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Abstract 
Increased motivation by utilizing gamification is investigated in this report. Two problems in 
society were alerted by a finance company in collaboration with a Swedish university. The first 
problem was that people did not save enough for their retirement. The second problem was that 
some people saved money but did not have the money invested, which the finance company 
calls sleeping money. The company found that the reason for this was due to lack of motivation. 
In a general perspective, the two core problems are lack of motivation and unused resources in 
society. If sleeping resources were utilized, it could benefit those using the resource, the owner 
of the resource, and in society as a result of increased utilization of these resources. Multi-sided 
platforms are being used in various industries and are a great way to interconnect two different 
sides of a market, i.e. buyers and sellers. Gamification is proven to be an efficient way to 
motivate people. Therefore, the purpose of this study is to find a solution to how sleeping 
resources can be activated by utilizing gamification on a multi-sided platform. Generally, it was 
concluded that gamification can both intrinsically and extrinsically motivate users to activate 
sleeping resources. 
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Sammanfattning 
Ökad motivation genom att använda spelifiering undersöks i denna rapport. Ett finansbolag i 
samarbete med ett svenskt universitet uppmärksammade två problem i samhället. Det första 
problemet var att människor inte sparade tillräckligt för sin pension. Det andra problemet var 
att vissa människor sparade pengar men inte hade pengarna investerade, vilket finansbolaget 
kallar sleeping money eller på svenska: sovande pengar. Företaget kom fram till att orsaken till 
detta berodde på brist av motivation. I ett generellt perspektiv är de två kärnproblemen brist på 
motivation och att det finns mycket outnyttjade resurser i samhället. Om de outnyttjade 
resurserna används kan det gynna de som använder resursen, ägaren av resursen och hela 
samhället som ett resultat av ökat utnyttjande av dessa resurser. Flersidiga plattformar används 
i olika branscher och är ett bra sätt att koppla samman två olika sidor på en marknad, det vill 
säga köpare och säljare. Spelifiering har visat sig vara ett effektivt sätt att motivera människor. 
Syftet med denna studie är därför att hitta en lösning på hur sovande resurser kan aktiveras 
genom att använda spelifiering på en flersidig plattform. Generellt drogs slutsatsen att 
spelifiering kan aktivera sovande resurser med både inre och yttre motivation. 
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1 Introduction 
The following chapter introduces the background of the problem, followed by the problem 
formulation and the purpose. Finally, the research question is stated and delimitations of the 
study are described. 
1.1 Background 

The ongoing advances in computer science have enabled developers and designers to create 
larger, more powerful and valuable digital platforms. Multi-sided platforms (MSP) are being 
used in various industries to interconnect two different sides of a market, i.e. buyers and 
suppliers (Hagiu, 2009). A fundamental problem for an MSP is the chicken-and-egg problem 
where one side of the market must be present first in order for the other side to find value and 
become present. For there to be a plentiful of buyers or suppliers, there must exist incentives 
for both to be there (Hagiu & Rothman, 2016). There are several explored ways to attract buyers 
and sellers to an MSP through various incentives (Evans, 2003). However, extrinsic rewards 
make the user more interested in the reward instead of the performed task (Kohn, 1999). 

A method that possesses the potential to achieve an increase in motivation is gamification 
(Sailer et al., 2017; Robson et al., 2015; Tondello, 2016; Gnauk et al., 2012). There is no 
established definition of gamification but one description is; the implementation of game 
elements in a non-gaming context (Herranz et al., 2016; Hamari, et al., 2014; Seaborn & Fels, 
2015). The existing literature only confirms that gamification is fostering motivation applied in 
the following contexts; education, health, work, data-collection, marketing, social networking, 
crowdsourcing, and environmental protection (Sailer et al., 2017). 

There is a gap in the literature on what role gamification can have on an MSP and how 
gamification can increase the purchasing power of the buyers. Due to the potential efficiency 
of engaging people through gamification (Seaborn & Fels, 2015), this study will investigate 
how to improve engagement amongst the users on an MSP. To concretize the problem, a 
specific case was used. The chosen case in this study is a stock trading platform. 

The case was requested by a finance company in collaboration with a Swedish university. Two 
problems in society were alerted by the finance company in collaboration with the Swedish 
university. The first problem was that people around the world did not save enough for their 
retirement. The second problem was that some people saved money but did not have the money 
invested, which the finance company calls sleeping money. The company found that the reason 
for this was due to a lack of motivation amongst individuals. In a general perspective, the two 
core problems are lack of motivation and unused resources in society. A resource is generally 
defined as:  

An economic or productive factor required to accomplish an activity, or as means 
to undertake an enterprise and achieve desired outcome. Three most basic resources 
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are land, labor, and capital; other resources include energy, entrepreneurship, 
information, expertise, management, and time (BusinessDictionary, 2019). 

Sleeping resources in this study refers to available but unused resources. If sleeping resources 
were used, it could benefit those using the resource, the paid owner of the resource, and in 
society as a result of increased utilization of these resources. This study will, therefore, 
investigate if sleeping resources can be activated by utilizing gamification on an MSP.  

The term sleeping money refers to money that is not invested and is therefore not growing. 
Sleeping money has been a problem in the banking sector where customers do not invest their 
money in securities (AMEX, 2015). This has especially become a problem in the US where a 
quarter of the adult non-retired inhabitants does not currently have retirement savings or 
pension at all (BGFRS, 2017). Nordea’s private economist is recommending people to have 
between two and five months’ worth of salary as a buffer depending on the marital status (Bratt, 
2016). Having more uninvested money than that is considered unnecessary and a problem. If 
the sleeping money were invested, it could benefit the individual, the unit that is being invested 
in, and in society as a result of increased circulation of money. The case is, therefore, to explore 
how to utilize gamification on a stock trading platform. Gamification is a concept that has 
proven to increase engagement in similar contexts but never in the context of savings and 
investments on MSPs. 

Theories about behavioral finance, motivation and human-computer interaction (HCI) are 
needed to understand how sleeping money could be activated. Behavioral finance is important 
to understand how an individual behaves in different financial situations. Furthermore, 
knowledge about motivation is important as gamification is used as a type of motivator, thus 
understanding what motivates people to act is needed for the utilization of gamification. Lastly, 
knowledge about HCI is necessary for the process of how gamification could be implemented 
on MSPs and what challenges that comes along. Considering the importance of behavioral 
finance, theories about motivation and HCI this study will investigate these areas in a literature 
study, an analysis of relevant platforms, and conducting interviews. The interviewees will have 
a professional background connected to respectively previous mentioned areas, behavioral 
finance, motivation, and HCI. 

1.2 Problem Formulation 
The study is concerning the problem with sleeping resources, i.e. inactive resources that could 
be useful if they were active. In this study, the problem of sleeping resources is investigated in 
the financial industry where sleeping money is a problem. This study uses the case of a stock 
trading platform, which has two concrete problems. The first problem is that individuals do not 
save enough money. The second problem is that individuals do not invest their sleeping money. 
In a general perspective, the two core problems are lack of motivation respectively unused 
resources in society. If sleeping resources were used, it could benefit those using the resource, 
the paid owner of the resource and in society as a result of increased utilization of these 
resources. 
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1.3 Purpose 
This paper will discuss what and how gamification can be used on a multi-sided platform in 
order to increase the users’ motivation to take specific actions. The purpose of the study is to 
find a solution to how sleeping resources can be activated by utilizing gamification on a multi-
sided platform. 

1.4 Research Questions 

In order to find a solution to the problems alerted by the finance company and the Swedish 
university and to fulfill the purpose, this study will answer two research questions. This study 
will answer the main research question: 

- How could gamification on a multi-sided platform activate sleeping resources? 

Additionally, this study will answer a sub research question that will contribute to answering 
the more general formulated main research question. The sub research question is specifically 
addressing the case of gamification on a stock trading platform:  

- How could gamification on a stock trading platform activate sleeping money? 

1.5 Delimitations 
The study will use a case, focusing on sleeping money and on private stock trading. Both the 
perspective of the customer and of the owner of an MSP is considered. The study will only 
process game elements that are found in the literature review, conducted interviews, and 
conducted platform analysis. The study will not investigate what type of features that are most 
efficient to specific target groups. However, it is anticipated that the results of the study are 
most suited for individuals that are not or somewhat engaged to the purpose of a certain 
platform. The motivational effects of demographic variables will not be discussed. 

The study will collect empirical data by analyzing the use of gamification on existing platforms 
and by interviewing professionals with connections to gamification. However, the empirical 
data collection does not include data from customers. The reason why the empirical data 
collection is not including customers is that it requires an extensive quantitative data collection. 
It is believed that large quantitative data collection is better conducted by organizations that 
have access to many customers and have information about them. Therefore, professionals 
working in such organizations are believed to possess sufficient knowledge about their 
customers’ opinions. Thus, the professionals are representative of their organization’s 
customers.  
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2 Literature and Theory 
This chapter consists of a literature review followed by three main sections of literature and 
theory. The three sections contain literature about behavioral finance, motivation, and HCI. 
These areas of theory include vital information for understanding the problem of sleeping 
resources and how the problem can be solved, utilizing an MSP. 

2.1 Behavioral Finance 
Behavioral finance is a psychology-based theory that explains stock market anomalies, for 
example, ups and downs of a stock price. Within behavioral finance, you try to understand why 
people make certain financial choices. It is assumed that the characteristics of different actors 
in the market influence individuals’ choice of investment (Kenton, 2018). 

Some models are based on knowing that people are not rational because of their preferences or 
mistaken beliefs. Furthermore, people are loss averse and are, therefore, feeling as good by a 
$2 gain as they feel worse by a $1 lose (Ritter, 2003). 

2.1.1 Psychology of Savings 

Wärneryd (1989) writes about the psychology of savings in early economic thinking and refers 
to Von Böhm-Bawerk (1913) who argues for three main reasons why people prefer rewards in 
the present rather than potential larger rewards in the future. The first reason is the perspective 
underestimate of the future. Future rewards are less clearly perceived than present rewards due 
to the lack of ability to understand, flaws in making people choose less utility now rather than 
a larger utility in the future and the uncertainty about the future. The second reason is that 
generally, the relative surplus of satisfaction in the future is perceived too small compared to 
the satisfaction of a present reward. The third reason is that because of the technological 
progress and the fact that industry is becoming more capital and less work intensive, people 
value present goods more than future goods (Wärneryd, 1989; Böhm-Bawerk, 1913). 

The last mentioned reason is criticized by many researchers where one of them is Fisher (1930). 
Fisher accepted the first two main reasons for preferring the present rewards over future 
rewards. Fisher further elaborated these reasons and concluded that there are six characteristics 
that entail impatience which results in more spending. The six characteristics are; short-
sightedness, lack of self-control, the habit of spending freely, expectation of life, selfishness, 
and following fashion and trends (Fisher, 1930). 

Garbinsky and others (2014) conducted research about if feeling powerful increased saving. 
The results showed that people that felt more powerful led to increased saving compared to 
people that felt powerless. The reason why this was the case was investigated. It was concluded 
that the reason for increased saving, for people feeling powerful, was to keep money in the 
future and thereby maintain their status. However, if the purpose of saving was to spend money 
on a status-related product, the correlation of feeling powerful and saving is reversed. 
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Furthermore, if increased saving is not necessary to maintain power, the correlation of feeling 
powerful and increase saving disappears. Thus, people will increase their savings if it increases 
their status. Generally, there is a stronger connection between gathering resources that results 
in more power rather than saving money because of the feeling of powerfulness. These 
resources have many forms such as money and other status-related products (Garbinsky et al., 
2014). 

2.1.2 The Behavioral Life-Cycle Hypothesis 

In the behavioral life-cycle hypothesis, which is a life-cycle theory of saving, there are three 
main factors that affect people’s behavior financially. The first main factor is self-control, the 
second main factor is mental accounting and the third main factor is framing (Shefrin & Thaler, 
1988). 

The first main factor, self-control, is a problem and emphasizes the trade-off between rewards 
in the present and long-term benefits. Lack of self-control or in other words willpower may 
result in preferring immediate benefits rather than much larger benefits in the future. 
Furthermore, weak willpower results in people making decisions that are good and beneficial 
now but will have a negative effect in the future (Shefrin & Thaler, 1988). 

The second factor, mental accounting, is a solution to the problem of weak willpower. Mental 
accounting refers to having money specifically set aside for certain goals. Mental accounting 
will concretize the long-term benefits, which will result in that people realize the costs of short-
sightedness and acting on immediate desires (Shefrin & Thaler, 1988). 

The third factor, framing, means that the temptation of different mental accounts and the saving 
rate can be affected by how wealth is framed, in other words how health is described (Shefrin 
& Thaler, 1988). 

2.1.3 Risk 

Companies in all different kinds of industries are taking advantage of people’s view of risk. 
Some companies are exploiting people’s attitudes towards risk by implementing certain game 
elements.  It is well known that people like gambling and find it entertaining (Hamari et al., 
2015). 

In behavioral economics, there is the factor of uncertainty and how people’s behavior is affected 
due to this uncertainty. Empirical studies show that people are generally risk-averse and that 
people are even less likely to take a risk if there is uncertainty about the level of uncertainty. 
Furthermore, decision-makers are generally unable to consider the two different kinds of risk 
into a single uncertainty factor. As a result, the level of uncertainty is perceived as higher, which 
causes people to avoid such alternatives. This phenomenon is called ambiguity aversion 
(Hamari et al., 2015; Fox & Tversky, 1995). 
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2.2 Motivation 
There are several proposed definitions of motivation that have been produced throughout the 
years. A broad definition is proposed by Broussard and Garrison as “the attribute that moves us 
to do or not to do something” (Broussard & Garrison, 2004, p.106). Motivation is scarcely a 
unitary phenomenon amongst people. The difference lies within the level and the type of 
motivation. In self-determination theory, distinguishing between different types of motivation 
is based on reasons that give rise to an action. The most basic distinction is between intrinsic 
and extrinsic motivation (Ryan & Deci, 2000) and it is divided into these two ways because of 
practical purposes according to Cerasoli and others (2014) who refers to Pinder (2011). 

2.2.1 Fogg’s Behavior Model 

Fogg’s behavior model is a model that consists of three core factors that contribute to that a 
targeted behavior is happening. The three core factors are motivation, ability to perform the 
targeted behavior and being triggered to do it. For a behavior to occur all these three factors 
must happen at the same time. Furthermore, there are subcategories in each of the core factors 
that determine how a person will behave. In the first core factor, motivation, there are three 
subcategories, called elements of motivation in Fogg’s behavior model: 

• Pleasure or Pain 

• Hope or Fear 

• Social acceptance or Rejection. 

Pleasure or pain are powerful and people are acting instantly to these feelings as the results of 
these motivators are immediate. It requires very little thinking and is therefore great motivators. 
Hope or fear is, on the other hand, the anticipation of results rather than the actual results, but 
is not necessarily less powerful compared to the more immediate feelings pleasure and pain. 
Social acceptance or social rejection refers to that people will behave such that they are socially 
accepted and avoid decisions that entail social rejection (Fogg, 2009). The second core factor 
regarding ability has six subcategories, called elements of simplicity in Fogg’s behavior model: 

• Time 

• Money 

• Physical Effort 

• Brain Cycles 

• Social Deviance 

• Non-Routine 
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In order for someone to act he or she needs to have the time and money to do it. The physical 
effort matters and is considered if a certain decision is worth the effort. Brain cycles refer to 
how much you need to think in order to behave in a certain way. In general, people tend to 
behave in a way that doesn't require hard thinking. Social deviance is the barrier of going against 
norms in society. Non-routines is more difficult than behaving within routines, which is a reason 
to not behave outside the comfort zone. (Fogg, 2009) 

The third core factor is triggers and has, in Fogg’s behavior model, three subcategories called 
types of triggers: 

• Spark as Trigger 

• Facilitator as Trigger 

• Signal as Trigger 

Spark as the trigger is a trigger that motivates behavior. Facilitator as trigger refers to triggers 
that make a certain behavior easier. Signal as a trigger is a reminder to behave in a certain way 
(Fogg, 2009). 

2.2.2 Intrinsic Motivation 

Intrinsic motivation is defined as “the doing of an activity for its inherent satisfactions rather 
than for some separable consequence“ (Ryan & Deci, 2000, p.56). This is a critical element in 
social, cognitive, and physical development since it expands one’s knowledge and skills (Ryan 
& Deci, 2000). When validating self-determination theory it was found that intrinsically 
motivated individuals tend to perform better and be more persistent in activities that 
extrinsically motivated individuals. Furthermore, incentivizing an activity with punishments or 
rewards decreased the level of intrinsic motivation (Holland et al., 2013). 

According to Blythe and others (2004), the focus of motivating customers using products is 
often misplaced into trying to make the products fun to use, focused on cognitive stimulation. 
It is a mistake trying to make products like the Walt Disney approach. By doing so, the real 
issue of motivating customers is replaced by trying to make products fun in a non-adult way, 
which might work in some cases but is not really addressing the real problem. Rather than 
making things fun, the problem that should be addressed is how to engage people. Engagement 
is not always equal to fun, thus there are other ways better suited for motivating customers using 
certain products than making them fun to use (Blythe et al., 2004). 

Blythe and others stated that “users are not interested in products, they are interested in 
challenging experiences” (Blythe et al., 2004 p.9). Today, a lot of efforts are put into making 
things more intuitive in order to lower the bar for people to use certain products. However, there 
are more things that engage people into using certain products than comfort. Users are choosing 
to use a product, albeit it is difficult to use and understand. The reasons for this are many such 
as it is challenging, seductive, playful, surprising, memorable or moody, resulting in a positive 
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experience (Blythe et al., 2004). Holland and others (2013) explain that people play instruments 
because they are intrinsically motivated in the long-term. In self-determination theory, there are 
three defined intrinsic motives; mastery, autonomy, and purpose (Pink, 2009). The activity of 
playing and learning an instrument contains all these three motives. Holland and others (2013) 
further add that there are a number of heuristics that can be linked to each intrinsic motive when 
playing and learning an instrument. Mastery is linked to incremental development, complexity, 
and immediacy. Autonomy is linked to ownership and operational freedom. Finally, purpose is 
linked to demonstrability and cooperation (Holland et al., 2013). 

Another category of intrinsic motivation is aesthetics. There are several proposed types of 
aesthetics wherein the context of games, one alternative is suggested by Hunicke and others 
(2004). However, a more general approach is suggested by Hummels and Overbeeke (2000) 
who present five factors to what makes products attractive to people in the perspective of 
aesthetics and these factors are; 

• Functional possibilities and performance of the product. 

• The user’s desires, needs, interests, and skills. 

• General context. 

• Richness with respect to all the senses. 

• Possibility to create one’s own story and ritual (Hummels & Overbeeke, 2000). 

