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ABSTRACT

The purpose of this work was to evaluate the dffeness of Gamification as an innovation
tool in the process of developing new businessesali@tive and quantitative study
approaches were used in the research. For quaditasearch, the non-participant observation
technique was applied, performed throughout thentevEor quantitative research, data
collection employed the application of a questiormjawhich was sent to potential
participants through electronic means, which ole@i85 responses. The analysis of the
qualitative data was performed by content analysisl the quantitative data were tabulated
and analyzed statistically. The relevance of thdysties in its object of study, which consists
of a 24-hour event, where participants receive alehge and then go through 10 stages
based on Design Thinking to create a business.ré&sdts obtained through the two data
collections, indicate that gamification can be@ént to develop innovation and potentialize
new businesses. The findings highlight the existesicthe four elements of gamification in
the case studied: motivation, elements of the gaypes of users and rewards. Through the
mapping of these elements, it is possible to mamifszation in events like the one studied.
The study's contribution is in the structuring gfracess for the recognition of innovation in
events that use Design Thinking and Gamificatiorthess main methodologies, which thus
creates an environment conducive to the generafiomovation.

Keywords: Innovation. Gamification. Entrepreneurship. Desidhinking.

RESUMO

O Proposito deste trabalho foi avaliar a efica@aamificacdo como ferramenta de inovacéo
no processo de desenvolvimento de novos negoéciisodtse na pesquisa as abordagens
qualitativa e quantitativa de estudo. Na qualitafiei aplicada a técnica de observacdo nao
participante, realizada durante o evento. Para sgumea quantitativa, a coleta de dados
empregou a aplicacdo de um questionério, o quanfcaminhado aos potenciais participantes
através de meio eletrénico, o qual se obtiverame8postas. A analise dos dados qualitativos
foi realizada por andlise de conteldo, e os dadastijativos foram tabulados e analisados
estatisticamenteA relevancia esta no objeto de estudo que conemsteim evento com 24
horas de duragédo, onde os participantes recebemesafio e depois passam por 10 etapas
baseadas nDesign Thinkingpara a criacdo de um negddids resultados obtidos através das
duas coletas de dados, indicam que a gamificac@le ger eficiente para desenvolver
inovacdo e potencializar novos negoci@s achados destacam a existéncia dos quatro
elementos de gamificagdo no caso estudado: motiyatgmentos do jogo, tipos de usuérios
e recompensas. Através do mapeamento destes etsnpEmmite-se mapear a Gamificacao
em eventos como o estudadocontribuicdo do estudo estéd na estruturacdo d@nacesso
para o reconhecimento da inovacdo em eventos qura aemo principais metodologias o
Design Thinkinge aGamificagdg que cria assim um ambiente propicio para a gerdea
inovacao.

Palavras-chave:lnovacdo. Gamificagcdo. Empreendedorismo. DesignKiryg.
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1 INTRODUCTION

The importance of innovation, in general, is peredias essential for survival in an
increasingly competitive and globalized scenariowever, few companies exercise any kind
of initiative to put it into practice. There aredwauses for this not to happen so often: the
view on innovation and the lack of tools that hegljiting it into practice (MOTA, 2008).

Mechanisms that enable the “innovative logic” hdween developed both in the
context of the innovation of organizations, andha scientific field, with the articulation of
studies. This relationship is established and dgpesl by the agents of the strategic public to
be reached by the present innovation, with the @tdeEgenerating competence, technology
and innovation, so that companies start to absach sinovations to make them available to
the market (SCHNEIDER, 2017).

Gamification is the use of game mechanics and mcg®to engage people, solve
problems and improve learning, motivating actiond behaviors in environments outside the
context of games (ROSSATO; NECKEL; MOZZATO, 2018kcording to the authors, the
use of Gamification focusing on the developmenneiv business ideas can bring greater
engagement, optimizing results and boosting phiysicd virtual markets. The process helps
to obtain feedback faster, thus improving the pidfor improvement.

StartUp Day is an event which has been held annwadlithe University of Passo
Fundo since 2017, using Gamification to developesv rbusiness based on a challenge
proposed at the beginning of each event. In thed 28dition the challenge was creating
innovative business solutions for health. Thusjmduthe 24 hours of the event, participants
are challenged to find technological solutions t@rablem. This way, multidisciplinary
groups are formed to carry out the proposed ags;iis in a competition.

Since Gamification is a training mechanism for doenpetitors because it facilitates
the development of skills for a new business, #wearch problem of this paper is: how
efficient is the use of the Gamification tool iniammersion event for the development of new
businesses?

