Games are systems comprised of
interacting, dynamic processes
• Indian lottery is a mechanic
• Badges are a technique or tokens

gaming

• in non-gaming

• The term “gaming” refers to gambling
• Slot machines, roulette and betting on
horses are examples of gaming
– There are gaming laws overseen by
gaming bodies that refer to these
– They don’t refer to dungeons and dragons
or grand theft auto 5

• That said, Gaming lies on the border
between game rules and real laws
• So this is an area of interest for you

environments

• environments

• Why the emphasis on non-game
environments?
• These techniques can be used within game
environments
– Games can and do have leaderboards, both
in-game and out-of-game

• you seem to want to use game-derived
techniques for non-game purposes
• That doesn’t mean you can’t use them in
games, though

Turf war

• Gamification seems to be being deliberately
distanced from serious games
– Or games for a purpose, transformational
games, whatever the in-vogue term is today...

• Is this because gamification is different
and distinct, Or because serious games
are passé?
• You could argue that serious games
form a mere subclass of gamification
• Why is it you explicitly rule out using
games, then? What does that buy you?

aims

• with the aim

• People use gamification for many other
reasons, too
• A lot of effort has gone into using it
for marketing and team-building
• Getting a gold star at mcdonald’s
doesn’t make you more engaged, it
makes you more respected
– At least by mcdonald’s employees...

• You’re limiting your horizons by
focusing on just a few key uses

Fresh breath!

• Here’s an advert for gibbs s r
toOthpaste

• The first commercial to be broadcast on
british tv
– 8:12pm on september 22nd, 1955

• No, they don’t pay me either...

examples

• to increase user engagement, data
quality or cost effectiveness.

• fine, but consider their opPosites too
• Example: if i want to lose weight, i’m
already engaged with the subject
• Gamification allows me to prevent the
losS of the engagement i already have
• Could Gamification be used to mitigate
deteriorating data quality?
– I don’t know, but if so, it’s not the same
as increasing data quality

Sentence 2

• A core aspect of gamification
solutions

• Unfortunately, it’s the same core aspect
for aLl applications
• People are extremely good at
patTern-matching
• If they see your gamification, they’ll
notice it’s the same as everyone else’s
• Problem: Your badges are worthleSs
– At least with shoe shop gamification, you
can get discounts on shoes...

motivation

• is to infuse intrinsic motivations to
participate

• There are two relevant intrinsic
motivations involved here
– Fun – they participate because they think
they’ll enjoy it
– WorthineSs – they participate because the
subject or outcome interests them

• This is goOd, as Most comMercial
gamification uses neither
– They use extrinsic motivations, ie. bribery

desires

• by leveraging people’s natural
desires for achievement

• Aha! This is where i am an expert!
• Achievement is a natural desire, but not
for everyone
• In mMos, we know there are four
main types of people who play for fun
–
–
–
–

Achievers
Socialisers
Explorers
killers

interaction

• You need alL 4 types for a healthy mmo
– Even killers!

• If you concentrate only on achievers,
you’ll get nowhere
• Achievers like accomplishing tasks, but
those tasks have to be chalLenging
• they need to believe that tasks are toO
challenging for some people
• ThOse people must not care if they fail
– Socialisers fit the bill perfectly

management

• and competition.

• People love competition if they win
• If they don’t win, they hate it
• Leaderboards always have this problem
– “imagine what it must be like to be number
1 out of a milLion people!”
– No, imagine what it must be like if you’re
out of the top 100 and have no chance
of ever being number 1...

• Solution: periodically clear leaderboards
or partiTion them

Next big thing

• While gamification, on the one hand,
is emerging as the next big thing in
industry,

• It’s a bandwagon
• This kind of thing has been going on for
decades, only now it has a label
• When i was at school, teachers gave
out gold, silver and other-colour stars
– Interestingly, misSing the point that some
kids who got gold were upset by it
– They wanted the same colour as their friends...

effective

• e.g., an effective way to generate
business,

• This will be true only until gamification
becomes ubiquitous
• Once it does, applications will have to be
CREATIVE to work
• It’s like advertising
• The first tv adverts could double sales
• After a while, they had much leSs of an
impact because people got used to them
• Now, they have to be diFferent to work

research

• on the other hand, it is also
becoming a major research area.

• I don’t know about “major”, but it is
indEed becoming a research area
• In many ways, it already is one, though!
• Game designers have a technical term
they use to describe the use of
extrinsic methods to make people play
• “cheap psychological tricks”
• Gamification is, fundamentally,
psychology

Good news

• However, its adoption in Information
Retrieval (IR) is still in its
infancy,

• This is a valid point
• Interestingly, though, IR is ahead of
most other fields here
– Gamification could be applied in many other
areas, but practitioners don’t realise it yet

• It may be that there’s something about
ir that makes it particularly suitable
– It could be worth working out what...

Wide range

• despite the wide ranging IR tasks
that may benefit from gamification
techniques.

• I don’t know what ir tasks involve
– Except that they involve people, otherwise
they’d be data-mining tasks

• I would expect There is a lot that can be
done with gamification, though
– As indeed there is with games

• More people will take up gamification if
the pioneers – you! – show its efficacy

including

• These include the manual annotation
of documents for IR evaluation, the
participation in user studies to
study interactive IR challenges, or
the shift from single-user search to
social search, just to mention a few.

• Ok, so the rest of the cfp is giving
examples of existing uses, so people can
tell if their work will fit
– Fair enough!

• There does seem to be scope for a lot
more here, so you’re in a goOd place

lessons

• So what have i learned from this
exercise?
• Ir involves people doing things that they
might need encouragement to do, so
gamification can help fix that
• Ir is ahead of the curve here
– PosSibly because it has a synergy
with gamification at some level

• You can use gamification to do more
than you’re doing with it at present
– There is much as-yet undiscovered territory

conclusion

• I have these further observations...
• Gamification will lose effectiveness when
everyone does it unleSs you’re creative
• There’s a distinction between
gamification and games
– You may find that for some applications you
need a game, not gamification

• Gamification is a branch of psychology,
not game design
– Game designers are

, not manipulators

• There are great opporunities here!