The first factor is referring to the proper functioning of the product and that if the product is not 
working as it should, the user will never appreciate the product. The second factor is mediating 
that the value of the interaction with the product will variate from different individuals based 
on the individual’s desires, needs, interests, and skills. The third factor means that the design 
of a product can and is influencing the context of where, how, and when the product is being 
used. Therefore, the user of the product might value the product differently regarding the 
context, the same product can be used in. The fourth factor refers to the importance to design a 
product in a way that users feel satisfied when using the product. Therefore, designers should 
try to diversify the range of feelings one can get from using the product in order to attract a 
larger target group since you cannot enforce a specific experience. The fifth factor emphasizes 
the importance of one’s own story and uniqueness. The product should be designed in a way 
that facilitates the process of creating a never-ending story and a relationship between the user 
and the product. A product should be tempting to use, explore, and interact with (Hummels & 
Overbeeke, 2000). 

2.2.3 Extrinsic Motivation 

According to Ryan and Deci, extrinsic motivation refers to “the performance of an activity in 
order to attain some separable outcome and, thus, contrasts with intrinsic motivation” (Ryan & 
Deci, 2000, p.71). 
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There are many different strategies on how to motivate customers to buy products. For example, 
you can utilize functional or psychosocial consequences. Functional consequences refer to 
direct physiological experiences using a product, such as eating a hamburger, which will satisfy 
your hunger. Functional consequences also include the performance of the product for example, 
how fast the new car is. Psychosocial consequences refer to how the consumer feels and the 
social aspect of the product. For example, having a luxury product will give you a certain status 
in society and others might be envious or look up to you. (Peter & Olson, 2009). 

When analyzing customer behavior, one of the most important factors when trying to make 
people buy your products is customer satisfaction. Customer satisfaction is important since 
customers are more likely to continue buying the product or service and also recommending 
them to a friend if satisfied. Therefore making customers satisfied is an efficient way of indirect 
advertisement as a result of the customers’ word-of-mouth recommendation. If a customer has 
had a good experience he or she will most likely recommend it to friends. However, this goes 
the other way around as well. If the service and experience are bad, the friends of the customer 
will surely be hearing that (Peter & Olson, 2009). 

According to the Boston Consulting Group, the word-of-mouth recommendation to a friend is 
four to five times more influential than the more indirect recommendation such as newspapers, 
social media, and television, etc. This means that the word of mouth recommendation is very 
effective marketing (Bjornland et al., 2015). 

2.3 Human-Computer Interaction 
HCI is a field of study that concerns the interaction between humans and computers. HCI is 
about understanding how a device or a system can be more useful (Carrol, 2003).  

2.3.1 High-Functionality Applications 

When designing a high-functionality application, i.e. an application that is complex with a lot 
of features, there are three main problems that must be considered. The first problem to consider 
is that unused functionality should not get in the way. The second problem one should address 
when designing a high-functionality application is that unknown existing functionality, for the 
user, should be accessible when it is needed. The third problem is that it should be easy to learn 
how to use and remember how to use the most common functionality in the application (Fischer, 
2001). 

2.3.2 Multi-Sided Platforms 

MSPs have existed for a long time, but it is only recently that, with the help of information 
technology, one can build larger, more powerful and valuable platforms. According to Hagiu 
(2009), an MSP facilitates interactions across a variety of sides so that users on one side are 
more likely to take a position on an MSP when more users on another side do it. Seven years 
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after this publication, Hagiu and Wright (2015), formed two basic features that an MSP provides 
which are visualized in Figure 1: 

• An MSP should enable direct interactions between several distinct sides 

• The distinct sides should also be affiliated with the platform. 

 

 

Figure 1. Definition of an MSP based on the work by Hagiu and Wright (Hagiu & Wright, 2015, p.165). 

Designing and growing an MSP is a complex process. The most successful MSPs do not stand 
still, they are dynamic, constantly expanding the depth and reach of the platform, and redefining 
its limitations (Hagiu, 2009). The first growth problem for an MSP is the so-called Chicken-
and-Egg problem. If there are no buyers on an MSP, there is vague or no incentive for a supplier 
to be on an MSP, the same is true vice versa (Hagiu & Rothman, 2016). 

A difficulty with a digital MSP is to ensure trust and safety for the participating sides. A system 
called Ratings-and-Reviews counteracts this issue, which is used by almost all prominent 
marketplaces. This system enables the distinct sides to rate and review each other (Hagiu & 
Rothman, 2016). More generally for online platforms, the format and content of the interface 
can effectively influence trust and in several cases, trust is dependent on surface features on the 
interface rather than the true capabilities of the system (Lee and See, 2004). Furthermore, a 
study showed that specifically, colors and a balanced layout in cyber-banking interfaces induce 
trust (Kim & Moon, 1998). 

2.3.3 Gamification 

The buzzword gamification has been circulating around since 2002 when it was first mentioned 
and is now a well-established technique within HCI (Rapp et al., 2018). Since then, several 
definitions of gamification have been proposed. Currently, there is no recognized definition of 
the concept because of disagreements amongst researchers and practitioners (Landsell & 
Hägglund, 2016). However, there is one definition that is generally being used (Seaborn et al. 
2015; Meske et al., 2016) where gamification is defined as “the use of game design elements in 
non-game contexts” (Deterding et al., 2011, p.1). Robson and others (2015) further add that 
game design elements are applied to motivate and engage individuals in non-game contexts. 
Figure 2 illustrates how gamification distinguishes itself from other similar concepts; serious 
games and playful interaction. 
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Figure 2. A visual description of how gamification differentiates from serious games and playful interaction 
(Deterding et al., 2011, p.2). 

A serious game is described as a game that is designed as a whole game with non-entertainment 
purposes (Deterding et al., 2011). The author (Abt, 1987) of the first definition of serious games 
emphasizes that serious games should not be used for entertainment purposes and should 
instead be used for educational purposes (Silva et al., 2019) similar to gamification. The 
difference between serious games and gamification lies into what extent an application is 
deemed as a game. Gamification refers to game elements that do not constitute a whole game. 
The line between these two concepts is often ambiguous (Deterdring et al., 2011). 

Playful interaction focus on mediating fun, pleasurable, and enjoyable experiences for a user 
when interacting with an application (Taharim et al., 2014). Contrary to education is play and 
entertainment. In theory, this is what distinguishes gamification from playful interaction. In 
practice, the design of a gamified application will most likely give rise to playful mindsets and 
behaviors (Deterding et al., 2011). 

Game design elements have similar functions to a set of building blocks. They are characteristic 
to games but these elements are not essentially found in games, they are associated with games. 
There is debate over which game design elements are characteristic to games (Deterdring et al. 
2011). Examples of game design elements can be leaderboards, badges, and prices (Chou, 2016; 
Dichev et al., 2014). These elements are used for providing quantitative feedback on the users’ 
performance. This encourages competition since users can compare one’s achievements to one 
another. To provide more qualitative feedback on individual performance, performance graphs, 
social connections, and narrative meaning are adequate game design elements that can be 
utilized (Engslätt, 2017). 

There are several explored domains in the studies on gamification where education is the most 
explored. The result found in the different domains suggests that similar implementations do 
not necessarily impact individuals in the same way. Furthermore, the effects of gamification 
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vary amongst individuals. For example, demographic variables have an impact on effectiveness 
(Seaborn & Fels, 2015). 

Andrade and others (2016) point out three dark sides to gamification applied in the context of 
learning. They call the first negative side for off-task behavior. This means that different game 
elements that are not linked to the platform's purpose can distract the user. An example of this 
is customization features that allow the user to spend time on the platform but does not 
contribute to helping the user reach the purpose of the platform. The second negative aspect is 
undesired competition. A common example of this is leaderboards where users with low 
performance and poor self-efficacy are more prone to a reduction of engagement and interest. 
This is because users feel forced to compete against other peers. The third downside of 
gamification is addiction and dependence. A sensation like flow can be addictive just as various 
game features. The user can, for example, be more focused on receiving more points or climbing 
the leaderboards rather than focusing on the main objective of the gamified system. Secondly, 
the user might become dependent on extrinsic rewards in order to stay engaged (Andrade et al. 
2016). In the context of consumption in games, an addictive consumption is described as a 
disproportionate uncontrollable desire to make purchases. Addictive consumption arises as a 
way to avoid or overcome various feelings as for example tension, depression, and anxiety (Lee 
et al., 2018) 

The ethical dimension of gamification is discussed by Versteeg (2013) who points out the 
importance to acknowledge that gamification uses manipulative tools to guide users towards a 
specific action. Because of this, Versteeg has developed a beginning to a code of ethics when 
using gamification. 

• Designers should not seek to persuade anyone of behavior they themselves would not 
consent to be persuaded of. 

• The intended behavior of persuasive technology should not be dangerous, harmful or 
risk-increasing to users or their surroundings. 

• Persuasive technology should aim to benefit the majority of users, both in behavior and 
in moral character. (i.e., it should stimulate virtue, not vice.) 

• The persuasive technology should not discriminate; it should treat users in identical 
circumstances equally. 

• Designers should disclose their motivations and intended outcomes, thereby avoiding 
deception to achieve their persuasive goals. 

• Designers should take the responsibility to examine and evaluate reasonably predictable 
outcomes of the technology they design (Versteeg, 2013, pp.47-48). 

However, users have the final responsibility to realize that their behavior can be affected by 
technologies (Versteeg, 2013).   
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Because people respond differently to gamification (Seaborn & Fels, 2015), a new topic has 
caught attention. The personalization of gamified applications seems to be more engaging 
compared to a one-size-fits-all approach (Tondello, 2016). Researchers have categorized people 
into different groups depending on various factors (Zichermann & Cunningham, 2011; 
Marczewski, 2015). The approach that is based on theories of extrinsic and intrinsic motivation 
is the Hexad by Marczewski (2015). It categorizes people into six basic different groups where 
an individual can be categorized under several types simultaneously. These six types can be 
seen in Table 1. 

Table 1. The six different player types according to Marczewski (2015). 

Player type Motivated by 

Socializers Relatedness 

Free Spirits Autonomy and self-expression 

Achievers Mastery 

Philanthropists Purpose and meaning 

Disruptors Change 

Players Extrinsic rewards 
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3 Framework 
There are several proposed gamification design frameworks (Riera et al., 2015). The chosen 
framework, the Octalysis framework proposed by Chou (2016), suggests that there are eight 
core drives which explains why an individual is motivated or not. These eight core drives are 
based on different psychological theories and research. This chapter ends with a review of the 
framework.  

3.1 The Octalysis Framework 
Yu-Kai Chou is an author and international keynote speaker on gamification and behavioral 
design who saw a need for a tool that could help build strategies and analyze the implementation 
of gamification. After years of research, Chou presented a framework called Octalysis which 
can be seen in Figure 3. The name derives from an octagon used to simply illustrate a human's 
eight psychological core drives that motivate people to perform an action. How the different 
core drives are located in the octagon depends on the nature of the motivation which they are 
associated with. Each core drive will be explained more in detail below (Chou, 2016). 

The left side of the Octalysis is associated with ownership, analytical thought, and logic. These 
individuals tend to be motivated by extrinsic elements such as badges, rewards, goals, and 
points. When an individual acquires the rewards or achieves the goals or get used to it, the 
desired behavior will be affected negatively. The right side of the Octalysis is associated with 
intrinsic motivation. Activities such as creativity, social-dynamics, and self-expression are 
rewarding by their own for individuals (Chou, 2016). 

The top side of the octagon is called the white hat gamification. These core drives are considered 
as positive motivations and make individuals feel fulfilled, powerful, and satisfied. These do 
not attain a plentiful of urgency. The bottom side of the octagon is called black hat gamification. 
These core drives are considered as negative motivations and it makes individuals feel obsessed, 
addicted, and anxious. These core drives leave a bad taste in the mouth despite the fact that it 
consistently motivates to continue (Chou, 2016). 

3.1.1 Core Drive 1 - Epic Meaning and Calling 

Meaning is something everyone looks for more of and awe is a product when one recognizes 
he or she is a part of something bigger than themselves. According to several psychologists, 
awe is the most gratifying and overwhelming positive emotion one can feel (McGonigal, 2011). 
Epic meaning and calling is the prime White Hat core drive within the Octalysis and if it is used 
correctly, it has the ability to strengthen the other seven core drives and underline the purpose 
of the activity. The weakness of this core drive lies within the struggle of implementing 
believability and also the absence of urgency within the motivation (Chou, 2016).  
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Figure 3. An illustration based on the Octalysis framework by Chou (2016). 

3.1.2 Core Drive 2 - Development and Accomplishment 

One of the most primal emotional rushes one can experience is called Fiero which is the Italian 
word for pride. Fiero is what one feels after they have defeated adversity. Everyone expresses 
Fiero similarly and it is one of the most powerful neurochemical highs one can experience. 
Fiero is dependent on how challenging an obstacle is to overcome. The more difficult the 
assignment, the more intense the Fiero becomes (McGonigal, 2011). When a person is proud 
of accomplishing a difficult task or if driven by a sense of growth, the second core drive is 
achieved. It is rather simple to add game elements into an experience that boosts this core drive 
where points, badges, and leaderboards appeal to this core drive. It is important to implement 
these game elements elegantly and carefully to achieve the desired feelings of the users (Chou, 
2016).  

3.1.3 Core Drive 3 - Empowerment of Creativity and Feedback 

This core drive has long-term positive emotions and it is emphasizing intrinsic motivation 
which is confirmed by its location on the Octalysis. Chou states that “when a user can 
continuously tap into their creativity and derive an almost limitless number of possibilities, the 
game designer no longer needs to constantly create new content to make things engaging” 
(Chou, 2016, p.129). It is important to not only have one standard way to win. It is better to 
provide users with several different meaningful choices so that one more easily can express 
creativity and still possess the ability to win. This is probably the most difficult core drive to 
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implement correctly. This core drive is seen as more effective in the later stages of a game and 
it often decides if a game is ephemeral or not (Chou, 2016). 

3.1.4 Core Drive 4 - Ownership and Possession 

The endowment effect is the phenomenon that when a person begins to own an object, the 
personal value of the object immediately increases compared to others who are not in possession 
of that object (Kahneman, 2011). The endowment effect is also realized when a person 
possesses a sense of owning an object. List (2003) further proposes a caveat to this phenomenon 
that when an object is seen as a tradable good, the endowment effect diminishes. The fourth 
core drive represents the desire to protect, improve, and obtain more of something. It is the 
primary drive that compels people to collect objects or accumulate wealth. It is located on the 
far left on the Octalysis which means as previously stated that it is associated with analytical 
thinking. Decisions are primarily based on analysis and logic which are reinforced by a desire 
for possession. This core drive is a powerful motivator that can make people act irrational and 
also bring emotional comfort (Chou, 2016). 

3.1.5 Core Drive 5 - Social Influence and Relatedness 

This core drive involves activities that are inspired by what other people think or do. It is located 
on the far right side of the Octalysis and is associated with intrinsic motivation. It plays upon 
people’s desire to connect and compare with other people. If this is used correctly, it is one of 
the most powerful and long-lasting motivators for people to become engaged, but it can be 
overused. Many platforms exploit the mass friend-spamming mechanics which decreases the 
original social purpose of fun and collaboration (Chou, 2016). 

3.1.6 Core Drive 6 - Scarcity and Impatience 

People have a natural tendency to desire objects that are difficult to obtain because of 
unavailability or of the high cost. This motivates people to perform specific and sometimes 
irrational actions (Lynn, 1992). Controlling this drive can be difficult and if it is misused by 
mishandling the impatience factor, it could lead to a denial mode of the users. If this drive is 
fused with the seventh and eight core drive, it becomes a powerful engine to push for great and 
urgent consumer action (Chou, 2016).  

3.1.7 Core Drive 7 - Unpredictability and Curiosity 

Unpredictability adds a measure of anticipation and there is an emotional build-up when waiting 
for something unpredictable to occur. Furthermore, curiosity is linked to the rush of interest 
when exposed to a visual stimulus (McGonigal, 2011). This is the core drive which is the 
driving force behind people’s infatuation with uncertain experiences. People can become 
addicted to the unpredictable chance of winning and with a higher risk and higher reward, a 
system can become more engaging. Curiosity increases the intrinsic motivation in people and 
by applying elements that are designed for this drive, one can retain users on the system for a 
longer time (Chou, 2016). 
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3.1.8 Core Drive 8 - Loss and Avoidance 

This is the prime Black Hat core drive located on the bottom of the Octalysis. It motivates 
people by inducing fear of losing possession over something or by the fear of having unwanted 
events to occur. This is a commonly exploited core drive by social game designers to motivate 
users towards performing desired actions (Chou, 2016). 

  



 

18 

4 Methodology 
This chapter firstly presents the research design and a brief discussion about why certain 
methods were used. The succeeding sections explain how the literature, theories, and 
framework was evaluated and selected. This is followed by a section describing how the data 
was gathered in this report. The first part explains how the interviewees were selected and how 
the interviews were conducted. The second part describes how the analyzed platforms were 
selected and how they were analyzed. A discussion about data quality is then presented through 
the aspects of internal-, external-, and construct validity and reliability. Finally, a discussion 
about ethics is outlined. 

4.1 Research Design 
This explorative case study has had an abductive approach. Dubois and Gadde (2002) state that 
a case study should be recognized as a strength instead of a weakness as discussed by Yin 
(1994). Case studies are generally particularly valuable to understand the interaction between a 
phenomenon and its context (Dubois & Gadde, 2002). The case of a stock trading platform was 
used to contextualize the findings from the literature review and empirical fieldwork. It also 
enabled for more practical and applicable results and the discovery of new dimensions 
(Blomkvist & Hallin, 2015). Furthermore, the study allowed for adjustments throughout the 
research process. This was beneficial when new insights emerged from empirical findings. This 
is suggested to be of importance when building theory from case studies according to Eisenhardt 
(1989). 

The study had an abductive approach which is fruitful when the objective of the research is to 
explore new things (Dubois & Gadde, 2002). The abductive approach led to new material in 
the literature study being added throughout the project. Fogg's behavior model, ethics, and 
addiction are examples of literature that were added closer to the final stage of the report. 
Furthermore, the research question was changed from having a focus on defining current game 
elements used on various platforms to a focus on how gamification on an MSP can activate 
sleeping resources. The inductive approach is common when conducting social science research 
(Blomkvist & Hallin, 2015) and was adopted naturally at the beginning of the study because 
gamification from a savings perspective was unexplored in the literature. After gathering 
information and theories regarding behavioral finance, motivational psychology, and HCI, the 
study took a more deductive approach with a hypothesis about what results eventually would 
be found. 

This study has had a qualitative design since it comes with several advantages. A qualitative 
study can provide a deeper understanding of a phenomenon. Therefore, it is appropriate for 
answering the questions of; who, how, where, and why (Blomkvist & Hallin, 2015). The reason 
why this study conducted qualitative interviews instead of for example only gather information 
from a focus group was to avoid omitted opinions in potential unregulated discussions. 
Furthermore, it was to make sure that participants dare to say all their opinions. 
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4.2 Literature Review 
In order to understand how sleeping resources can be engaged, utilizing gamification with an 
MSP, knowledge about behavioral finance, theories about motivation, and HCI is needed. 
Behavioral finance is important to understand how an individual behaves in different financial 
situations. Furthermore, knowledge about motivation is important as gamification is used as a 
type of motivator, thus understanding what motivates people to act is needed for the utilization 
of gamification. Lastly, knowledge about HCI is necessary for the process of how gamification 
could be implemented on MSPs and what challenges that comes along. 