First, a literature retrospective about innovatigamification and design thinking is
presented. Subsequently, the methods that were aedshown. Then, the results and
discussion are presented. Finally, the conclusimws if gamification may help developing

new businesses.
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2 THEORETICAL REVIEW

This theoretical review brings a literature retmgpre about innovation, gamification and

design thinking. All these elements are used irStaetUp Day event.

2.1 Innovation

The term innovation comes from the Latin word “imae”, meaning: “to do the new,
renew, to make changes”. Simply put, according ¢éordet al (2007), innovation comes
down to a new idea or the creation of a new apjdindor something that already exists, in
order to be transformed into novelty for people.

Innovation is a new idea that has a real impaaatority, and is feasible to be
implemented. However, it can present itself asithgrovement of something that already
exists in the market, thus causing innovation (DRER, 1986; TERRAet al.,2007). The
integration of different actors is also essentialhe innovation process, as they contribute to
creativity and know-how. Faced with an innovati@mtext, creativity plays a significant role,
corroborating organizational capacity and expressansource of competitive advantage
(PARJANEN; HYYPIA, 2019).

The reflexes of technological revolutions that tpgarmeate our daily lives lead us to
guestions about the possibility of generating iratmn, adding knowledge to the production
processes, as well as creating new processes addagis that can improve the lives of people
to be impacted by these methods. According to DFu¢k986), innovation is a phase of the
entrepreneurial personality and is a consequentleeofmeans to reach entrepreneurship and
ultimately generate an innovation. The author oot that innovation comprises the spirit
and the act of creating new forms of financial teses or well-being for people who benefit
from its creation and reaching the target audience.

Innovation can be divided into categories, whichulddfacilitate the categorization of
these products elaborated through the idea of emnmv, perceiving the design process and
being able to cause divergences, since few innmvaittan impact social relations that cause
great transformations changing the reality of imdlnals involved. In his theories, the author
presents the comparison between innovation andp@&eted success, with no area obtaining
less risky or easier opportunities. Thus, to takivaatage of these opportunities that

innovation brings, it is necessary to expand osiowi, our knowledge and our understanding.
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It should be noted that failures and errors dugracesses that can enhance the achievements
of entrepreneurs are normal (SCHUMPETER, 1988).

Entrepreneurial behavior, linked to the ability &ppropriate the purposes and
foundations of generating innovation through th&wnactivity, can be understood as a
specific tool for entrepreneurs, compared to a ritemal/practical, tested and validated
discipline (TIDD; BESSANT, 2015).

Innovation emerges as a concept in the managenmeat vaith the studies of the
economist Joseph Schumpeter, who takes a first labkhow innovation would be
fundamental for the development of a new economaclet) responsible for transforming
entrepreneurs into trendsetters and pioneers ofhegizons (TIDD; BESSANT, 2015). This
way, the evolutionary processes have been gainimge nsupport and space within
management areas, considering the improvementeofhitories presented and implemented
over the years, making people think and act in mmovative way, being moved by
competition and by desire to always win, transforgnithem into agents of intense
competitiveness and innovativeness (TIDD; BESSARIL5).

For Porter (1990), innovation is characterized oy as a way to negotiate major
advances in the technology area, but also as #@fushanges in small productive scales of
technology implementation, in which organizatioeshigrate competitive advantages through
innovative actions that seek to make possible iatious in a broad and open sense.

The characteristics of an innovative business egsgnted by its leaders, who must be
ahead, thinking outside the common line, becauséodiay's world, good ideas are not
enough, demanding a motivated and prepared teang alith a leader who is capable of
generating knowledge about what the target audiraeds (LEMOS, 2016).

2.2  Gamification

A modern model of organizing people in order toieeh a goal is the use of games.
According to Kapp (2012), the structure and operati models of companies are still the
same as in the 19th century, based on hierarchigabaracy and specialization of work with
the aim of achieving scale and efficiency of resulthis model requires clearly defined roles
and responsibilities, exact processes and managdrasad on command and control, as seen
in military organizations (BORGES et al., 2013). tlre modern world, however, such
premises limit individual capacity, the way in whid is charged and the commitment to

professional goals. Information Technology (IT) hasated the possibility of organizing
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work differently - through the social aspect - againes are the platform that best fits as an
instrument of this new order (TANAKAt al, 2013).