At the beginning of the literature study, articles and books about gamification were studied. 
The selection of specific articles and books were based on the number of quotes, date of 
publication, and in some cases based on popularity. Google Scholar and Web of Science were 
used as search engines with the keyword: gamification, human-computer interaction, game. 
These articles and books guided the authors to explore theories regarding motivation, HCI, and 
behavioral finance which are the three main areas of theory this study used as a foundation. 
Literature within these three main research areas was selected based on their relevance to the 
purpose of this study. Gamification literature guided the authors into HCI which was then 
explored. 

The authors received suggestions from two teachers at KTH to explore specific theories and 
authors in the subject of behavioral finance that they considered would be relevant to the 
specific case of a stock trading platform. Some sources within the subject of HCI were 
recommended in prior courses at KTH. The references within these specific articles and books 
were then explored and, in some cases, used. 

When searching for and selecting motivation theories, each author of the used literature was 
evaluated by academic rank in research institutions, the field of research, and the research 
institute. Google Scholar and Web of Science were used as search engines with the keywords: 
motivation, extrinsic, and intrinsic. Extrinsic and intrinsic was used as keywords since most of 
the research about gamification consistently use self-determination theory to explain the nature 
of how people are motivated (Seaborn & Fels, 2015). The used framework in this study is also 
partially based on extrinsic and intrinsic motivation. Articles and books with a higher number 
of quotes were prioritized. The references in these chosen articles and books were then explored 
and, in some cases, used. The year of publishing was included when evaluating the articles and 
books. Ethical aspects of gamification were added later in the literature review process. The 
literature on ethics also highlighted the importance of incorporating information about 
addiction. 

4.3 Framework 
The role of the framework in an abductive approach is significant and in this study carefully 
selected to not be too tight nor too loose. This approach does not leave the framework exposed 
to deception and data overload (Dubois & Gadde, 2002). A typical case study report is often a 
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long narrative that does not follow a predictable structure and is difficult to read and write. To 
avoid this pitfall, the study was built on a clear framework (Yin, 1981). An established 
framework within the gamification industry was used which is fruitful when exploring a new 
phenomenon. This allows for a more bounded exploration (Tidd & Bessant, 2013). It exists 
several proposed frameworks for gamification. This forced an evaluation process of several 
different frameworks described in the literature. Riera and others (2015) review several 
gamification design frameworks where they divided them into two groups; generic and 
business-specific. Because the business-specific frameworks only specified on pure business 
purposes, those were not relevant for this study. 

Riera and others (2015) present ten generic frameworks where four included tracking and 
measuring the effectiveness of the implemented game elements. The purpose of this study was 
not to measure the effects of implemented game elements. There were only one of the remaining 
frameworks that had a human-focused design. This framework was called Octalysis and was 
proposed by Chou (2016). The framework is also based on theories about extrinsic and intrinsic 
motivation. Therefore, the Octalysis was chosen as this study’s framework. 

The Octalysis framework is an efficient tool to analyze features and game elements on a 
platform and categorize them into one of the framework’s core drives of what motivates people. 
However, the downside with the framework is that it cannot categorize every feature, as some 
features might not fit into any of the core drives. Visuals, audio, bugs, and game controls are a 
few examples of features that do not fit into any core drives in the Octalysis framework even 
though they affect people’s motivation (Salonen & Mohammad, 2017). 

The Octalysis framework does not consider triggers or if people are able to do what they are 
motivated to do. The Octalysis framework, as well as this study, focuses on general motivators 
that can be achieved by utilizing gamification (Chou, 2016). 

4.4 Data Gathering 
This study gathered data from interviews and from an analysis of five platforms where it was 
investigated how gamification and what game elements were utilized. 

4.4.1 Interviews 

In this study, nine interviews were conducted. The purpose of the interviews was to gain a 
greater understanding and obtain more knowledge about how to motivate and engage people 
through gamification. The interviewees were not asked to talk about their company or how the 
company was working with motivation. The interviewees were asked to talk about how they 
would ideally motivate people from the perspective of a stock trading platform, based on their 
experience. Since the gaming industry has a lot of research regarding how to motivate people, 
several established game producers were contacted. Companies within the financial industry in 
Sweden were also contacted and interviewed to obtain a greater understanding of the financial 
behavior amongst individuals. 
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The interview template was chosen to be semi-structured which enabled for new questions to 
be raised if new insights were revealed during the interview (Blomkvist & Hallin, 2015). Open-
ended questions were used with the purpose of keeping a fluent discussion. Two interviewers 
were present during the interview where one took the role of asking questions and one took the 
role of writing notes. This was done to prevent the loss of valuable information in case of 
technological malfunction. The interview questions did not specify any specific game elements. 
The purpose was to gather the interviewees’ ideas and thoughts without interference from the 
interviewers. The interview questions can be found in Appendix A. A summary of the 
interviews can be seen in Table 2 

The answers to the interview questions and important comments by the interviewees were 
transcribed. The answers were interpreted and rewritten to a more concise form in order to make 
the findings understandable. The interpretations were approved by the concerned interviewee. 
If the interviewee had a concrete answer to a question, it was categorized into one of the core 
drives in the Octalysis framework. However, the comment was categorized into the section of 
supplementary findings if the interviewees had important comments about motivation that did 
not fit into any of the core drives. When all interviews had been conducted, patterns between 
the interviews were observed. The last step of how the data collected by interviews was 
managed, was to conclude the findings in a continuous text. The intention of the continuous 
text was to provide the reader with an understandable context. Also, if possible, several 
interviewees that talked about similar areas were referred to in the same paragraph, which 
makes the findings more reliable. All interviewees approved their findings the continuous text. 

The first interview was with an established Swedish game producer. The selected interviewee 
was affirmed beforehand to hold great knowledge in this specific research area. The interview 
questions were sent to the interviewee so that the person could prepare. The interview was held 
face-to-face in Swedish. The interview was recorded with consent from both sides and later 
transcribed. The valuable material was then translated and sent to the company’s public 
relations department to validate the use of the author’s transcription. After consent, the material 
was inserted into this paper.   

The second interview was with an established Nordic bank. The selected interviewee was 
affirmed beforehand to hold great knowledge in behavioral finance from both a theoretical and 
practical perspective. The interview questions were sent to the interviewee so that the person 
could prepare. The interview was held face-to-face in Swedish. The interview was recorded 
with consent from both sides and later transcribed. The valuable material was then translated 
and sent to the interviewee to validate the use of the author’s transcription. After consent, the 
material was inserted into this paper. 
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Table 2. Summary of conducted interviews. 

Date ID Company Role Time [min] 

2019-02-27 Interview A Swedish game 
producer 

Senior Director 55 

2019-03-28 Interview B Nordic bank Behavioral Insight 
Expert 

44 

2019-04-02 Interview C Nordic bank Product Owner Trading 36 

2019-04-05 Interview D Consultancy Management Consult 38 

2019-04-10 Interview E Computer 
programming 

CEO/Business 
Developer 

53 

2019-04-11 Interview F Content creator for 
online casinos 

CCO 20 

2019-04-11 Interview G Online stockbroker Content Manager 60 

2019-04-15 Interview H Consultancy Behavior Strategist 45 

2019-04-16 Interview I Online stockbroker Product Owner 64 

The third interview was also with an established Nordic bank. The interviewee was suggested 
by the second interviewee in this study to hold valuable information regarding the research 
topic. The interview questions were sent to the interviewee so that the person could prepare. 
The interview was held face-to-face in Swedish. The interview was recorded with consent from 
both sides and later transcribed. The valuable material was then translated and sent to the 
interviewee to validate the use of the author’s transcription. After consent, the material was 
inserted into this paper. 

The fourth interview was with a consultancy company. The interviewee was found on a 
company event regarding gamification and was assured to have several years of experience 
about gamification. The interview questions were sent to the interviewee so that the person 
could prepare. The interview was held through a phone call in English. The interview was 
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recorded with consent from both sides and later transcribed. The valuable material was then 
translated and sent to the interviewee to validate the use of the author’s transcription. After 
consent, the material was inserted into this paper. 

The fifth interview was with a company that specifically worked with how to engage people on 
digital platforms utilizing gamification. The interview was held face-to-face in Swedish. The 
interview was recorded with consent from both sides and later transcribed. The valuable 
material was then translated and sent to the interviewee to validate the use of the author’s 
transcription. After consent, the material was inserted into this paper. 

The sixth interview was with an international game studio who focuses on creating content for 
online casinos. The interview was held face-to-face in English during a fair. The interview was 
noted down with consent from both sides due to surrounding noise which hindered the 
recording. The transcribed material was validated after the interview. This interview did not 
follow a structured format with predetermined questions. 

The seventh interview was with an online stock broker. The interview was held face-to-face in 
Swedish. The interview was recorded with consent from both sides and later transcribed. The 
valuable material was then translated and sent to the interviewee to validate the use of the 
author’s transcription. After consent, the material was inserted into this paper. 

The eighth interview was with a company that specifically worked with human behavior and 
gamification. The interviewee was asserted beforehand to hold great knowledge within 
gamification on digital platforms. The interview was held through the phone in Swedish. The 
interview was recorded with consent from both sides and later transcribed. The valuable 
material was then translated and sent to the interviewee to validate the use of the author’s 
transcription. After consent, the material was inserted into this paper. 

The ninth interview was with an online stock broker. The interviewee was suggested by 
Interviewee G to have valuable knowledge regarding games and finance. The interview 
questions were sent to the interviewee so that the person could prepare. The interview was held 
face-to-face in Swedish. The interview was recorded with consent from both sides and later 
transcribed. The valuable material was then translated and sent to the interviewee to validate 
the use of the author’s transcription. After consent, the material was inserted into this paper. 

To follow the GDPR, the recordings and transcriptions were securely stored. When the 
reworked text was approved by the interviewee and the company, the transcription was deleted 
and the reworked text was implemented in this paper. Sensitive personal information was 
directly erased from the transcription if encountered (European Union, 2016). Companies that 
were interviewed in this report were kept non-disclosed and only a superficial description of 
the interviewees was presented so those specific individuals would not be disclosed. 
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4.4.2 Selection of Platforms 

The purpose of the analysis of the platforms was to gather more knowledge about gamification 
by looking for what kind of game elements that were implemented on current digital platforms. 
It was also conducted to determine where differences and similarities existed (Yin, 1994). The 
content from each platform was analyzed separately to give a complete picture of each 
platform’s approach to gamification. The Octalysis framework by Chou (2016) was used as a 
framework when analyzing each platform. There is no connection between the selection of 
platforms and the conducted interviews. The selection of each platform was done carefully with 
the intention to gain a broad overview of how companies in different industries are using 
gamification. The platforms were selected based on their business model. The chosen platforms 
are active in the financial industry, the gaming industry, or in the online retail industry. The 
financial industry was chosen because it relates to the case with savings and sleeping money. 
The gaming industry was chosen because games have a lot of game elements. The online retail 
industry was chosen to investigate how a platform can motivate people to be more active on the 
platform and how to increase the purchasing power of the customers. 

The first analysis was concerning the online bank Avanza. Avanza was chosen to be 
investigated since it is strongly connected to savings and is a large financial platform. Therefore, 
it was assumed that Avanza had thought about how to motivate potential and current customers 
to invest money using Avanza’s platform. Thus, Avanza might have parts of the solution to 
how to activate sleeping money. 

The second analysis was concerning the mobile game producer KING. This company has 
produced several games, but Candy Crush Saga was chosen to be investigated. This was 
because Candy Crush Saga is their most successful game. This study conducted an analysis of 
a game because gamification stems from the gaming industry (Chou, 2016). Thus, this analysis 
especially sought to find new game elements that motivate individuals. The analyzed game 
version was 1.145.0. 

The third analysis concerned the online retailer Webhallen. Webhallen was chosen because it 
recently implemented a bunch of game elements on its platform. The used game elements were 
presented by Webhallen on their web page. This analysis sought to find game elements that 
were used on a more serious platform. 

The fourth analysis concerned the MSP eBay. This platform was chosen because it was an 
online MSP. Chou (2016) had worked for eBay 2013 and did an analysis of how eBay used 
gamification. Chou’s analysis was used as a guideline in combination with the Octalysis 
framework. This analysis takes on the perspective of both the seller and the buyer. 

The fifth analysis concerned the personal finance application Long Game Savings. This 
platform was relevant to the study because it had several similarities with this report’s case. 
This analysis sought to find game elements that are suitable in a more serious environment and 
in a savings context. 
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4.5 Data Quality 
In this section, the quality of the research study is discussed and it can in some cases be divided 
into four parts. These four parts are; internal-, external-, construct validity and reliability. Since 
this is an explorative study, internal validity is omitted (Yin, 1994). 

4.5.1 Validity 

External validity is synonymous with generalizability (Gibbert et al. 2008) and it establishes 
the domain to which a study’s findings can be generalized (Yin, 1994). Case studies are often 
criticized for being subjective and primitive which is not scientific. The generalizability lies 
within the research design and choice of case. Because this is a case study, this research cannot 
result in statistical generalizability. However, analytical generalizability is achieved by 
discussing how the chosen case relates to other cases which can be found in the discussion of 
this paper. A discussion about how money relates to other resources was also included in the 
discussion chapter. 

Construct validity defines to what extent a study leads to the accurate observation of the reality 
during the data collection phase. To achieve a higher degree of construct validity, important 
findings in this study was supported by several different sources (Yin, 1994). Great emphasis 
was placed on supporting statements in the first and second chapters of this paper by having 
several different sources supporting the information. Triangulation was used to look at the 
researched phenomenon from different angles. Literature, platform analysis, and interviews 
were used as data collection strategies (Gibbert et al., 2008). 

4.5.2 Reliability 

This study achieves high reliability because of several different reasons. The study provides a 
detailed and thorough description of the used methods to gather data and from where it was 
collected. The Harvard referencing system was used in this study to simplify the traceability for 
the reader. Several digital sources used in this study were not accessible to the public, this could 
affect the reliability. 

There is a risk that the conducted platform analysis can obtain other outcomes if the collection 
method were to be performed by someone else. The date is important to take into consideration 
here because the examined platforms are updated regularly. If possible, this study reports for 
which version the examined platform had at the time of the investigation. This study has 
attempted to support the findings with sources from the investigated platforms where they 
review the various functions that a user is exposed to on the platform. 

Nine interviews were conducted in this study. Even though the interviewees were experts in 
their area, the reliability of the findings would increase, if more interviews were conducted. 
Furthermore, if opinions of customers were investigated, the reliability of the findings would 
further increase. This study contains parts where the authors expressed their own thoughts and 
ideas supported by theories and empirical findings. This is affecting the reliability of the study. 
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However, the analysis is based on theories and empirical findings, which support each other, 
which should lead other researchers to reach a similar conclusion. Eventually, the conclusions 
will converge. 

4.6 Ethical Considerations 
The researchers in this study have taken ethical considerations into account throughout the 
study process. Special attention was given to the ten principles of the Code of Honor of the 
Swedish Association of Graduate Engineers (2019) and the four ethical requirements stated by 
the Swedish Research Council (2002). A code of ethics within gamification (Versteeg, 2013) 
is also introduced in the literature study which later is used to discuss the findings of the report. 
This was done to enlighten the importance of ethics within gamification. 
The used sources in this paper have been carefully evaluated in order to gather credible 
information. The different factors which the researchers evaluated were its publisher, where it 
was published, the time it was published, and its relevance to this research. 
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5 Empirical Findings 
Findings from the nine conducted interviews are categorized into the eight core drives of the 
framework, the Octalysis framework. Not all the findings from the conducted interviews could 
be categorized under this framework so an additional section for these findings can be found 
after the sections about the core drives. 

5.1 Core Drive 1 - Epic Meaning and Calling 
More and more people want to make ethical investments, but not all. There are also other things 
that make people motivated for the greater good. For example, invest in securities from your 
own country because of nationalistic preferences. However, it would be amazing if you could 
create a system that promotes more sustainable investments. People do not want to invest in 
companies with child labor or a lot of pollutions (Interview D). 

Interviewee H suggests that people claim to act differently if it would benefit the environment. 
However, in practice, people act in accordance with what is most beneficial and what is 
comprehensible for them. It is intangible for a person to see how they have contributed to a 
better climate, it becomes rather vague how it affects a person. Then you see the problem that 
people do not have as much influence from it because it is not relatable. To make it more 
tangible, you have to take it to a direct consequence that the person is driven by. It is for example 
more tangible for a person to imagine one’s financial dreams. Furthermore, on a stock trading 
platform the epic meaning, for the user, is to reach one's dreams or more specifically, financial 
dreams. These dreams are something that one treasure in the future (Interview H). 

Interviewee E emphasizes that it is a strong motivator that the individual is officially praised 
for accomplishments made for the greater good. If the consequences of investments are 
presented to the user, he or she will probably change the investment strategy. Especially if some 
specific investments are good for the environment or for society. Sustainability and the 
environment is becoming more and more important for many (Interview E). 

Interviewee B agrees with that sustainability and the environment is an important epic meaning 
for many people. Furthermore, Interviewee B suggests that the impact one user has when 
investing in a sustainable or environmental way must be visualized so that the user can imagine 
the change an investment could lead to (Interview B). Interviewee C suggests that one could 
present which companies that are conscious about sustainability such that the user can choose 
to only invest in those companies (Interview C). 

Interviewee I believes epic meaning is based on some form of egoistic motive. When 
investigating social behavior, it showed that people want to show to others that they are doing 
something for the greater good. It becomes a paradox since you fundamentally do something 
for yourself. Examples of epic meaning could be to give away the profits and invest in 
sustainable companies. However, there are also people who have a history in stock trading and 
think this is silly (Interview I). 
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Finally, Interviewee D suggests that good storytelling, telling a concrete scenario that is 
emotionally close to the user can create an epic meaning (interview D). 

5.2 Core Drive 2 - Development and Accomplishment 
One thing that is important when you want to keep users on a platform or an application is to 
form goals and that there is a feedback of actions made by the user. Furthermore, you want the 
user to have both short term and long-term goals (Interview A). 

Diplomas, leaderboards, progress bars, and badges are some examples of some features that are 
engaging (Interview E, C). Interviewee G thinks that what engages people in general to use a 
digital platform are badges, the feeling of improvement, development and being smart 
(Interview G). Furthermore, links to personal knowledge as development goals will engage the 
user. Also, different levels which symbolize progress makes the progress less abstract and can 
act as milestones on a long-term goal. Goals could be based on statistically ensured investment 
strategies. However, it could be dangerous for the platform and the user to have the wrong type 
of goals (Interview I). The possibility to save progress, for example progressing levels, will 
motivate users to come back and continue their progress since there is a meaning with putting 
more time into the application (Interview A). The progress on a platform is seen as a journey, 
it involves for example; sound, animations, and wins. To show progress, the user can level up 
and the reward of leveling up is that it unlocks more games for the user to play (Interview K). 
The more the user progresses the more beneficial it becomes for the user, in terms of received 
value from money spent (Interview A). People want to fill in the gap. If you have a progression 
bar that is only half full, people want to fill it up, because it's annoying that it’s not full 
(Interview D). 