Gamification is the use of game mechanisms aimesblaing practical problems or
arousing engagement among a specific audience. Walteasing frequency, this set of
technigues has been applied by companies andesrftiim different segments as alternatives
to traditional approaches, especially with regavdehcouraging people to adopt certain
behaviors, to become familiar with new technologtesstreamline their learning or training
processes and making tasks considered tediougpetitree more enjoyable. In recent years,
game designers from different parts of the worldehbeen dedicated to applying principles
of games in a variety of fields, such as healtlucation, public policies, sports or increased
productivity (DETERDINGet al, 2011).

The development of Gamification comes from a sonawalbbvious finding according
to Mattar (2018): human beings are strongly atééi¢d games. Over the centuries, practically
all known civilizations have been associated widme type of important competition for the
social structuring of the community to which thegldnged. In addition to the most
predictable examples, such as Greeks (Olympic Gawhe&ntiquity), Romans (gladiator
duels, chariot races) and Aztecs (Mesoamericangaatle), there is still surprising evidence
of this fact, which occurred about 3,000 years egbibya, a region located in the former
Asia Minor (GREGORYet al.,2015).

Zimmerling et al. (2019) argue that Gamificationtli® process of applying game
elements in non-game contexts. The game elememtsvamied, ranging from gamified
systems, missions, social graphics, content untbdkelevels, among others (BARATé&t
al., 2017; BUCKLEY; DOYLE, 2017). These mechanisms kn@®wn in gamification as
"elements”, which encourage students to achieveatgregoal orientation, promoting
increased persistence, learning, participatingalleborative activities and promoting a fun
and friendly competition with colleagues (DING, 201

For Marczewski (2013), gamification is a processnposed of motivation, game
elements, types of users and rewards. Gamificagom the process of expanding and
consolidating the concepts that lead to studying #pplications of this theme as a
methodology for generating innovation, so that rimwginess can be generated through the
analysis of studies already presented on the dubjtmssato, Neckel, Mozzato (2018),
consider Gamification as the application of gameapigors for real life activities in order to
influence behavior and thus increase motivatiomsequently generating innovation through

the methodology of games in events like Startup DRY.
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Most of the studies carried out by the researcloérthe gamification theories are
focused on the education, training and developroktite behaviors of individuals, mainly in
the business environment (ORLANDHt al, 2018). The studies of themes involving
gamification have had a dizzying growth, leadingthhe discovery of new paths for the
development of new businesses through the generafionnovation as a consequence of
gamification (ROSSATO; NECKEL; MOZZATO, 2018). Zaddin et al (2020)
complement that studies involving gamification haglentified improvements not only in
students’ motivation and engagement, but also @ir tlearning results. Several strategies

describe the adaptation of gamified concepts taowvgthe positive results of learning.

2.3  DESIGN THINKING

The revolution in the concepts of entrepreneursinigh how to make entrepreneurship
happen permeates the themes around the concepissigih thinking as a methodology to
foster entrepreneurship and innovation. Accordmd.ackwood (2010), design thinking is a
man-centered innovation process that emphasizesnatigon, collaboration, rapid learning,
idea identification, rapid concept prototyping aiwhultaneous business analysis. The design
process highlights work based on observation, ifiestion of ideas and prototyping. Design
thinking is also considered a process of interégtiand active methodology that is
characterized by the high degree of creativity thatvolves, as well as the generation of a
practical and viable solution to the problems mhig® design, which meets and can exceed
customer expectations (AMBROSE; HARRIS, 2011).

Within the design development process, it is pdsstb identify the stages for
development. First, the design must diagnose tbblgm and the target audience defined,
having a detailed understanding of the paths ttaken until the final product is prepared.
The generation of the idea in which the motivatiamsl needs of the end consumers are
identified, in many cases, occurs through a bramsing. The prototype test deals with the
resolution and development of these ideas thatpaesented to the group of users and
stakeholders before the final presentation to ecoste (AMBROSE; HARRIS, 2011). The
selection deals with the proposed and analyzedisotuin relation to the briefing's design
objective. Some solutions may be feasible but may be the best options. The
implementation deals with the development of theigte and its final delivery to the

customer.
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Kumar, Zindani and Davim (2020) understand that itheas of design can be
generated with the use of different methods andistapoints to allow the creativity to
flourish and produce consistent results with ameatic activity. Brainstorming is a group
creation approach that seeks to develop ideas esmtec solutions during the stage for
generating ideas. It seeks to generate several ithad are then edited until there are a few
options for development based on a problem (BONNERIDIDIER, 2020).