Be careful with giving out a lot of rewards to the user. The user must perceive the rewards as 
reasonable in comparison with their accomplishments. The rewards should be visualized such 
that the user can see that he or she is improving. In the perspective of investments, development 
is not only about the money. The user should feel that he or she is a really good investor. Can 
the user see things on the market others cannot? It is more about how investors can grow as a 
person (Interview D). One way to get people to start investing is by making them believe they 
already are investors. If they already believe they are investors, then the threshold to invest is 
decreased (Interview B). 

Earning points and being able to climb a leaderboard are some of the most efficient game 
elements for increased engagement as it is easy to receive instant feedback. Furthermore, having 
more levels that are increasing in difficulty is good for maintaining the interest of the user. If 
the user is experiencing the same thing over and over again he or she will be bored. Also, badges 
that are proof that the user completed a certain level is motivating the user to complete difficult 
levels (Interview E). Trophy cabinets concretize one’s performance and progress. In this case, 
the trophies should be connected to investments on investment platforms (Interview I). In the 
case of investments, one could visualize what an investment can potentially lead to. You could 
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have some sort of a progress bar to visualize the development and how far it is until the goal is 
reached (Interview H, I). 

To avoid that the user is feeling like a loser when looking at the leaderboard, the leaderboard 
could only show the top leading names and compare the user accomplishments to others in the 
same skill group. To further stimulate engagement, you can present how close the user is to 
complete the current level (Interview E). Also, you can implement sub-goals such that the user 
experiences progression (Interview B). Furthermore, one could present statistics of personal 
improvement to motivate the user (Interview G). 

If the user, for example, builds an own portfolio, interviewee H believes that motivation, where 
the person builds skills, could be reinforced. The strongest motivator is oneself, so to visualize 
how one is progressing is a vigorous motivator. In the case of a stock trading platform, a person 
can develop skills within trading securities. Therefore, to visualize how a person is developing 
his or her skills would be rather powerful (Interview H). Progression should be visualized, such 
that the user is realizing the progression (Interview K). 

One challenge with the stock market is that the progress of the value of a person’s investments 
is unpredictable. If a person’s investment decreases in value, selling the investment would 
probably be the same as accepting a loss. People hate to lose and it affects us. Interviewee H 
suggests that perhaps a challenge could be the solution to this problem. The platform could try 
to mediate that cutting a loss is not always bad. If the investment continues to decrease in value, 
it could be visualized as a victory if a person sells before further decrease. The platform should 
strive towards helping the users to act smart (Interview H). 

The user could receive visual and sound notifications when the user is doing well in the 
investments. This results in that the user gets confirmation on his or her investment, and the 
feeling of accomplishment (Interview B). It is important to compare the user with its own 
previous performance and present the improvement. Feedback is very important in order for 
the user to know if his or her actions are good or bad. Furthermore, the feedback should be 
instant such that the user connects a certain behavior with the respective feedback (Interviewee 
E). 

5.3 Core Drive 3 - Empowerment of Creativity and Feedback 
Creativity is about allowing users the possibility to create something in their own way. 
According to Interviewee E, investments have the potential to be more creative, pleasurable, 
and fun (Interview E). Interviewee I recommend that the platform should provide the users with 
tools so that they can customize and personalize something they own. A platform should allow 
users to express themselves (Interview I). 

Interviewee E suggests that creativity could be used when a user assembles the portfolio. It 
would be positive if the user could assemble the portfolio as one does with Lego (Interviewee 
E). Interviewee C also advocates for implementing creativity when the user builds the portfolio. 
It could, for example, be the diversification level or the countries invested in. Interviewee C 
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adds that the platform should intervene and suggest ways for the user to be more creative. This 
is because Interviewee C believes that most people are not able to be creative in when building 
a portfolio. The conclusion is that simplicity wins (Interviewee C). 

More ways for the user to express creativity are suggested by Interviewee D which proposes 
that each user should have a customizable avatar linked to the account. For the users to express 
creativity, different skins to this avatar should be available from the platform (Interview D). 
Interviewee I further suggests that a profile would allow the users to practice creativity 
(Interview I). 

Additionally, Interviewee B suggests that a user could express creativity in setting up a dream 
or a goal, a thing to invest toward. This is not effective when the user is new to the platform. In 
fact, it is probably impossible to get a creative outcome (Interview B). 

Interviewee B and H states that feedback is always good (Interview B, H). Interviewee I add 
that it is important from who the feedback comes from. It is preferable if the feedback comes 
from other users on the platform (Interview I). 

Both visuals and audio can be used to deliver feedback to a user. Interviewee B and G suggests 
that a sound when the user gets a dividend, or something happens is effective (Interview B, G). 
However, Interviewee B states that a difficult thing about feedback in the stock trading market 
is that the feedback takes a long time to arrive, thus difficult to properly implement on a 
platform (Interview B). 

5.4 Core Drive 4 - Ownership and Possession 
Interviewee A, B, D, E, H, and I suggest that by letting the user on a platform be a part of 
creating something will induce a sense of ownership for the user (Interview A, B, D, E, H, I). 
The IKEA-effect is often mentioned, if people spend time and energy on something, that object 
will be more valuable to them (Interview H). The feeling of ownership can be very powerful. 
This can, for example, be seen in games that are not about winning, they are about creating your 
own house, your own world, etc. (Interview D). 

Ownership can be achieved in different ways. Interviewee A states that the possibility to save 
a user’s progress is not only motivating the user because of development or accomplishment, it 
is also the fact that the user has built something that they now feel ownership of (Interview A). 
Interviewee H adds that it is beneficial for the user if the user creates its own portfolio. This is 
because if the portfolio increases in value, the user will feel responsible for the development 
and ownership of that progress (Interview H). 

Interviewee B and I suggest that allowing a user to create its own profile makes them feel 
ownership. If the user personalizes its own profile, it will make the user less likely to leave the 
platform (Interview B, I). 
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Furthermore, Interviewee G says that on a digital platform, users own their data. There is a lot 
of data that has personal value to the user. Presenting the data in a good way will keep the user 
on the same platform as he or she will lose it if changing to another (Interview G). 

Additionally, the user gets another relation to things he or she has been a part of the building 
(interview E). The user needs to feel like he or she has been a part of creating something to feel 
ownership. For example, if we are going to create a new game and I come up with an idea 
because I am a really cool management consultant and say: “Come on take ownership of my 
idea!” it will be really difficult. But if we all sit and come up with a game together, it will end 
up with that everyone is loving the game because everyone feels it is their child (Interview D). 

To conclude, it is important to visualize in plain terms the possessions of the users according to 
Interviewee B (Interview B). Interviewee A finally proposes that the gathering of badges is a 
good way to visualize the progress a user is responsible for (Interview A). 

5.5 Core Drive 5 - Social Influence and Relatedness 
It is basic human needs to socialize. It is one of the main reasons why people play games 
(Interview D). Gamification helps with social facilitation, social proof, and social signaling. 
Social forces are very effective, but it is crucial it is balanced in the correct way (Interview H). 
It is important that the user trusts the application as the user might recommend the application 
to a friend. The feature of easily being able to recommend the application to a friend is important 
as the word-of-mouth recommendation is a very profitable way of marketing (interview A). 

Generally, people want to be able to show others when they are progressing and developing. 
This phenomenon is called social signaling. It is important that what is signaled socially is 
positive, otherwise, it could increase the risk of customers leaving the platform (Interview H). 
People want to receive credit and confirmation from others (Interview I). Most people want to 
show others how good they are, you could implement brag-button on a forum where people can 
present their success. (Interview C). 

For example, comparison with others is a strong motivator. People do things that others are 
doing. People do not want to be worse than average (interview E). Therefore, you could 
compare the user with others and present how the average person is doing (interview C). A 
comparison amongst peers in smaller groups where the users are aware of who they are 
competing against is very effective and valued by users. Show what others are doing is a 
powerful function. Also, you could present how famous people act on the platform to increase 
engagement for users (Interview I). Show that other real people can reach their almost 
impossible goals and then also show how they do it. This can motivate users and might make 
users more curious. However, Interviewee B does not believe in bragging about the user’s 
performance is good in Sweden (Interview B). Interviewee I emphasize the importance of how 
the comparison is presented and that it is carefully implemented on a platform. This is because 
large leaderboards can be demotivating if users are able to see that they are below average 
(Interview I). Competitions will motivate the top players, but the rest will not be motivated. To 
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handle this, a leaderboard only displays the top five and thus, the others will not lose motivation 
(Interview H). 

There is a huge potential in utilizing social interactions on digital platforms. It is also very 
profitable to utilize already existing social media. (Interview G). If the platform has its own 
forum, the platform should be responsible to open up for interaction between users and not only 
interaction between the user and the machine. You should be careful about that unregulated 
forums can become unserious and users might not rely on others on the forum. Without 
regulation, a forum is a place that allows users to get an outlet for emotions and gossip. There 
is also the risk of tampering with the stock market (Interview I). Interviewee C thinks that you 
should meet the customer where they are. For example, on Facebook, Twitter and other social 
media (Interview C). 

5.6 Core Drive 6 - Scarcity and Impatience 
Scarcity can be exploited in various ways. It can be exploited to drive behavior, but it can also 
result in that the user who is exposed to scarcity feels manipulated and tricked (Interview H). 
Interviewee A and B state that temporary offers that give the user a lot of value can induce 
specific user actions (Interview A, B). Scarcity in time can also on a stock trading platform be 
used to signal how much money a person loses over a specific period of time if the money is 
not invested. This triggers the loss aversion effect according to Interviewee H (Interview H). 
Furthermore, Interviewee G suggests that a gratis brokerage fee during the onboarding process 
or for a limited time is one kind of scarcity (Interview G). Interviewee E adds that during the 
onboarding process, users should receive more feedback to avoid that the users become 
impatient. Later when the users are more familiar with the application, there is no need for a 
high frequency of feedback (Interview E). 

Interviewee E suggests that a limited number of a product makes the product more exclusive 
and that it turns into a status symbol. Even though you are rich you will have difficulties 
obtaining the limited product, you have to earn it in another way. This makes the product 
perceived as even more valuable (Interview E). A limited number of products left can also lead 
to the impatience of the users. Interviewee D explains that many hotel booking sites use this 
method by visualizing to the users that “There are only two rooms left, this product will be 
unavailable very soon” (Interview D). 

Interviewee H does not recommend increasing the impatience amongst the users on a platform 
(Interview H). Interviewee B, C, and G propose various solutions to how to make users less 
impatient. Interviewee B suggests that for long term investments, the platform should present 
something in a funny way which makes the future feel like today (Interview B). Interviewee C 
adds that the platform should visualize what will become of an investment more concretely. For 
example, show the car that the user can buy when he or she saved enough money (Interview 
C). Furthermore, Interviewee G suggests that having a regulator presenting the return in the 
future when investing a certain amount of money would be good (Interview G). 
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Another way to manage impatience is to have a feature that temporarily boosts the user’s 
performance to overcome difficult objects. However, there should be strict limits on how many 
boosters that are available. For example, the boosters could slowly accumulate when the user 
is stuck on a certain level (Interview A). Interviewee D adds that it is important to allow 
everyone to win and not only the ones that can afford to purchase boosters. In a good game, 
everyone can be good and sometimes be able to win (interview D). 

If the goal of the platform is to have long-term participation, it is important for the platform to 
not induce stress amongst the users according to Interviewee I (Interview I). 

To conclude, some people like to increase the risk of an investment if it entails a bigger reward 
according to Interviewee K (Interview K). Interviewee F finally states that the load time when 
connecting to the platform should be short and that it is very important (Interview F). 

5.7 Core Drive 7 - Unpredictability and Curiosity 
According to Interviewee H, the stock market is already sufficiently unpredictable (Interview 
H). Interviewee I adds that people prefer predictable investments on a stock trading platform 
(Interview I). 

Interviewee D and E stated that if there are no unpredictable events, users become bored 
(Interview D, E). If people do the same things over and over again, they get bored. In many 
games there are surprises and there are both negative and positive surprises (Interview D). 
Interviewee B adds that people like positive surprises and dislikes negative surprises (Interview 
B). Surprises have something to do with the level of expectation of the user. For example, if a 
user has low expectations on a service, and the service turns out to be good, then the user will 
be positively surprised. But if expectations are high and the user gets a bad service, then it is a 
negative surprise for the user. Interviewee D concludes that it is better to work with positive 
surprises. It is also important to not have too many unpredictable events, there must be a balance 
(Interview D). 

Another way of looking at surprises is to put an event or object in a situation where it is out of 
context. This might, for example, be a flash mob (Interview D). Furthermore, Interviewee E 
suggests that unexpected feedback is better than expected feedback. If a user always knows 
what to expect, the user will find things boring. However, if there are elements of surprise and 
uncertainties, the user will be curious (Interview E). 

Curiosity can be exploited in several different ways. Interviewee H recommends using 
notifications. This will trigger people to check how their investments have changed from the 
last visit. Interviewee H is also pointing out the importance of not making the user feel like a 
hamster in the wheel, there cannot be too many notifications (Interview H). Interviewee I 
suggests that curiosity can be exploited in various campaigns on the platform. For example, 
several Easter Eggs can be spread across the platform in different locations. This will make the 
users more motivated to explore specific parts of the platform which the users might not have 
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done otherwise. It is important to make the campaigns rational and not overdo them (Interview 
I). 

Curiosity can also be expressed on a social level. According to Interviewee G, people are very 
interested in how others make investments. Interviewee G adds that people have great 
confidence in rich investors as they have been historically successful in their investments and 
are likely to remain successful because of their skills (Interview G). 

Furthermore, Interviewee A states that in order to make the user come back to the platform, you 
can implement teasers of what will happen in the future (interview A). Interviewee F further 
adds that a relaunch of the platform with new features makes inactive users curious of the new 
features on the new platform. This will increase the probability of inactive users to return to the 
platform. Additionally, Interviewee F suggests that a jackpot is generally very effective and 
important for a platform (Interview F). 

To conclude curiosity, Interviewee C states that curiosity comes in the later stages of the 
platform after the engagement and interest amongst the users are sufficiently high (Interview 
C). 

5.8 Core Drive 8 - Loss and Avoidance 
Interviewee B, C, G, H, and I suggest that the platform should in some way present to the users 
that they lose money if the money is not invested (Interview B, C, G, H, I). Interviewee C, G, 
H, and I believe in the visualization of the gap between a portfolio with sleeping money and 
one without sleeping money (Interview C, G, H, I). Interviewee B adds that this presentation 
should feel like a piece of personal advice from the platform to the user and really emphasize 
that the user misses out on potential return when having sleeping money (Interview B). The 
best deals are made in the worst times. However, during these times most people are avoiding 
buying anything on the stock market. This results in that people are selling when the market is 
cheap, misses the upswing and are therefore buying when the market is expensive (Interview 
G). 

Interviewee D points out that a burning platform is used by many to secure user engagement. 
This means that the user needs to maintain their possessions or else progression will be lost. 
(Interview D). People are strongly reacting to losing things they have earned. Sometimes threats 
about the risk of losing things be good. Especially if the user already knows about the risk and 
that it is true. However, one should be careful about how the threat is presented. For example, 
you can tell a story about an accident and other concrete scenarios. However, these kinds of 
features should not be too many as people would not like being threatened too much (Interview 
E). If the user is offered a way to keep their progress for a small fee even though they lost, the 
probability that the user will spend money is increased. People are loss averse and do not want 
to lose anything they already have (interview A). 

For many years they said you should create a burning platform where you have some non-
sustainable stuff. You have to change something, otherwise, it will perish. Now we work more 
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with burning desires. For example, you can create a positive image. I would like to run on the 
top of a large mountain, then I need to train. It's much better to have burning desires than a 
burning platform. It is easy to create a burning platform, just create a monster or something. 
For example, if you do not do this you will lose all your items. But it is much harder to create 
burning desires. For example; did you know if you invest in sustainable funds your children 
will grow up in a much better world. And you also get some money out of it! It is much better 
to say it like this than; if you do not invest in this you will be poorer, and you will lose your 
home. (Interview D). 

5.9 Supplementary Findings 
Since not all the findings could be categorized under the Octalysis framework, this section will 
present the supplementary findings from the conducted interviews. An important finding was 
that the platform should be visually appealing to the user. Interviewee A, B, D, and H agree that 
the platform should be beautiful and aesthetically pleasing to the users (Interview A, B, D, H). 
Interviewee D adds that some games are played just to admire the cool environments (Interview 
D). However, if the platform is not acceptable looking, people will not find the platform serious 
(Interview A, B). Nice looking animations and visualizations are engaging people according to 
Interviewee A and H (Interview A, H). Interviewee K further suggests that splashing animations 
are liked by some users as feedback when they have done something good (Interview K). 
Interviewee A suggests that an intuitive flow for the users is preferable so that the users quickly 
understand what you should do. It should be easy for users to quickly understand the mechanics 
of the platform or game. If it is too difficult, frustration and friction arise and the risk of leaving 
users increases (Interview A). Interviewee D, F, H, and K agrees with Interviewee A and adds 
that the platform or game must be understandable, users must know how to interact with the 
platform or game (Interview K, H, F). Interviewee D suggests that at the beginning of the game, 
in the onboarding process, the challenges should be easy so that the user experiences a 
progression curve. As the game advances, more features and more difficult features should be 
presented to the user in order to avoid having repeatable tasks for too long, which the user will 
find boring. Furthermore, the challenges could be adjusted to how good the player is, such that 
the challenges are neither too easy nor too difficult (Interview D). A very important thing with 
a platform according to Interviewee B, C, and I is simplicity, it must be easy for the user to use 
(Interview B, C, I). Users get scared when they are introduced to difficult terms, taxes, and etc. 
Users need simple tools to make it obvious to them how they are performing (Interview B). 
Interviewee I believe it is important that the users comprehend that they are in control of 
something, it could, for example, be progress towards a goal (Interview I). 

For long-term engagement, a few findings were found from Interviewee B and I. Interviewee I 
started with explaining that whether the money on the platform is real or not had an impact on 
the lifespan of the platform. Interviewee I explained that an investment game with fake money 
was ephemeral because of this reason. Furthermore, if the goal of the platform is to be long-
term engaging, it is important not to be associated with a betting page. By removing various 
fees, the platform can gain engagement in both short-term and long-term (Interview I). 
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Interviewee B discussed the difficulties with gamification and long-term motivation and 
explained that it is a big problem specifically in the stock trading market. Interviewee B believes 
the platform should use gamification to quickly access the reptile brain of the users and reward 
specific behaviors so that the user comes back. Investments should be long-term, and this entails 
that the platform must reward the users for a long period of time. This is a problem according 
to Interviewee B. Furthermore, rewarding a behavior where the users are buying and selling 
securities with high frequency is wrong because it is known from studies that this leads to a 
poorer return. The goal to strive towards is therefore to reward a behavior where the users invest 
their money and then let it be, it is usually the best strategy in the long-term (Interview B). 

Another interesting finding was that Interviewee B saw huge potential in hyper-casual games. 
A small game that is played just because the user wants to waste time, it does not require any 
thought power and is played simultaneously by the user. If this game could be connected to 
some sort of investment or saving would be great according to Interviewee B (Interview B). 
However, hyper-casual games are contested by Interviewee A who suggests that it would not 
be good on a stock trading platform (Interview A). 

Another feature that has the potential to increase the willingness of the users to invest their 
sleeping money is to portion out the total amount of sleeping money. It could, for example, be 
so that one-twelfth of the total amount of sleeping money would be invested in a regular manner 
over time. This might be more comprehensible for the user than investing all the sleeping money 
on one occasion (Interview B). 

Trust is a common problem amongst banks and Interviewee A suggests that people are probably 
more likely to trust an application rather than a bank man regarding investment suggestions. 
Gamification is not increasing trust, but a gamified platform will, on the other hand, be more 
interesting in the perspective of the users (Interview A). Interviewee I adds that the 
trustworthiness of the platform can be affected by the transparency and if the user does not 
understand the mechanics behind the platform (Interview I). Gamification might lead to 
increased trust if implemented in the right way. However, the gamification of a serious platform 
can also have a negative effect. The user should feel that the application is serious (Interview 
E). 

Finally, to make the users more willing to purchase stuff on the platform, Interviewee F suggests 
that the platform could offer the user a package of investments, then the user receives additional 
bonuses. This makes the user more willing to invest a larger amount of money instead of a small 
amount. Interviewee F further suggests that it is important to not make the users spend all their 
money and lose it at once, it is more beneficial for the platform to make the user spend a decent 
amount of money continuously for a longer period of time (Interview F). Interviewee A adds 
that implementing various meta-systems where the user can collect different characters or 
increase the depth of the available products can be beneficial for the platform from a 
monetization perspective (Interview A). 
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6 Gamification on Platforms 
In this chapter, five different digital platforms are analyzed. The purpose of this analysis is to 
present how various platforms use gamification. This analysis is based on the authors’ own 
perspective and knowledge and will not consider whether or not a game element is effective or 
not. This analysis will later be used in the general discussion in order to discuss the current 
practice of gamification and what digital platforms actually use. 

6.1 Avanza 
Avanza was founded in 1999 and is a company active in the financial branch. Avanza is 2019 
the leading platform for savings and investments in Sweden. The platform has the broadest 
range of purchasable stocks and funds in the Swedish market. The platform can be reached on 
Avanza’s website and in its mobile phone application (Avanza, 2019a). 

The platform does not have many game elements and Avanza does not seem to focus on 
gamification. However, there are some present game elements such as ownership, own 
performance, unpredictability, instant feedback, and social features. The ownership element on 
the platform is that customers can create their own portfolios of stocks and funds. Their 
possessions are then visualized in the user’s portfolio. Avanza provides the feature of 
automatically generate a portfolio by letting customers stating their preferable level of risk and 
other portfolio properties. The user’s own performance on the platform is the feature of tracking 
the portfolio growth and what happened since you started the portfolio. Users receive instant 
feedback since the portfolio displays the current value (Avanza, 2019b). The user can choose 
the level of unpredictability when selecting a fund. Funds are categorized from a scale of one 
to seven, in order to help users evaluate if they buy something that entails low or high risk, i.e. 
unpredictability (Avanza, 2019c). Furthermore, the stock market is generally unpredictable to 
a certain extent for an arbitrary user. There was a forum on Avanza where social features could 
be found. On this forum, one can create a user. The user can acquire up to three stars which are 
visible on the user’s avatar. The stars are dependent on the number of upvotes the user receives 
on the posts and the number of posts. The user can also have a description of the profile. There 
are furthermore other platforms which Avanza connects to such as Facebook, Youtube, Twitter, 
LinkedIn and Instagram where people can interact with each other (Avanza, 2019a). 

6.2 Candy Crush Saga 
KING is developing interactive games with the purpose of entertainment, to play for a moment, 
move on with daily life, and then easily continue playing later. Candy Crush Saga (CCS), Farm 
Heroes, Pet Rescue, and Bubble Witch are games created by KING. At the end of 2018, they 
had 268 million monthly active users. (KING, 2019a). 
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When analyzing CCS, all of the categories in the Octalysis framework (Chou, 2016) are present. 
CCS has the meaning of solving puzzles by destroying all candies, utilizing the domino effect. 
The game is simple, and the rules are few and clear. There is instant feedback when one level 
is cleared, and the user can unlock the next level. The user has five lives and if the user loses 
on a level, he or she loses one life. To regain a life, the user must wait 30 minutes. The user 
cannot play the game if the user has zero lives left. The user can also acquire progress in the 
game, which motivates the user to continue as it is visualized in the game world how many 
levels the user has finished. The user also has an own level which is dependent on the overall 
gameplay and progress. Depending on the score on each level, the user can acquire one, two, 
or three stars. The user also has an inventory where all the gathered boosters, lives, and the in-
game currency is visualized. The further the user has gone in the game, the more features are 
unlocked. The user is however aware of that more content and features are waiting ahead in the 
game. Furthermore, the game has login streak rewards, which motivates users to continue 
visiting the application. The user receives a free spin each day on the wheel of fortune where 
the user can win different kinds of boosters or even a jackpot (KING, 2019b). 

There is an in-game virtual currency that can be bought for real money, which can be spent on 
items that help the user to complete levels in different ways. These boosters are in the form of 
extra lives, extra moves, or candy destroyers. There are bundles and temporary discounts to buy 
in-game currency and boosters. These items are supposed to help the user on difficult levels. 
Even though certain levels seems difficult, the game utilizes unpredictability as it is very 
difficult to predict how the domino effect will play out. This results in that the user is exposed 
to both positive and negative unpredictable outcomes. Moreover, it is intended for the user to 
feel ownership as you can design your profile with for instance a picture. The profile is used to 
be recognized to other users. The social features are consisting of a leaderboard on each level 
and the possibility to send more lives to friends. It is also possible for the user to collaborate 
with other randomly selected users with similar progress pace. If both users achieve a specific 
goal within a time-limit, both receive a chest with rewards (KING, 2019b). 

Leaderboards are utilized on several occasions on the platform. Firstly, each level has its own 
leaderboard where eight, nine, or ten other users are visualized and compared to the current 
user. This number, however, seems to be random. Secondly, there are three leaderboards linked 
to the users' overall progress. These three are ranking where the user’s current level is compared 
to 74 other users’ levels. The second leaderboard displays the user’s current map level. 78 other 
users’ map level can be compared ranging from map level one to map level 4603. The third 
leaderboard compares the user to 70 other users’ finished map levels the current week. It ranges 
from zero map levels to 52 finished map levels. In these leaderboards, some users’ nationality 
is displayed (KING, 2019b). 

6.3 Webhallen 
Webhallen was founded in 1999 in a small apartment in central Stockholm and has quickly 
grown to be one of Sweden's leading retailers within hardware, home electronics, gadgets, 
games, and movies. The company has an online website and 22 local stores spread across 
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Sweden (Webhallen, 2019a). During the summer of 2018, a row of new features was 
implemented on the website (NordicHardware, 2018). 

After creating an account on the platform, the user is met by seven slides of information. This 
introduction is a walk-through that describes the gamified platform to the user. Each time the 
user makes a purchase, experience points are obtained. The more experience points the user 
has, the more benefits the user receives, and it is most likely discounts on for example deliveries. 
It does not cost experience points to use the benefits. The user can track deliveries, save old 
receipts in one place, and mark the favorite stores with a heart to follow inventory balance. 
Furthermore, achievements are implemented which can give the user more experience points. 
The rarity of the achievement is displayed to the user and is dependent on how many of the 
users on Webhallen who has achieved the goal. The user can track the progress towards each 
achievement. When the user has obtained enough experience points, it levels up to a new 
member level. The user’s personal avatar is connected to the member level. The avatar can be 
equipped with new gear to increase in power which is beneficial in the in-game on Webhallen. 
The gear that the avatar is able to equip is; body, haircut, shoulders, weapon, robe, helmet, 
chest, shield, pants, and shoes. By leveling up, the user receives new gear. The user also receives 
a random perk and increased discounts on selected products. The avatar has five different 
abilities that can be developed with points; strength, dexterity, charm, holy, and wisdom 
(Webhallen, 2019b). 

There is a mini-game on the website which is under construction. A leaderboard is implemented 
so that the users can track their progress, but it is not mandatory to be displayed. Only the top 
20 users that have collected the most achievements are displayed on the leaderboard. The user 
can create, edit, and share wish lists. Each week, there is a supply drop which can give the user 
more experience points, free delivery next purchase, double experience points on the next 
purchase, etc. The supply drop is also dependent on the purchase activity and each time the user 
levels up. There are three progress bars that display different information until a new supply 
drop is available. There is an option for the user to enter a Serious Business Mode which 
removes all game elements from the interface (Webhallen, 2019b). 

6.4 eBay 
eBay is an online MSP that connects sellers (i.e. both businesses and individuals) with buyers 
in online auctions and fixed-price sales. eBay’s value proposition is to establish easy 
transactions between independent sellers and buyers through an interface (Hänninen et al., 
2018). According to Chou (2016), what differentiates eBay from another e-commerce is that 
they implemented gamification into its core early on. 

There are some social features implemented on the eBay platform. The eBay Community is a 
place where users can start new threads and discuss different topics regarding eBay. Within 
each category of this forum, there is a leaderboard. The leaderboard displays the most helpful 
authors in the specific category. Users can upvote posts that are helpful, and this is what 
determines a user’s position on the leaderboards. There is also a general leaderboard comparing 
the total amount of gathered upvotes by the users (eBay, 2019a). Special users that fulfill a 
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range of various qualifications can apply to be mentors. By becoming a mentor, the user 
receives a badge that is visible to the public and located on the user’s community profile page 
(eBay, 2019b). 

Sellers on eBay can be awarded different stars by collecting feedback points. A seller gains one 
feedback point of positive feedback given by a buyer. The seller loses one feedback point of 
negative feedback given by a buyer. When the seller has collected ten feedback points, a yellow 
star is displayed on the sellers’ profile page. There are ten different stars that a seller can obtain. 
The most difficult is a red shooting star which signifies that the seller has 100,000 or more 
feedback points (eBay, 2019c). Furthermore, there are three seller levels; below standard, above 
standard, and top rated. The seller level is assessed one time each month and the evaluation is 
based on the seller’s history and the quality of service which the seller provides to a buyer. 
When a seller achieves the top-rated level, the seller has the potential to attain a top-rated plus 
status which gives the user a special badge or seal (eBay, 2019d). 

Buyers on eBay have the chance of winning an auction. As Chou (2016) puts it; a buyer is 
competing against other buyers on the platform and this makes the process of bidding in an 
auction a competition. There is only one winner and that buyer gets the price, i.e. the product 
sold by the seller. Furthermore, the auction process is to some extent unpredictable both for the 
buyer and seller (Chou, 2016). 

Furthermore, eBay has a section where they display their daily deals. This is a place where 
products with limited time offers are presented. The discount is also presented to the user (eBay, 
2019a). 

6.5 Long Game Savings 
Long Game Savings (LGS) is a prize-linked savings app and it exists to make smart financial 
decisions rewarding and fun. It requires new users to open a savings account which is offered 
through a partnership with an external bank. Users earn one per mille interest on the deposit 
and the users have a chance to win additional prices. There are no fees or costs for users (Long 
Game Savings, 2019a). It requires that the user is a resident of the US, has a social security 
number, and has an account in a supported US bank. The user must also be at least 18 years old 
(Long Game Savings, 2019b). 
There are several game elements implemented on this platform. First of all, users have a 
personal level that depends on the user's achievements on the platform (Long Game Savings, 
2019a). You start at level one and can gain level by obtaining a virtual currency that LGS calls 
Brains (Long Game Savings, 2019c). The user can obtain these Brains by completing missions 
and by being active on the platform (Long Game Savings, 2019d). By leveling up, the user gets 
access to more mini-games and other rewards on the platform. 

There are several different mini games on the platform. The accessibility of these games 
partially depends on the user's level. The games cost Coins to play and they rely on chance and 
are, for example, wheel of fortune (Burbank, 2018), slot machine (Long Game Savings, 2019e), 
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and lottery scratchers (Burbank, 2018). There are also other mini-games where a user can 
challenge other users (Long Game Savings, 2019c). A few examples of what a user can win is; 
Brains, Coins, cash, and cryptocurrencies. Coins are another virtual currency on the platform 
used to play the mini-games. On the platform, there are also personal missions and goals which 
the user can create and achieve. By achieving these goals, the user can receive different rewards. 
For each achieved goal, the user gets a badge. The user also gets feedback on how far it is until 
a goal is reached which is visualized by a progress bar on each assignment (Long Game Savings, 
2019f). 

Overall, the platform’s interface has lots of playful graphics. The user’s saved amount of cash 
can easily be accessed by the user. Underneath the total amount of saved cash is the weekly 
income displayed. This weekly income is in the form of Coins and the amount depends on 
several factors such as how often the user deposits cash and how much. On the page where the 
user’s savings are shown there is additional information regarding the historical savings 
complemented by the withdrawals (Long Game Savings, 2019f). There are also social features 
implemented on the platform. The user can add friends, challenge them through mini-games, 
send gifts, and invite new friends. By inviting new friends, the user is awarded free spins on the 
wheel of fortune (Long Game Savings, 2019g). 

Furthermore, boosts and power-ups can be obtained by completing missions. These power-ups 
can, for example, give the user an increased weekly income. The user can also collect Creatures 
which are cartoon characters in different colors. These Creatures unlocks new games and gives 
the user special limited-time earnings (Burbank, 2018). 
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7 Discussion & Analysis 
This chapter presents a discussion and an analysis of the information gathered from the 
literature, conducted interviews, and platform analysis. This chapter begins with a preface of 
what is to be discussed. Thereafter, this chapter is structured after the proposed framework by 
Chou (2016) and thus, divided into eight sections followed by a more general discussion and 
analysis. The chapter ends with a discussion about how this specific case of a stock trading 
platform relates to other industries and how money relates to other resources. The definition of 
gamification in this study is based on Deterding and others (2011) and Robson and others 
(2015) and defined as the application of game elements in order to increase user motivation 
and engagement in non-game contexts. 

7.1 Preface 
The purpose of this study is to find a solution to how sleeping resources can be activated by 
utilizing gamification on a multi-sided platform. Money was deemed to be the best choice of 
investigated sleeping resource as it often correlates with, and can somewhat be converted to, 
other sleeping resources such as other tangible assets or time. Money is also a well-known 
resource that facilitates an understanding of the problem of sleeping resources. Companies in 
the financial industry are already struggling with the problem of sleeping resources, which 
further promotes the chosen case of sleeping money on a stock trading platform. This chapter 
will consider theories, game elements from existing platforms, and the findings from the 
interviews by discussing patterns. Furthermore, besides discussing general motivators, this 
chapter discusses potential implementation and practice in the case of a stock trading platform. 
There is always a risk with investments but there is also a risk with not investing. This is because 
of inflation and missing out of growth. Even though people agree that it would be better if they 
invested more money there are several reasons why they do not. First of all, one must be 
motivated to do so. According to Fogg’s behavior model, there are three main types of 
motivators: pleasure or pain, hope or fear, and social acceptance or rejection. Even though the 
person is motivated, he or she must be able to do it. For example, one must have the time, 
money, or being physically able to perform the act that one is motivated to do. Lastly, there 
needs to be some sort of trigger. The trigger could be some sort of signal or that the thing that 
the person wants to do suddenly becomes easier for any reason (Fogg, 2009). In this discussion, 
findings are categorized according to the Octalysis framework where there are eight core drives 
of motivators. The Octalysis framework is not considering triggers or if people are able to do 
what they are motivated to do. The Octalysis framework, as well as this study, focuses on 
general motivators that can be achieved by utilizing gamification (Chou, 2016). 
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7.2 Core Drive 1 - Epic Meaning and Calling 
This is one of the most difficult core drives to successfully implement on a platform according 
to Chou (2016). The analyzed platforms in the platform analysis did not specifically mention 
any features which tapped into this core drive, but some form of epic meaning could be found 
when analyzing the platforms. On Avanza’s and eBay’s forums, some users devote a lot of time 
to help the community and maintain the forum. A community forum would thereby be very 
beneficial for an MSP where users can help each other. This would also intrinsically motivate 
users in the way that they feel they are a part of something bigger than themselves. A similar 
effect to what made Wikipedia successful would probably transpire from a community forum. 
Furthermore, intrinsically motivated individuals are appropriate for platforms that have the 
volition to last for the long run.  

There are several proposed ways to create an epic meaning for the users where environmental, 
sustainable, and nationalistic reasons can be effective. Interviewee B, E, and H believes that 
making the investments be about the environment will motivate users in the long run. These 
interviewees also said that the platform should in some way visualize to the user how his or her 
investment affects the environment. This is because the result of such an investment is rather 
abstract to a person. Exactly what aesthetic components that should be used in this process are 
unclear, but Avanza has, for example, a green badge on the funds that meet certain 
environmental requirements. It is probably more effective to visualize the effect of an 
investment rather than showing that the investment meets certain environmental requirements. 

Interviewee G talks about engaging people by presenting more sustainable alternatives since it 
is a trend in today’s society and will surely motivate a lot of people. This will not motivate 
everyone but as it is only an alternative, people are not forced to do anything. There is also the 
perspective that society will become better in some way if the user acts in a certain way. The 
user will because of this be motivated by being able to affect something greater than themselves 
in a positive way which also applies to the environmental reasons. 

However, Interviewee H states that people with the desire to improve the environment do not 
act in such a way at all times. Interviewee H saw that if it was between money and a better 
environment, people chose money. This can also be because money is considered a less abstract 
outcome compared to an improved environment. It is therefore very good to make abstract 
things more concrete. 

Interviewee I also think that some users act with an underlying selfish motive. Users who have 
the environment or sustainability as an epic meaning, according to Interviewee I, require a 
social confirmation from other users that the user has acted in a good way. If this is true, a 
rudimentary thing like a medal that symbolizes the environment or sustainability can be 
displayed on a user's profile picture or avatar. The important thing is that this medal is connected 
to the user and that the medal together with the user is visible to other users on the platform. 
This concept can also be further expanded by implementing more visual features that depend, 
for example, on the size of the total investment 
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Some people also have a calling for risk according to Interviewee F. Whether or not these people 
want to brag about their taken risks are uncertain. Instead, they might want to show to others 
how they have quickly excelled. This is probably not a behavior that should be encouraged on 
a stock trading platform since higher risks can negatively affect the user. This behavior is also 
often related to gambling which many people find interesting according to Hamari and others 
(2015).  