Learning helps the designer to improve the perfoiceaand, for this reason, they must
seek feedback from the customer and the targetaceli determining whether the solution
really met the objectives proposed in the briefialgyays looking to identify improvements
that will be implemented in the future (BATISTA, 28). Creativity carries a certain notion of
pure innovation. In design, however, creativity adeé¢o be applied and directed towards a
specific purpose, which is communicated or corgblby the requirements of the briefing and
by the quantitative and qualitative information gwoed during the research stage.

Therefore, as raised by Michedt al (2019) Design Thinking has attributes that
differentiate it from other approaches. Its atttdsuinclude creativity and innovation, focused
on the individual, problem solving, interaction armkperimentation, interdisciplinary
collaboration, ability to identify ideas, interacti approach, addictive reasoning, ambiguity
and fault tolerance. These attributes give DesigmKing a particular and unique character
compared to other active approaches and metho@slogi

3 METHODS

After the presentation of the literature review tbe present study, the research
methodology is arranged between the qualitative cqarathtitative types, previously classified
to achieve the objective of evaluating the effemtiess of Gamification as a tool for
innovation in the process of developing new busiassin addition to the qualitative analysis,
in which the event was analyzed through non-pgsiti observation, quantitative analysis
was carried out through the formulation of onlingestionnaires.

It is a case study in which the main bases thahfStartUP Day UPF event were
verified. For this, the three hundred (300) contpediwere mapped as the target audience of
the research. During the event, non-participaneofaion was performed, making notes in a
notebook to later complete with qualitative anatyzéfter that, the main concepts,

Gamification and Design Thinking were explainedingrthe event after the questionnaire
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was launched for the three hundred (300) parti¢gganhere we received eighty-five (85)
valid responses. After that, data were tabulatedhfExcel and later the relevant analyzes
were made to the sample.

In a qualitative way, for a better understandinghef themes portrayed in the research,
the non-participant observation of the researctvais carried out during the event, in order to
understand the relationship of the competitors wighgamified proposal during the 24 hours
of the event. It was analyzed using content analysi

Also, during the 24 hours of the event, the quatitié step took place through the
application of electronic questionnaires to thetipgrants of the event. The universe of the
study was 300 people, composed of students, wheglthe role of mentors, facilitators and
competitors. The electronic questionnaire, semtltparticipants, was developed based on the
theories studied about gamification and innovatiflmm all participants. Of the 300
participants, 85 responses were obtained.

Mentors are the most experienced or knowledgeabtplp who help guide a less
experienced or less knowledgeable person. Theitédoils are those who have already
participated in the event previously and entrepuengho are invited to facilitate the phases
of the event. The competing participants are thwke actively participate in something,
member, member, which comprises the people whoupgo participate in the event.

In this quantitative and qualitative study, the rfdations of both positivist and
phenomenological views were applied through theresurand non-participant observation,
respectively. Data resulting from the questionrmiveere analyzed statistically using the
Excel® software. The results of standardized qoesfiires for better tabulation of data to
qualify the theme of that work, and through theisti@al formulas for obtaining this data.

4 RESULTS

In this step, the characteristics of the sample thwiedprocedures performed for the
analysis of the statistical data are first pointed. Then, the results of the main pillars are
described: Gamification, innovation and new busnégsvelopment. The survey was applied
at the event (StartUp Day UPF 2019), with its pgvtnts, obtaining 85 responses. Table 1

shows the profile of the 85 respondents, with #spondents' age and education.
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Table 1 — Respondents” Profile

Variables Alternatives Frequences (N) (%)
From 16 to 25 years old 65 76.50%
From 26 to 30 years old 19 22.40%
From 31 to 35 years old 0 0
Age From 36 to 40 years old 0 0
From 41 to 45 years old 0 0
From 46 to 50 years old 1 1.20%
More than 51 years old 0 0
Total 85 100%
High School 1 1.20%
Undergraduate 70 82.4
Level of I 2 quated 1 1.20%
education
Postgraduate 7 8.30%
Master’s degree 6 7.10%
Total 85 100%

Source: Research data (2019).

According to Table 1, the participation in the 8tgr Day UPF 2019 event was
mainly of students between 16 and 30 years old{ wioshom are undergraduate (82.40%),
followed by those who are in postgraduate cour8e394), master's degrees (7.1%), while the
others studying at high school level or with graduacourse completed. Of this total of 85
participants, 3 are team captains and 4 corresporite facilitators who assist the teams
during the 24h event. This leads us to concludetti@event is well received by the young
academic population and encouraged by the varimasaf undergraduate courses, arousing
interest in young people, due to its instigating@releteristic, which stimulates creativity and
innovation.

Finally, Table 2 presents a summary of the indicedothat represent the importance of
Gamification for the development of new business@siestions 1 — 5 intended to check the
if the gamification motivated the participants ingpticipating in the event. Questions 6 — 8
intended to understand the elements of games ingkient, while question 9 intended to link
gamification and the creation of new businesses.sRendents were asked to check in a 5-

point Likert scale if they 1 (totally disagree) ®(totally agree).

@OE0
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Table 2 — Gamification for new businesses

Variables Means Staﬂd?‘rd
Deviation
1. The connections with professionals from other areasvated
e . 3.87 1.14
me to participate in Startup Day!
2. The possibility to develop creativity motivated toeparticipate
, 4.58 0.68
in Startup Day!
3. The possibility of developing new businesses matidgane to
N ) 4.31 0.92
participate in Startup Day!
4. The possibility of developing learning in the area$
entrepreneurship and innovation motivated me téigyaate in| 4.53 0.85
Startup Day!
5. During the activities | felt totally motivated blye reward! 3.91 1.05
6. The possibility of an award increased my level nfagement
: 3.80 0.97
with my team!
7. The score kept me fully involved in the group's\aiis! 3.89 1.08
8. I;)/Ir)ilzg?am had a higher performance due to the pdisgibif a 3.68 1.05
9. The Gamification process made it easier for meeteetbp new
: 3.95 1.04
businesses!

Source: Research Data (2019).

Table 2 shows that the research through the evamtgheat acceptance among the
interviewed population considering that the indegleswn in the table are between 3.68 and
4.58, which leads to the interpretation that theigpants agree with the items presented,
especially in the variables that present the mbotwawhich led them to participate in the
event, where the development of creativity, thesfimkty of developing an entrepreneurial
vision and innovation, and the possibility of deyghg new businesses, confirm the
importance using the Gamification tool to develewrbusinesses.

Still on Table 2, regarding to motivation, it isigent that the participants were
motivated to participate in the event, due to gmesconnections with professionals from
other areas and the possibility of developing evigt Design Thinking involves a high
degree of creativity, together with the generatodra practical and viable solution to the
problems raised (AMBROSE; HARRIS, 2011). Questibns§, 7 and 8 show that the reward
or award as an important element of gamificatioANAKA et al, 2013).

From the non-participant observation, it was pdsesio describe all elements of
games, belonging to the event, as well as to etatha level of interaction of the participants
and the methodologies used. Figure 1 shows the 2dasski (2013) model redesigned
according to the game elements found in the ex&atrtUp Day UPF 2019).
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Figure 1 — Gamification elements from Startup Day BF 20109.
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Sourc®eveloped by the authors (2020), adapted from kawski (2013).
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Figure 1 was constructed from the non-participdrgteovation, based on the model of
Marczewski (2013), which presents gamification gsaess composed of motivation, game
elements, user types and rewards. In the motivatjaadrant, which corresponds to
connection, creativity, achievements and their nmgg) it was found that all indicators are
present in the gamification model proposed by ttaet& Day UPF, as the methodology used
ensures full integration between the participawtsch significantly impacts the result of the
ideas developed, expanding the degree of creatastyt allows the integration of participants
with backgrounds in the most varied areas of kndgde Achievements are also present, as
Startup Day is divided into phases, where eachehas an evaluative activity that allows
each team to evolve in the ranking of scores aaugrtb their deliveries, which provides
greater meaning for the development of activitlasthis context, each participant starts to
view the gamification process with a more competitiook, expanding their level of
engagement, as according to Mattar (2018) humambdeel more committed in any game

structure.
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In the quadrant that represents the game elememisacterized by the challenges,
levels of competition, leaders, competition andatmration, it was possible to identify that
the gamified structure of the Startup Day UPF imposed of 10 phases, where each phase
has a challenge and which requires each team toseha leader, who is responsible for all
deliveries of the activities proposed in each preas also receives all the guidelines to pass
on to the team. There is a very well structured metition process that generates
collaboration between participants from the firstivaty to the last, which can be seen in the
quality of the projects developed during the evamd the level of innovation proposed by
each team to have a multidisciplinary group of ipgrants, which proves that the use of
gamification, as well as elements of the game aasitigely influence the development of
new businesses. Zichermann and Cunningham (20%t)ide that a gamified system can use
innumerable elements of games, to enhance the emgang of competitors.