CCS and LGS have both built up a storyline that begins when the user creates their account. 
The storyline in CCS builds on the player's skills and luck and begins with the first game level 
that is easy for the user to familiarize with. This storyline is expanded at regular intervals, which 
motivates the most committed users to remain on the platform. LGS has a similar system but 
here, the storyline is based on the user's achieved goals. This type of storyline can be 
troublesome as it can create difficulties for the platform to form new goals for the user. Too 
many similar goals can ultimately be boring because people generally demand a tad of 
unpredictability which will be discussed further in the seventh core drive. According to 
Interviewee D, a journey or storytelling can also create an epic meaning for users. This construct 
also allows for the user to see his or her development and accomplishment which taps into the 
second core drive. 

7.3 Core Drive 2 - Development and Accomplishment 
Progress bars were found on CCS, Webhallen, and LGS and the purpose with these differed 
from platform to platform. A classical progress bar is for example used to display how far the 
user has come towards reaching the next level on CCS, Webhallen, and LGS. Thus, it seems 
that platforms with user levels have progress bars to present the progression of the user. The 
goals on CCS and LGS also had progress bars which helps the user to understand how much 
that is remaining until an accomplishment. 

In CCS there was a map used to show players how far they had come and how many levels that 
had been completed. This is not the usual type of progress bar but it presents to the user in a 
good way how he or she has progressed. CCS is about playing and solving puzzles and the 
completed levels are then proof that the user has solved a certain number of levels. LGS, on the 
other hand, has decided that these levels should be directly linked to how the user achieves 
goals. That is, LGS sets goals for the users who are rewarded with experience points when the 
goals are reached which leads to the user leveling up. Webhallen was similar to LGS in this 
solution, but what is different is that Webhallen did not show which previous levels the user 
had passed. That platform only showed what level the user was currently in. 

When it is difficult for a user to develop and reach the next step, the Fiero feeling becomes 
stronger if the user completes his or her development (McGonigal, 2011). This is used for 
example in CCS where the levels and goals have different degrees of difficulty. Thus, it is not 
always bad with difficult levels or goals because they are valued higher to the user. Users are 
interested in challenging experiences according to Blythe and others (2004) which according to 
Pink (2009) and Holland and others (2013) is linked to mastery which is intrinsically 
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motivational for the user. Mastery also includes incremental progression, which is achieved in 
situations previously mentioned when the platform presents the user's development. 

Generally, in order to accomplish goals, the user must be either very active, possess great skills, 
or purchase boosters. These goals are usually beneficial for the users since the user would gain 
a reward when he or she completes a level, which counts as an external motivator. Furthermore, 
in the case of a stock trading platform, the goals should be designed so that they actually help 
the user to save and invest more money according to Interviewee I. The goals should probably 
also motivate the user to learn more new things regarding the purpose of the platform. For 
example, the user receives a badge if he or she has completed a test regarding trading with 
foreign stocks. 

LGS, CCS, and Webhallen had set up goals for the users and when achieved, the users were 
rewarded in various ways. LGS and Webhallen differed from CCS where CCS only had 
temporary goals for the user, i.e. the goals had a time limit which compelled the user to achieve 
the goal before it disappeared, and no reward was given. It is not as beneficial for a user to visit 
LGS and Webhallen frequently if compared with CCS. This is partly because CCS extrinsically 
reward users to frequently visit the platform. This may be one of the reasons why the platforms 
have chosen different strategies. Thus, if the platform demands daily and continuous frequent 
engagement, temporary challenges or goals should be used. On the other hand, if the platform 
demands involvement that is not as frequent, temporary goals and challenges should be avoided. 

There are several reasons why people are not saving money, and there are a lot of theories that 
explain why this is. According to Böhm-Bawerk one of the main reasons for not saving money 
is that the present benefits weights more than future benefits, moreover, the future is uncertain 
making present rewards less risky and therefore perceived as higher net value (Böhm-Bawek, 
1913). Short Sightedness and low self-control in combination with abstract goals is another 
reason why people are not saving or investing their money (Fisher, 1930; Shefrin & Thaler, 
1988). Abstract goals are easy to transform into more concrete goals, especially if the user 
receives help and recommendations from a platform. Therefore, the feature of creating concrete 
goals and helping with mental accounting is a well-motivated feature to include on a stock 
trading platform that helps people to save money. The challenge is because of this to know how 
this kind of feature should be included on the platform in the perspective of gamification. 
Interviewee A and H conclude that game elements that concretely presents goals, with a clear 
way of viewing progress until the goal is achieved, is increasing engagement. 

Leaderboards can be used to confirm a user's development and accomplishments. It is important 
to properly design leaderboards because otherwise it can backfire and damage the engagement 
instead according to Interviewee D. Webhallen, eBay and CCS all had different types of 
leaderboards. What they had in common was that they did not show all the users’ performance 
or progression. Usually, only the best were shown but CCS had another approach where a 
selection of the worst, best, and the user is displayed on the personal leaderboard. This was also 
suggested by Interviewee E as a good approach, but Interviewee D believes that it is best to just 
show the top five. Another form of leaderboards was on Avanza's platform. These leaderboards 
showed the development of a security. In this leaderboard, all investment opportunities were 
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sorted by different parameters and shown to the user. Most likely, a user has greater confidence 
in one of the highest ranked investment possibilities. Thus, these leaderboards can be used to 
help insecure users make more confident investments. 

Badges and medals are as previously mentioned a great way to visualize what goals the user 
has achieved. Interviewee I suggests that a trophy cabinet would be good in the case of a stock 
trading platform. This feature would probably also activate the fourth core drive which will be 
discussed later.  

7.4 Core Drive 3 - Empowerment of Creativity and Feedback 
Implementing features where the user can express creativity can make the platform relevant in 
the long run since it can be intrinsically motivational for various users to express themselves. 
Implementing these features means that these individuals become less dependent on new 
material on the platform in order for them to remain committed (Chou, 2016). In order for the 
users to be able to express themselves and be creative, the platform needs to provide the user 
with various tools. However, implementing such features and tools can result in a less simple 
and understandable platform for the user and this is especially true for new users which will be 
discussed later. The platform can then be seen as a high-functionality platform where three 
fundamental guidelines must be followed according to Fischer (2001). The first guideline to 
consider is that unused functionality should not get in the way. The second guideline one should 
address when designing a high-functionality application is that unknown existing functionality, 
for the user, should be accessible when it is needed. The third guideline is that it should be easy 
to learn how to use and remember how to use the most common functionality in the application 
(Fischer, 2001). 

Interviewee I suggested that users should be able to create their own profiles on an MSP. Then 
the users get the opportunity to express themselves, which also Interviewee E agrees with is 
motivating. The different platforms that allow users to personalize their profiles were; Avanza, 
CCS, Webhallen, eBay, and LGS. However, the customizability level on CSS and LGS was 
rather low compared to the other analyzed platforms. Why CCS and LGS only allowed the users 
to customize their profiles to a lesser extent can be due to several different reasons. These 
platforms did not rely as much on social functions as the other three platforms, where trust is 
of greater importance, for example, in reviews of products and discussions on arbitrary topics 
that concern the platform. Therefore, making it possible for the users to customize their own 
profile on a digital platform can increase engagement. This feature was suggested by many of 
the Interviewees and can also result in the psychological IKEA-effect according to Interviewee 
H. 

In order to further enable the user to express creativity on a platform, Interviewee D suggests 
that one should be able to have an avatar or profile picture linked to one's account on the 
platform. CCS, eBay, Webhallen and even Avanza had this feature. CCS and eBay allowed the 
user to upload their own image as an avatar. Avanza allowed the user to choose between three 
different avatars. Webhallen, on the other hand, had developed the avatar further than the three 



 

47 

aforementioned platforms. Webhallen had a cartoon person as an avatar. The user had the 
possibility to change the hair, six different types of clothes, and also which sword and shield 
the avatar should have. These customizable features are visible to other users on the platform. 
The number of possible customizable objects increased with the level of the account which can 
be seen as extrinsic motivation, but which then leads to enabling the user to express creativity, 
which is intrinsically motivational. This thus gives the user the incentive to want to level up 
which Webhallen wants the user to do. 

Furthermore, to allow the user to build his or her own portfolio will allow the user to express 
some form of creativity according to Interviewee E and C. However, Interviewee C believes 
that new users will have a hard time to be creative when building a portfolio. This might be 
because a stock trading platform has several investment possibilities. For the user to be fully 
creative, the user should be aware of all the available investment options on the platform. 
Interviewee C suggests that the platform should be responsible for helping the users to be more 
creative by suggesting various interesting investment options. This is probably troublesome for 
the platform since it then needs to know how the users want to express themselves. 

Creativity can also be expressed through social features. One alternative is to allow the user to 
share something on the platform he or she has created by using creativity. A simple example 
could be to allow the user to post a short line of text similar to a tweet on the platform. From 
whom or what feedback comes from plays a great role according to Interviewee I but it will be 
addressed more in-depth in the fifth core drive. An interesting aspect is if the feedback was 
expected by the user or not. According to Interviewee E, unexpected feedback leads to the user 
feeling surprised. This makes the platform less boring, which is addressed in the seventh core 
drive. 

If a savings platform has implemented virtual currency, then this allows for the user to 
creatively spend the currency. If the user would have been granted the ability to customize an 
object on the MSP, then the virtual currency could be used to purchase items. This would allow 
the user to express creativity which is, as previously mentioned, a very strong motivator in the 
long run. Furthermore, having a lot of advanced items on one’s character is further motivating 
and the user might receive feedback about how the character has progressed and evolved due 
to more advanced items. Feedback is more commonly used in all kinds of different applications. 
In the platform analysis, most of the platforms had some sort of feedback that encouraged the 
user to further continue using the platform. When giving feedback to the user it is important to 
relate it to something tangible to the user. For example, the feedback can concern how the user 
progressed and how the user’s progression is compared to other users. Also, if the platform has 
a lot of abstract potential achievements, there should be a comparison of these abstract 
achievements to a common daily product or a tangible object. 
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7.5 Core Drive 4 - Ownership and Possession 
The feeling of ownership is an incitement for people to care about something (Hummels & 
Overbeeke, 2000). The Endowment effect (Kahneman, 2011) is according to Heyman and 
others (2004) realized if the user receives a feeling of ownership of an object. Therefore, it is 
beneficial to utilize features that make people feel ownership on a platform. The same goes for 
envisioned ownership according to Heyman and others (2004). 

Interviewee A, B, D, E, H, and I all agreed upon that the user on the platform should be allowed 
to be a part of the creation of something to induce a feeling of ownership and this is explained 
by the IKEA-effect according to Interviewee H. Interviewee B and I suggested that a 
customizable profile would prevent users from leaving the platform. This is probably due to the 
fact that it is difficult for the user to dispose of all the information that he or she has filled in on 
their profile by spending time and energy in the construction of the profile. It is common for 
platforms to have a profile for each user. On the other hand, it might be difficult to motivate 
users to fill in their profile if they do not find value in the process. An extrinsic reward can 
accordingly be given to the user upon finalizing the profile.  

Ownership can also be achieved by allowing the user to save his or her progress, which is 
supported by Interviewee A. This can be done in different ways, where one example is to 
present an overview of how many levels in the game or on the platform that the user has passed. 
It probably becomes difficult for the user to give up on the acquired progression and thus, the 
risk of the user switching platform decreases. However, it might be overwhelming to the user 
if there is a long way to go until reaching the final goal. The platform should therefore not 
disclose how far it is until reaching the final goal, the task must be perceived apprehendable by 
the user.  

Another example of saving progress is, for example, by presenting to the user how much one's 
portfolio has changed over a certain period of time. Interviewee H also claims that if the user is 
involved and creates a portfolio that is then exposed to an upturn, the result is that the user 
values the progression higher. Because of that, the progression becomes more valuable, the user 
becomes less inclined to leave the platform. When a portfolio is made up of tradable products, 
the endowment effect is reduced, which should be considered (List, 2003). The endowment 
effect affects the user's personal valuation of the portfolio, and if it decreases, it becomes easier 
for the user to sell the portfolio and thus, leave the platform. Presenting the users’ progress 
gives the users qualitative feedback and a game element that can be used in this situation is 
according to Engslätt (2017) performance graphs. This graph contains a history of the user’s 
progress. 

Even medals and badges can help users feel more ownership. Interviewee A and I suggest that 
each user should have their own medal cabinet where each medal represents an accomplished 
goal. This game element can provide the user with quantitative feedback and is also valuable in 
the aspect where users can compare the medals with each other (Engslätt, 2017). LGS, CCS, 
and Webhallen had such a feature implemented on the platform. However, the medals and 
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badges in this cabinet must be valued high enough by the users. People do not want to collect 
things that have little value to them.  

Virtual currencies can fill several different functions. For example, LGS had two currencies, 
which the user could use to either gain levels or play mini-games with a chance to win real cash. 
Virtual currencies could also be found in CCS. This feature motivates users to stay on the 
platform since they do not want to give up their possessions and the stuff they have worked 
hard to earn. It is not enough to have a virtual currency on the platform, it is important that these 
virtual currencies and game elements, in general, are connected to behaviors that are relevant. 
Just having a virtual currency without any function will probably not be motivational to a user. 
A virtual currency, however, enables the implementation of additional game elements on the 
platform, which increases the possibilities for motivating users in different ways. Functionally, 
a virtual currency works much like a real currency and thus, the third problem with a high-
functionality application is solved (Fischer 2001). However, if the virtual currencies are 
difficult to obtain, these can potentially become collectibles and thus, decrease the probability 
that the user would utilize the virtual currency. On a stock trading platform, a virtual currency 
could, for example, be used to pay for the brokerage fee or a discount on a financial service on 
the platform. 

Some people just want to own a lot of things as they seek to increase their power and influence 
to others (Gabrinsky et al., 2014). Generally, having a lot of resources will make an individual 
feel more powerful. However, it is not the number of resources that explicitly makes the 
individual feel more powerful, it is merely the feeling of the difference in possession and power 
compared to others in the surroundings. In today’s society, there are a lot of people to compare 
with as it is easy to look up people on the internet. This may result in that people are comparing 
themselves with only the top successive and their most successive achievements. By assuming 
that people are more interested in increasing their own possessions while already powerful, 
features on a platform should encourage the feeling of powerfulness (Garbinsky et al., 2014). 
For example, the platform could compare the user with other people on a similar level and 
present those statistics to the user. 

7.6 Core Drive 5 - Social Influence and Relatedness 
Some form of social feature was found on all observed platforms. Users are aware of each 
other’s progressions which are presented in leaderboards. Leaderboards were found on LGS, 
CSS, Webhallen, and eBay. The average person relates the most to the player type socializers 
which are motivated by relatedness (Marczewski, 2015). Therefore, social features are 
generally a strong tool on a platform. Social features are also efficient when it comes to 
marketing since people are recommending their friends, i.e. word-of-mouth recommendation. 

Leaderboards could help with engaging people to use a platform since being good compared to 
others is motivating for some users. However, a lot of people are unmotivated by having to 
compete all the time and it can also induce stress. Therefore, if there is a leaderboard on a 
platform, it is important to not force the average people to compete with the top performing 
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people. Instead of making the users compare themselves with rich and famous people as 
suggested by Interviewee I, the platform should instead focus on presenting methods that the 
successful people are using. The comparison should instead be focused on people around the 
same experience level as the user. For example, the leaderboard could be distorted and show 
the top three players and then some players that are around the level of the user, making the 
user perceived as a good player in his or her own eyes. It is not important that the users are good 
but that they believe that they are good and that they are in fact improving and are becoming 
better. Such leaderboards were, for instance, found on CCS. However, a debate of the best-
practice still exists since Webhallen only displays the best performing users on the leaderboard 
which is also suggested by Interviewee H. This type of leaderboard does not present how the 
user is advancing if the user is not one of the best performing users on the platform.  

Internal social forums are used on eBay and Avanza, but Avanza does use external social 
forums as well. External forums bring both advantages and disadvantages. The advantages are 
that another actor is responsible for managing the forum, it is profitable, and that the users are 
not required to become acquainted with yet another forum since they most likely already know 
how to use Facebook and Twitter according to Interviewee C. The disadvantages are that the 
content cannot be regulated according to Interviewee C. Therefore, these forums have the 
potential to become less serious. Social forums allow users to express themselves literary and 
receive feedback from others. Interviewee C suggested that a brag-button was good to have on 
a stock trading platform which will allow the user to show others on the forum how good he or 
she is performing. However, it is questionable if it should be possible for other users to comment 
to a user’s brag. There is a risk of negative feedback. 

As previously mentioned, a short text similar to a tweet could be used to express creativity. 
Such a feature should allow other users on the platform to give positive feedback. If the 
feedback is negative, the risk of users leaving the platform is increased according to Interviewee 
H. A competitive behavior can sometimes provoke negative comments. This means that a 
competitive behavior should be avoided on forums in order to decrease the risk of negative 
comments. 

There is a problem with social features in the case of stock trading in Sweden as people may 
not want to talk about their private economy or share their financial strategy according to 
Interviewee B. Therefore, one must be careful about how for example a social forum is 
implemented on a stock trading platform such that people are encouraged to talk generally about 
stocks without revealing sensitive information. There are a lot of regulations about what is 
legally allowed to be publicly presented and this can be avoided on an external forum according 
to Interviewee I. 

Psychosocial consequences refer to how the consumer feels and the social aspect of the product. 
For example, having a luxury product will give an individual a certain status in society and 
others might be envious or look up to that individual. (Peter & Olson, 2009). People like to brag 
such that others think better of them according to Interviewee C.  Some people act good and 
make good deeds. Some make good deeds simply because they care for others. For example, 
some people care a lot about the environment. But there are also people that do not care about 
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the environment but still act sustainably in order to show others that they are good. With this in 
mind, one could implement ways to brag about and share good deeds on a digital platform 

7.7 Core Drive 6 - Scarcity and Impatience 

This core drive can be considered manipulative to many according to Interviewee H. Therefore, 
it is important that these features follow the code of ethics within gamification (Versteeg, 2013). 
Individuals are impatient which is widely exploited to make people spend money which can 
also result in an addictive consumption. This is because anxiety makes it hard to wait for 
something to happen (Lee et al., 2018). Interviewee B, C, and G suggested that there are ways 
to solve the problem with impatient users. The platform should in some way visualize what lies 
ahead so that the future seems graspable. This is in line with what Wärneryd (1989) discussed 
contemporary versus future purchases. Thus, a platform should in some way present for the 
user that the future is within a reasonable time span. Presenting the increased utility of an 
investment after a certain period of time is also appropriate as an individual has difficulty seeing 
the difference in utility between two different investments. 
The introduction of virtual currency as previously discussed enables a number of game elements 
to be used to motivate users through the sixth core drive. An example of this is that the user 
receives a periodic income of this virtual currency. If this currency allows the user to do what 
he or she wants to do on the platform, the impatience increases because the user must wait an 
arbitrary number of days for an income. Thus, the user is more likely to acquire this virtual 
currency in an alternative way to fulfill his or her needs. This action is motivated by functional 
consequences (Peter & Olson, 2009) which is a form of extrinsic motivation (Ryan & Deci, 
2000). According to Holland and others (2013), this form of motivation has a negative impact 
on the intrinsic motivation of the user. This system thus utilizes Wärneryd's (1989) theories that 
individuals would rather get something today than something better in the future. LGS and 
Webhallen had this aforementioned feature. On the other hand, other factors can also affect a 
user's decision to choose contemporary rewards over larger future rewards. It could, for 
example, be a time-limited competition or task which increases the impatience of the user.  

One problem with the stock market is that there are limited opening hours in different markets. 
This forces the user to only be able to complete investments for a specified period of time, 
which can lead to the user becoming impatient. Buying, selling, and receiving feedback from 
special securities can also increase the impatience of the user as a delay in these situations can 
lead to badly informed decisions. 

Scarcity can also be exploited in several ways on a stock trading platform where Interviewee A 
and B suggests that temporary time offers which gives the user a lot of value can induce specific 
user actions. This concept goes under scarcity of time and this can easily lead to stress. 
Webhallen, eBay, and CCS made use of special time offers where CCS offered the user to buy 
a bundle of different boosters and virtual currency, things used to perform better on the 
platform. Webhallen, on the other hand, had special time offers that could be linked, for 
example, to some special holiday or similar. eBay had daily offers. Scarcity of time is something 
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that should not be used on a platform that is supposed to be long-term engaging according to 
Interviewee I. Interviewee H suggested that this concept could also be used on an investment 
platform to show the negative effects of sleeping money. Then the loss aversion effect would 
be realized, which will be further discussed in the eighth core drive. 

If there is only a certain number of products, this can be classified as scarcity. This can affect 
users' behaviors according to Lynn (1992) because individuals generally desire what is difficult 
to obtain. According to Interviewee E, a product with limited availability is a more exclusive 
product and can be seen as a status symbol. If an individual has acquired a status-related 
product, the individual's sense of power also increases (Garbinsky et al., 2014). This concept 
can also lead to an increase in the user's impatience. This is exploited by a platform according 
to Interviewee D where the platform prints out how many bookable objects are left and that 
they are decreasing rapidly in numbers. Interviewee H believes that this is not a good way to 
act because it makes users more impatient. Thus, one must be careful when implementing 
features that increase the impatience of the users, it can backfire. Instead, one should try to 
make the product more desirable by limiting availability. Webhallen, eBay, and Avanza present 
to the user the number of remaining items of a particular item. Avanza differed from how 
Webhallen and eBay presented this. Avanza had a different number of remaining items 
depending on the price the sellers requested. If the user knows or believes that it is only 
temporary that there is a limited number of products, the products will not be as desirable as 
they would otherwise have been. In the case of a stock trading platform, the platform can present 
that there is only a limited number of securities left at a special price point. This will probably 
cause the user to feel that a good purchase has been made at the moment, but this feeling can 
of course change if the security decrease in value after the acquisition. 

Mental accounting in the perspective of money is a good way to prioritize what an individual 
thinks is worth spending money on. Also, mental accounting is restricting money spent on 
things that the individual does not think is worth spending money on. Furthermore, individuals 
are more aware of how much money they can spend on luxury items, experiences and other 
irregular costs (Shefrin & Thaler, 1988). 

7.8 Core Drive 7 - Unpredictability and Curiosity 
From the platform analysis, it was found that at least one element of unpredictability was 
present on each studied platform. The unpredictable element did differ from platform to 
platform where the price of stocks is unpredictable according to Interviewee H. The price of a 
stock may, for example, go up or down depending on several variables which in most cases 
cannot be accounted for, thus this change in price seems unpredictable to the user. CCS had 
several different unpredictable elements where the user received a free treasure chest with 
random rewards each day and a free-spin. What reward the user received from these two 
elements was unpredictable and the user was able to win a jackpot on the free-spin. According 
to Interviewee F, a jackpot is very effective and important for a platform. Furthermore, CCS 
also used the feature of unpredictability in the game levels, the user never knew exactly what 
type of candy that would be presented on the board. This resulted in that there is an infinite 
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number of ways to solve the level and thus allows the user to express creativity through solving 
the level which also taps into the third core drive. 

An unpredictable element on Webhallen was that there was a recurrent supply-drop for the user 
that was received once a week when the user visited the platform. What this supply-drop 
contained was unpredictable. eBay had an unpredictable auction where the price of an item 
could result in a high or low price. Finally, LGS had several mini-games on the platform where 
the user could win various unpredictable rewards. These games did not rely on the user's skills 
and were completely dependent on chance. According to Interviewee D and E, unpredictable 
elements make the users not become bored, which means that fewer users leave the platform. 
In the case of a stock trading platform, an unpredictable weekly reward could, for example, be 
a discount on the brokerage fee for one purchase.  

An unpredictable event can have a negative or positive outcome to the user. If for example, an 
investment on a stock trading platform goes down, this would probably be a negative 
unpredictable event, and this is very disliked by users according to Interviewee B. McGonigal 
(2011) also discusses unpredictability and that there is an emotional build up when waiting for 
the outcome of an unpredictable event. Because of the emotional build-up, the feeling the user 
receives from the outcome is probably amplified with an unknown positive factor. To conclude, 
users want positive unpredictable outcomes, and this is difficult to ensure on a stock trading 
platform. 

Interviewee D talks about the need for balancing between a comfort zone and unpredictable 
elements in order to avoid that the user becomes bored or feeling clueless about how he or she 
can predict and affect anything. The user must feel that he or she understands what they are 
supposed to do, while still being exposed to new things and content that stimulate interest and 
engagement. However, there are several ways of unpredictably introducing new things and 
content to the user which is important to an MSP according to Hagiu (2009). A few examples 
are updated practical features or updated visual graphics, etc. Interviewee F also suggests that 
an unpredictable relaunch of the platform with new features will make bored users more 
curious. This later stated suggestion might not always be effective and it should probably not 
be done frequently. This is because it can result in decreased reliability and fear of losing 
progression and accomplishments. 

On CCS, users know that there are several new game features waiting for them in the later 
stages of the game. This makes the users curious and motivates them to progress and play more. 
It is an extrinsically motivating feature to reveal new expected features in the later stages of the 
game. The user is aware that this future feature can help them perform better. Furthermore, 
future rewards can be unknown to the user, however, the user is informed that there will be a 
big reward. The reward does not always need to be big, but the curiosity of potentially get a big 
reward will probably trigger people to act in a certain way. There is however a risk that the user 
is feeling fooled if the reward does not live up to the expectations.  

An easy way to trigger the curiosity of a user is through an unpredictable notification according 
to Interviewee H. Too many notifications can make the user irritated so it is important to keep 
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a balance. Notifications that users find interesting are likely to be preferred. For example, the 
user has received a free-spin. It is as previously mentioned, a positive unpredictable event. This 
combination of surprises increases the likelihood that the user enters the platform because of 
the curiosity of winning a bigger prize by using the free-spin. 

Hamari and others (2015) write about that some people like risk and will be even more 
motivated by the higher rewards that come with the risks. Being very clear about how the user 
can choose their risk to earn more is a good way for risky users to feel that they are risky 
according to Interviewee F. Likewise, Interviewee I adds that users that want low risk but 
almost certain rewards feel safer by being able to choose a safe option as they are engaged by 
predictable outcomes of their investments. 

A game element proposed by Interviewee I is a temporary rare campaign where users, for 
example, can search for virtual Easter eggs on the platform. The gathering of these Easter eggs 
should lead to some kind of reward for the user, which motivates him or her to gather the Easter 
eggs. Thus, the user becomes extrinsically motivated. Interviewee I suggested that these eggs 
should be scattered around so that the user visits different places on the platform. For example, 
there may be an Easter egg hidden under a text that explains how to buy and sell shares. This 
can cause the user to visit specific pages on the platform that they would not have done 
otherwise. However, such a campaign could not be found on any of the analyzed platforms. 

7.9 Core Drive 8 - Loss and Avoidance 
People do not want to lose what they already own. Features that scare users that their 
possessions will be lost if they do not maintain them is used as a strategy to have users to 
frequently spend their time on the platform. 

People are loss averse and are therefore feeling as good by a $2 gain as they feel worse by a $1 
lose (Ritter, 2003). This can be exploited by knowing that losing feels more to the user than an 
equal gain. Even if the user, in the end, is doing the same thing, one can trick the user to have 
the mindset of potential loss rather than potential gains. For example, the user can be given 
items for free, but have to actively work to keep them. The user is thereby working for the 
items, but instead of having the mindset of gaining a reward, the user has the mindset of the 
potential loss. Interviewee D talks about that customers react negatively to always having the 
mindset of a potential loss can occur. Interviewee D further explains that a platform where there 
is always a risk of losing possessions is called a burning platform. Burning platforms were more 
popular in the past, today platforms are instead trying to increase engagement by implementing 
features that people desire. Therefore if possible, a burning platform should be avoided in the 
case of a stock trading platform. 

Interviewee D stated that a burning platform is increasing engagement. This concept can be 
found on various gaming platforms including CCS. The user must visit the platform daily to 
maintain the progression it has acquired through the continuous visits. If the user visits the 
platform seven days in a row, a large prize is obtained similar to a guaranteed jackpot. This 
feature increases the likelihood that a user will return to the platform at least once every day. 
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This is because people are loss averse which is supported by Interviewee A. A burning platform 
can be seen as unsustainable in the long run because of extrinsic rewards. When the user 
normalizes the rewards, this concept on CCS will no longer be as effective as before. 

Sleeping money on a stock trading platform is in many cases a risk and the user must be aware 
of this according to Interviewee B, C, G, H, and I. Presenting the difference in portfolio value 
if the user would have sleeping money compared to if the user would not have sleeping money 
could enlighten users that they might actually lose money according to the aforementioned 
interviewees. Because sleeping money in most cases results in a loss, users should want to avoid 
this. By making the users aware of this, should motivate them to activate their sleeping 
resources. However, there are other factors that must be taken into consideration. For example, 
by investing the sleeping money, unpredictability arises and insecurity is instilled with the user. 
This is an unpleasant feeling and it is, therefore, a higher risk that the user avoids this if he or 
she can. In addition, the user may feel forced to invest his or her sleeping money, which is 
disgruntled by users according to Interviewee E. 

Some people think of an investment as a risk and that there are a lot of uncertainties with 
investing their money. In behavioral economics, there is the factor of uncertainty and how 
people’s behavior is affected due to this uncertainty. Empirical studies show that people are 
generally risk-averse and that people are even less likely to take a risk if there is uncertainty 
about the level of uncertainty. Furthermore, decision-makers are generally unable to consider 
the two different kinds of risk into a single uncertainty factor. As a result, the level of 
uncertainty is perceived as higher, which causes people to avoid such alternatives. This 
phenomenon is called ambiguity aversion (Hamari et al., 2015; Fox & Tversky, 1995). 
Therefore, a platform should present, in a clear way, what certain investment options mean in 
terms of risk, but also what one could receive if choosing more riskful alternatives. 

7.10 General Discussion 
Interviewee A, B, D, and H all expressed how important it was to have an aesthetically pleasing 
platform. What each person prefers for graphics probably depends on several different 
variables, but a general approach was suggested by Hummels and Overbeeke (2000). The 
performance of the product is part of what Hummels and Overbeeke (2000) propose and it is 
also important according to Interviewee F where, for example, the time it takes for a user to 
load the platform is important. The third factor points out that the platform's design is affected 
by when, where, and how it is used (Hummels & Overbeeke, 2000). Thus, the design of the 
platform must be adapted to the target group of the platform. 

When designing the interface on a stock trading platform, one must consider that a playful 
design may not be appropriate. It depends on the target group of the platform. In addition, 
Interviewee A and B consider that the platform must have an acceptable design to instill a sense 
of seriousity with the user. A playful interaction can be motivating for users who demand 
entertainment (Taharim et al., 2014) but users can, of course, be motivated by other things as 
well. Making a platform visually stimulating alone can be a mistake according to Blythe and 
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others (2004), which states that one should instead focus on how to get users more engaged. 
This is contested by Interviewee A and H who claim that even visual stimuli can be motivating 
for users. Interviewee D adds that there are even some people who play games just because of 
the visual stimulation. 

When comparing a game like CCS with Avanza, it is clear that Avanza has not adopted a playful 
design. Avanza's platform looks more serious. Even eBay looks relatively serious compared to 
CCS. However, Webhallen has a slightly more playful design where the user can see his or her 
avatar up in the right-hand corner with the avatar’s gear and level. LGS is very interesting in 
this regard, as the platform clearly focuses on playful design. Why LGS selected this type of 
design may depend on its target audience or that gamification according to them is an effective 
motivator. From the design perspective, LGS has many similarities with CCS. 

Users can, according to Interviewee D, be intrinsically motivated to use a platform solely 
because of the visual graphics as previously stated. If a user is sufficiently intrinsically 
motivated, it reduces the requirement that the platform should be intuitive to use. A sufficiently 
motivated user can thus bypass a non-intuitive platform that is considered difficult to use 
(Blythe et al., 2004). 

However, in general, users should not have a problem with understanding what the purpose of 
the platform is and how to navigate on the platform. This can, for example, be problematic for 
new users as they are not used to the new platform's navigation system. Interviewee A, B, F, K, 
and H suggested that an intuitive flow was good for a new user to quickly learn the mechanics 
of the platform. An overly complicated platform can easily cause users to disengage and at this 
stage, the statement from Blythe and others (2004) that challenging experiences is good, is not 
questionable. To increase the likelihood that users remain committed and invest their sleeping 
money, it is important that the platform is intuitive to use and that the right information is 
presented to the user at the right time (Fischer, 2001). Simplicity for the user to use the platform 
is very important according to Interviewee B, C, and I. Even many different terms, taxes, and 
etc. can discourage users according to Interviewee B. Thus, it may be appropriate to consider 
just showing the essential information for the user in the onboarding stage and then adapt to the 
user's personal development and understanding of the platform. 

The implementation of a number of different game elements can result in the platform becoming 
difficult for the user to use. Thus, it is important to not implement too many unnecessary 
functions and also to determine whether each game element has a positive or negative outcome. 
In addition, gamification can lead to users being distracted from the actual purpose of the 
platform, according to Andrade and others (2016). 

To make it simpler for the user, according to Interviewee B, the total amount of sleeping money 
in the user's account can be portioned into categories of how much money that should be spent 
on certain things, i.e. mental accounting. Then it will probably be easier for the user to choose 
an investment because it does not have to feel that all the money disappears directly. 
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Another interesting feature found on two of the examined platforms was mini-games. 
Webhallen had a mini-game under construction and LGS had several mini-games. The mini-
games on LGS were based on chance and the users had to spend their virtual currency in order 
to play and have a chance of winning a reward. The users where extrinsically motivated to play 
these mini-games. The purpose of LGS was for the user to save money and the rewards from 
the mini-games could be real cash. The platform had thus linked the mini-games to the purpose 
of the platform. 

Interviewee B calls these mini-games for hyper-casual games and explains that these are 
suitable for users who want to spend their time on something stimulating. This activity is 
intrinsically motivating to the user according to Pink (2009) due to autonomy. On a stock 
trading platform, it may take a long time to get feedback on how an investment has gone. If it 
is so that the user expects to receive feedback within a short time span, then a mini-game could 
be used to motivate the user to stay on the platform while waiting for the feedback. Thus, mini-
games increase the likelihood that a user spends more time on the platform than it otherwise 
would have done. There is probably also a risk that platforms without mini-games will lose 
users as they fail to entertain them between the feedback loops. 

Mini-games can also be linked to other functions on the platform that motivates a user in other 
ways. For example, it can be a social game that involves users defeating one by using a 
combination of personal skills and acquired gear or boosters on the platform. This gear or 
boosters could, for example, be awarded from achieving goals on the platform. Thus, this will 
intrinsically motivate users that strive towards being the best in a competitive mini-game. The 
likelihood that this user will work harder to reach different goals on the platform then becomes 
higher since the rewards from the achieved goals facilitate for the user to beat the competition. 
A similar system is said to be present on Webhallen. The limitations for a mini-game seems 
endless. However, Interviewee A did not recommend having a mini-game on a stock-trading 
platform since it would harm the perceived seriousness. 

Trust is a common issue on both MSPs according to Hagiu and Rothman (2016) and banks 
according to Interviewee A. New things can be perceived as unsafe to use and that there is a 
big risk of revealing sensitive information. Gamification can improve trust as people might find 
game elements more trustworthy compared to direct recommendations from a bank man 
according to Interviewee E. 

Trust is easily gained by personal recommendations. If a friend has, by word-of-mouth, 
recommended something to the user, the user will believe that the recommendation is 
trustworthy (Peter & Olson, 2009). Therefore, it is a good idea to utilize social features in order 
to gain trust. For example, interviewee A and I think that a good social feature to increase trust 
on an MSP is to implement a rating system where customers can rate what they thought about 
a certain service or product. This is also supported by Hagiu and Rothman (2016) which further 
adds that almost all prominent MSPs use this system. A rating system like this is present on 
Avanza, Webhallen, and eBay. Therefore, in the case of a stock trading platform, it would 
probably be good to allow the users to rate each security so that trust is increased. However, 
this feature allows competitors to use foul play. 
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A study showed that specific colors and a balanced layout in cyber-banking interfaces induce 
trust (Kim & Moon, 1998). This fact reinforces the importance of having a simple and 
aesthetically pleasing interface as previously mentioned and especially in the case of a stock 
trading platform. 

Interviewee I suggests that trust increases with a platform that meets certain requirements that 
are also found in the code of ethics by Versteeg (2013). These requirements are that the platform 
should feel genuine, transparent and that the platform accounts for a mutual profit to the user. 
Thus, it is important for an MSP to follow this code of ethics since, according to Interviewee I, 
it affects trust, which in turn affects engagement. 

Ethics are very important to discuss in today's society and especially in a game context since a 
possible outcome of gamification is addiction and dependency according to Andrade and others 
(2016). The purpose of a gamified stock trading platform is to help users give them a better life 
by motivating them to save and invest more money. Unfortunately, gambling addiction can also 
result in users spending so much time on the platform that it is classified as unhealthy. Such 
behavior violates the code of ethics and then the platform should instead try to reduce the 
motivation of this user, which is the platform’s responsibility (Versteeg, 2013). 

A gamified stock trading platform meets the first point of the code of ethics because it is good 
for the user to save money instead of spending on non-essential stuff. Investing their sleeping 
money, on the other hand, is a gray area. Investments can be both good and bad. Sleeping money 
is good as it actually is a currency that can rise in value against other currencies when the user's 
future plans are to exchange the current currency with another currency. In addition, sleeping 
money is good if it does not mean that the user would invest the money in securities that 
decrease in value. Despite these advantages of sleeping money, there are currently a number of 
different investment alternatives that, with high probability and low uncertainty, increase in 
value over time. Now it is easy to be wise after the event, but historically, even an investment 
in the Stockholm index has proved to be very profitable despite the various recessions, which 
can be a deterrent to some users. 