The quadrant that characterizes the user typegmsrer, independent, entrepreneur
and consumer, it was possible to identify that @kticipants can be characterized as
explorers, because in addition to impacting thewkadge about entrepreneurship, the
gamified proposal of Startup Day UPF allows tha& tompetitors use all their knowledge to
search for new solutions that match the challengpgsed by the game, which was solutions
for health in the 2019 edition. For this methodglogwas also identified that at the same
time that everyone becomes an entrepreneur, evedyecomes a consumer of solutions that
aim to qualify their ideas, in order to have anrewere positive result for their ventures.

Rewards, present in the final quadrant, is charaei® by points, trophies and
achievements. It was identified that in additiorthe score that each team acquired in each
phase, there was also a final award, in whichhiheetwinning teams, in addition to receiving
first, second and third medals, were invited tdipgrate in the pre-incubation project, with
UPF Parque Incubator (IUP), where they receivectiaheed mentoring to develop the
business plan and support for the search for iovesind business rounds, carried out by
incubator. Marczewski (2013) defines that the relMarone of the main motivators of the
gamification process, but at the same time thesards may vary according to the proposal
or the objective of the gamified structure.

The gamification process, as presented in the maisurrounded by several aspects,
SO it is necessary to emphasize, as already meakidhat this composition represents the
quality of the gamification process, and it is metommended to only value the reward

elements that end up restricting a tool rich in m@ssibilities (NICHOLSON, 2012).
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After completing the research, it appears that geation has a highly impacting
power on users, which can be seen in the methogodbgStartup Day UPF, having a
gamified platform with the objective of creatinggsiilities for new business, which in fact,
occurs because most of the projects developed giuhe application of the tool have
potential for market scale. As an example, “CligkfRsional”, a company that emerged at
the first event and is now in the process of cadatihg itself in the market. Thus, the
importance of using gamified processes for the ldgweent of new business ideas is
positively proven (ROSSATO; NECKEL; MOZZATO, 2018).

In conclusion, by considering all dimensions togetlit is possible to identify that the
elements of the game, motivation and reward aexctly related with regard to the efficiency
of gamification, with respect to the engagemeranticipants. By developing a scenario that
integrates professionals from different areas abvedge, as well as different levels of
education, and consecutively the level of involvameith the proposed activity will be
directly expanding. Therefore, the challenge alsygan important role in the gamification
activity, enabling participants to achieve unexpdatesults, since according to Schumpeter
(1988), innovation is an ally in the developmennefv businesses, so it is necessary to have

an open mind for new processes and new methodslogie

5 CONCLUDING REMARKS

This paper aimed to evaluate the effectivenessamhi@cation as a tool for innovation
in the process of developing new businesses, ubmdstartUp Day UPF 2019 event as an
object of study. The event, which uses gamificatibas the design thinking process to
establish a series of 10 activities to solve thappsed challenge, which, in this edition, were
innovative business solutions in the health area.

The research was carried out in a qualitative amahtitative way. Firstly, through
non-participant observation during the 24 hourshef aforementioned event to observe the
elements of gamification present in the event: watiibn, game elements, types of users and
rewards. In addition, data was collected from thartippants using an electronic
guestionnaire. Of the 300 participants, 85 comi¢te questionnaire.

As a main result, it was identified that Gamificatican be a valuable tool for the
development of new businesses, as it allows graatmaction and commitment on the part of
users. It can be characterized as an effectiveepsy@s long as it is structured for a certain
purpose, because today gamification can act ierfit contexts effectively, and can also be
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adapted for a specific purpose, being it playfal, éntertainment, or even for professional

purposes. In this sense, the application of gaatiba at the business level still needs to be
better explored, as it offers numerous possibditieat can impact not only on the engagement
of workers, but also on the final results of orgations.

The limitations of this study are characterizedtiy scope of the chosen theme with
the targeting for games and by its emerging issoethe areas of management, as the
literature that involves real experiments at thenaggement level is still scarce, especially
with regard to a gamified process. As suggestiansfdture research, it is suggested to
investigate the individually way the methodologysed in gamified processes, to assess the
real engagement of the participants, as well apdissibility of creating new work fronts.

Finally, it can be said that the gamification pes has a positive influence on the
development of new businesses, as long as thes efgirelopment and application process is
well structured and focused on this segment, alwaeills the objective of solving a certain
problem, as Gamification can also be directly lshke innovation.
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