According to Interviewee B, studies also say that daily trading is not as good as they statistically 
do not earn as much. Thus, from an ethical perspective, the platform should not encourage a 
user to buy and sell securities on a daily basis but apply a more long-term strategy. Because the 
user buys and sells goods on a gamified MSP, it can lead to addictive consumption. This occurs 
when the user tries to avoid some emotions similar to those found in core drive six, seven, and 
eight. This is probably why these core drives are called black hat gamification. These core 
drives need to be carefully scrutinized before implementation to successfully follow the code 
of ethics. 

There are a lot of things that make people motivated but generally, in order for someone to be 
motivated to act, there needs to be some kind of value for the user as an outcome of his or her 
actions. Value comes in many different forms such as entertainment, status, or money. Value is 
very subjective and therefore, studies have tried to divide the population into different groups 
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to simplify what motivates individuals on a personal level (Seaborn & Fels, 2015). Interviewee 
F also adds that these values are based on demographics. 

Because there are different player types, it is good if the platform has the ability to adapt to the 
respective user instead of embracing a one-size-fits-all (Tondello, 2016). This is because some 
players may react differently to the features on the platform. This report has chosen to use 
Marczewski's (2015) Hexad where one of the payer types are socializers as mentioned in the 
discussion about the fifth core drive. For this specific group of users who feel connected with 
socializers, it is probably beneficial for the platform to implement game elements that motivate 
users through the fifth core drive. 

For Free Spirits, it is probably good for a platform to present game elements that allow the users 
to express themselves (Marczewski, 2015). For this type, the third core drive is more valuable. 
Of course, a user can feel connected with several different player types and it adds up to a level 
of complexity. Thus, it is difficult for a platform to be adapted to each player type. Hence, a 
general approach that in some way is justified for each type of player is a good start when the 
platform wants to address as many people as possible. 

There are six characteristics of people that are spending too much money without saving; short-
sightedness, lack of self-control, the habit of spending freely, expectation of life, selfishness, 
and following fashion and trends (Fisher, 1930). We believe that the habit of spending freely, 
trends and lack of self-control are what affects people the most. Weak willpower results in 
people making decisions that are good and beneficial now but will have a negative effect in the 
future (Shefrin & Thaler, 1988). But it is probably the habit of spending all the money that 
makes people saving less, even though their willpower is strong. 

There is no specifical target group of the study, but the results are probably best suited towards 
people that are already somewhat engaged or would like to be engaged. There are people who 
are totally uninterested and will not be engaged regarding what type of motivator that is offered. 
When introducing something new, such as an application or a platform, it is important that 
customers are satisfied with their experience of the platform. Therefore, one should not release 
a product that is not yet fully developed. Marketing is not the main focus of the scope in this 
study, but it is surely a vital factor when addressing the problem of sleeping money. Marketing 
is important in order to get as many people as possible aware of the marketed platform. 
Gamification on an MSP can contribute to, in perspective of marketing, a pleasant experience, 
resulting in an indirect form of marketing. Word-of-mouth recommendation is a strong form of 
advertisement and it is important for every product that aims to have many users (Bjornland et 
al., 2015; Interview A). 
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7.11 Case Generalization 
The chosen case in this study has several similarities with platforms in other industries. A stock 
trading platform interconnects two sides of a market; buyers and sellers. Both sides of the 
market are also affiliated with the stock trading platform and therefore, it is defined as an MSP. 
The stock trading platform provides infrastructure for buyers and sellers which they charge a 
small fee for each executed transaction. These transactions do not generate much income per 
transaction but in a large quantity, the revenues are increased significantly. The business model 
could with other words be described as a low margin business where small transactions occur 
a multiple of times. The more active buyers, the more revenue for the platform (Vandermerwe, 
2000). Digital transformation does not only affect the financial industry but also other 
industries. Thus, it is believed that the selected case is a good choice from that perspective as 
well. 
Money was the resource focused on in this study and that people should be more engaged in 
stock trading. Money was used because of its technological property of being an efficient 
medium of exchange. Money also allows the user to economize on other real resources (Feige 
& Parkin, 1971). According to Interviewee I, platforms with a certain resource can be 
ephemeral if the resource is not valued high enough by the users. For instance, a stock trading 
platform with fake money was not successful because of this reason. Therefore, the type of 
resource matters and should be valued high enough by users for the platform to long-term 
engagement.  

Even though money and stock trading were the focus of this study, findings from the study of 
how people are motivated are general. While gathering literature and empirical findings, the 
general perspective of motivation was always considered. Because of that, this study is based 
on psychological theories, without practical examples, one has to test the proposed suggestions 
in order to prove that the findings are real outcomes. This study can only theoretically confirm 
that a platform increases the motivation of its users with game elements. If game elements work 
well in the gaming world where the purpose is entertainment, it does not mean that the same 
game elements are as effective in non-gaming contexts. However, the discussed findings in the 
Octalysis framework are with high probability a good indication of how one could utilize 
gamification in order to engage people on an MSP.  
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8 Conclusion & Future Research 
The conclusion highlights and summarizes the most important aspects of the discussion and 
analysis. This chapter answers the two research questions and ends with proposals to future 
research related to the subject of gamification on MSPs. 

8.1 Conclusion 
In this section, the results of the study are concluded, and the research questions are answered. 

8.1.1 Sub Research Question 

- How could gamification on a stock trading platform activate sleeping money? 

In the literature review, it was found that intrinsically motivated individuals tend to perform 
better and be more persistent in activities than extrinsically motivated individuals. Furthermore, 
incentivizing an activity with punishments or rewards decreased the level of intrinsic 
motivation. Gamification is, therefore, a good alternative to increase engagement as 
gamification influence both intrinsic and extrinsic motivation depending on how it is 
implemented. On a stock trading platform, the goal is for the user to be engaged in the long run. 
Therefore, intrinsic motivators are especially important in this case.  

It was found that some experts were uncertain about if gamification on a serious platform such 
as a stock trading platform would work. This was because there is a risk that the platform can 
be considered unreliable and in the worst case associated with a gambling company. Trust in a 
stock trading platform is an important aspect to consider, and it is not clear if gamification 
increase trust in a stock trading platform. 

In the case of motivating people to use a stock trading platform, gamification can be utilized. 
The problem that gamification solves, is that people are not motivated enough to learn about 
the stock market and invest their money. By implementing gamification on a stock trading 
platform, users’ motivation to start using and continue using the platform could increase. 
According to theoretical success criteria regarding high-functionality applications, such as a 
stock trading platform, the platform in question must be simple for the user to understand and 
use. Simplicity was also emphasized as important by several interviewed experts. The Octalysis 
framework was used when analyzing what kind of motivators that could be useful on a stock 
trading platform. Motivators and examples of practice from each core drive in the Octalysis 
framework are concluded, thus answering the research question of how gamification could 
activate sleeping money on a stock trading platform. 
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Epic Meaning and Calling 

It was found that sustainable alternatives are motivating some users. By presenting that some 
investments are better for the environment than others, are allowing users to fulfill their epic 
meaning and calling which is highly motivational. For example, a badge representing 
sustainable investments could be rewarded to the user, if the user’s investments are labeled as 
sustainable. Depending on the user's personal preferences, there are also other motivational epic 
meanings such as nationalism, risk, and egoism. However, the risk is probably not something 
that should be encouraged on a stock trading platform. A game element that was suggested by 
an expert to be suitable to activate this core drive is storytelling.  

Development and Accomplishment 

Progression and incremental development can be intrinsically motivational for some people. To 
visualize progression; progress bars, levels, and leaderboards can be used on a stock trading 
platform. A level connected to the user’s personal skills can be used to present how the user’s 
skills regarding stock trading are increasing. Leaderboards must be carefully designed if used 
since they might create more losers than winners. Goals can also be used on a stock trading 
platform. These goals can be both easy and difficult for the user to achieve. The goals should 
be designed so that users take specific actions that benefit both them and the stock trading 
platform. For example, a goal for the user could be to reach a certain growth percentage of their 
portfolio. Progress bars can be used to present how the users are progressing towards a goal. 
Badges and medals can be used to confirm that the user has made an accomplishment. Some 
people are motivated by progression and therefore, it is motivational for them to see how they 
are progressing in various ways.  

Empowerment of Creativity and Feedback 

Implementing the possibility for the user to be creative is good in order to avoid boredom. It is 
also engaging in the long-term. However, in the onboarding process of new users, creativity 
should be avoided since too many features are seen as obstacles. Simplicity is important for 
new users. A profile allows the user to express creativity. An avatar can be linked to the user’s 
profile. This feature enables for more implementable game elements where the avatar can be 
customizable. However, making this too playful will likely harm the trustworthiness of the 
platform. Creativity can also be achieved when the user is building a portfolio, as the user can 
choose what stock should be included. Receiving feedback about the user’s creativity is 
important for the user, the user wants to know if his or her actions are in line with the intended 
outcome. 

Ownership and Possession 

The feeling of ownership and possession is motivating users to continue using the platform. A 
stock trading platform should save users’ progress. Thus, the user can see how the portfolio has 
changed over time which is valued by some users. A cabinet for badges can be used to visualize 
that the user is in possession of various accomplishments. A fake virtual currency can also be 
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implemented on a stock trading platform. This was not addressed by the experts but it allows 
for more game elements to be efficiently implemented. The fake virtual currency can act as a 
user’s possession. Another feature that enhances the feeling of ownership is to be able to create 
an own profile, with a profile picture, personal information, and achievements. 

Social Influence and Relatedness 

It is possible to categorize people into different groups, and the group that the majority of the 
world's population relates most to is socializers. Thus, it is intrinsically motivating for many to 
have access to social features on a stock trading platform, since many users want to share their 
experience with others. An example of a feature that allows people to socialize is a forum. Some 
people like to brag about their successful achievements or benevolence, which is facilitated by 
having access to a forum connected to the platform. However, one must be careful with a forum 
and maintain it, such that unwanted topics or information are avoided. Another feature of social 
influence is to compare the user with successful users. The method of successful users could be 
a model for others and something they could look up to, and motivate them to become as 
successful. 

Scarcity & Impatience 

This core drive is considered manipulative to many users. On the other hand, having limited 
rewards or time-limited offers is motivating users to seize the opportunity. Restricted opening 
hours, temporary time offers, and a limited number of special products are some examples of 
scarcity that could be utilized on a stock trading platform. Furthermore, in order to avoid 
impatience among users, a stock trading platform could include the feature of visualizing 
savings goals and future fortune. Visualizing future goals are decreasing the users’ impatience.  

Unpredictability & Curiosity 

In the case of stock trading, there are already elements of unpredictability regarding the price 
of securities. Unpredictability could make the user curious and the user is therefore motivated 
to further use the platform. However, there are more features of unpredictability that could be 
added on a stock trading platform, such as temporary campaigns with cheaper services, updated 
graphics, and rewards with unknown value. It was also found that notifications spark a sense of 
curiosity if the notifications were unpredictable, but too many notifications were annoying.  

Loss & Avoidance 

It is not recommended to build a burning platform, where the user must maintain their 
achievements in order to not lose them. Even though a burning platform can motivate users to 
act, it is not a sustainable motivator in the long-term perspective. Removing what the users have 
earned, could cause a bad reputation and anger towards the platform. Instead, the platform 
should mediate what potential gains the users are missing out on if the users are not active on 
the platform. For example, having a lot of sleeping money is a loss, compared to the growth if 
the money were invested. 
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8.1.2 Main Research Question 

- How could gamification on a multi-sided platform activate sleeping resources? 

This study has mainly focused on how to motivate users through eight different core drives in 
the Octalysis framework. However, there are more ways to motivate a user. The research 
question is answered from a general perspective since all people are different and are motivated 
by different things. Generally, gamification is applicable on a multi-sided platform and can 
extrinsically and intrinsically motivate users to take specific actions. How users are extrinsically 
and intrinsically motivated by gamification is described in the following sections. Hence, 
gamification can be used to activate sleeping resources on a multi-sided platform by 
extrinsically and intrinsically motivating potential and current users. 

Extrinsic Motivation 

In the perspective of an MSP, extrinsic motivation is easier to achieve compared to intrinsic 
motivation. The negative effect of extrinsic motivation is that it impairs intrinsic motivation. 
This is because the user becomes more interested in the rewards rather than the task itself. The 
platform should continuously be motivating for the users to keep interacting with the platform. 
This can be done in several ways utilizing game elements that entail extrinsic or intrinsic 
motivation. In this section, the extrinsic motivators will be concluded. 

Progress bars or other types of visualization of progressions were found on several of the 
investigated platforms. Visualization is used as a type of feedback which makes abstract things 
such as long-term goals easier for the user to understand. If the user understands the feedback, 
he or she will be more engaged and extrinsically motivated. If a platform lack feedback, users 
will not understand if what they are doing is in line with what they want to achieve. A badge is 
an extrinsic reward for achieving some specific goal. It is given to the user to indicate that the 
user has done something good. Rewarding positive behavior can make the behavior continue. 
However, one should be careful with giving too many rewards as intrinsic motivation as well 
as the impact of rewards decreases. The users must feel that they are worthy of the reward. 
Therefore, in the perspective of an MSP, one could utilize the sixth core drive in the Octalysis 
framework, scarcity. Having a limited amount of rewards given to those who are most active 
will result in that the value of the reward increases. Also, people will be more engaged in trying 
to achieve the requirements of a certain reward as it will be perceived as a status symbol. 
Furthermore, the seventh core drive, unpredictability, can be utilized on an MSP where some 
rewards are unknown with known requirements, making people curious about what they will 
get. Curiosity is engaging, and elements of unpredictability such as unknown rewards or new 
features are motivating users to continue using an MSP. 

Another way to extrinsically motivate people to do something is to utilize the concept of a 
burning platform, where users who are not active lose possessions and other earlier 
achievements. The concept of a burning platform can be very efficient to make people act. 
However, this is not recommended to implement on an MSP with a long-term perspective as it 
causes negative stress over time. People might get angry, which will hurt the reputation of the 
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MSP. Therefore, features on an MSP should focus on things that people desire rather than 
threatening them with losses. 

Some types of people are intrinsically motivated by leaderboards since they are driven to 
compete against others. There are also people who are extrinsically motivated by leaderboards 
as leaderboards can be used to confirm a user’s development and success. However, it is 
important that the leaderboards are designed in a way such that the user’s self-confidence is not 
affected negatively. There are a lot of people that do not like to compete and would feel like a 
loser when the leaderboard presents a lot of top performers. Therefore, the leaderboards should 
be designed such that people that are motivated by competition and people that dislike 
competition could be motivated by the leaderboard. For example, the leaderboard could focus 
on individual progression, present some players with a score below the individual, and a few 
top players. This type of leaderboard is not presenting the information that the user is below 
average. The top players could be presented as examples of how one could be successful. 

One of the most powerful extrinsic motivators is social interaction. People like to socialize and 
to share what they are doing with friends. Some people are engaged in certain things only 
because of that it is a trend or that they will be perceived as a good person. Generally, people 
are seeking social confirmation and acceptance. Regarding the reason why people like the 
possibility to socialize on a platform, the fact is that people enjoy social features. Apart from 
that, it is also, in the perspective of an MSP, a good way of advertisement. The probability that 
a person will join a specific MSP becomes much higher if the person got a word-of-mouth 
recommendation from a friend to join that MSP. 

Intrinsic Motivation 

If the purpose of an MSP is long-term engagement, the goal should be to intrinsically motivate 
the users. Intrinsic motivation is generally rather difficult to achieve and commonly emerges in 
the later stages of the user’s journey on the platform. Because of this, simplicity is very 
important when a potential user is introduced to a platform. If there are a lot of obstacles 
hindering the user to start using the platform, there is a high risk that he or she will be 
discouraged to continue using the platform. This entails that these users are lost before they 
have a chance to be intrinsically motivated to use the platform. 

It was also found that challenging experiences did intrinsically motivate some users because 
they were driven by a desire for accomplishment and overcoming difficult tasks. In order to 
increase the probability that users remain committed it is important that the platform is intuitive 
to use and that the right information is presented to the user at the right time. It is therefore not 
recommended to present too much information to a new user. Thus, the platform should have 
an onboarding process where only essential information is presented such that the user is not 
overwhelmed but is still learning the mechanics of the platform. The complexity of the platform 
after the onboarding process should slowly increase. New features should also be introduced to 
overcome the increasing risk of boredom amongst the users. 
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To increase the intrinsic motivation amongst the users, the first three core drives in the Octalysis 
framework is suitable to make use of. It was found that the environment, sustainability, 
nationalism, risk, and egoism could intrinsically motivate users depending on their personal 
preferences. The second core drive is intrinsically motivating for users that are driven by 
mastery and the third drive is intrinsically motivating for users that are driven by self-
expression. 

For the core drives to be effective, visual or concretized features must be present for the user to 
realize that he or she is activating the core drives. The first core drive can, for example, be 
concretized through a journey that can also help the user to create an epic meaning. The second 
core drive can be activated by visualizing how the user is progressing and what 
accomplishments that are being achieved. Typical game elements in this aspect were 
progression bars and badges. It was also found that badges displayed in for example a cabinet 
tapped into the fourth core drive since the user felt ownership of the acquired badges. Saving 
these artifacts makes the user feel more powerful which is also intrinsically motivational. 

Autonomy can also intrinsically motivate users, and this can be realized with the help of mini-
games on the MSP. Mini-games can also be used to allow the user to express creativity which 
is intrinsically motivating. Mini-games can likewise increase the probability that the user 
spends more time on the platform. However, this feature could foster addiction amongst the 
users and distract them from the main purpose of the platform. 

Furthermore, trust must also be acknowledged since it can affect the intrinsic motivation 
amongst the users. If the purpose of the platform is to be serious, colors and a balanced layout 
induce trust. On the other hand, gamification can in some cases harm the trust depending on 
what game elements that are being used. Simplicity, transparency, and word-of-mouth 
recommendation is also increasing trust. Finally, ratings and reviews are a way to increase trust 
in an MSP. 
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8.2 Future Research 
This study is theoretically investigating how sleeping resources could be activated on a multi-
sided platform by utilizing gamification. Future research could therefore explore the following 
areas: 

• Because this report is based on conceptual theories without practical experiments, future 
research could concern an empirical approach, testing the results found in this study on 
a target group. Even though theory suggests that certain features will increase 
motivation, does not mean it will work in practice. 

• Investigate if a playful design is actually engaging users in a serious context. Does 
gamification affect the perceived seriousness on the platform? Are investments 
perceived less serious in a gamified environment? It would be interesting to investigate 
if it is effective on a serious platform such as a stock trading platform.  

• Future research could further explore how gamification can be used to increase trust on 
an MSP. 

• Future research could explore what type of mini-games that would be suitable on an 
MSP. 

• It would be interesting to investigate how gamification affects people in the perspective 
of marketing. 

• Future research could investigate trade-offs between intrinsic and extrinsic motivation. 
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Appendix A 
Interview Questions 

• Kan vi spela in? (Endast för privat bruk för att inte missa något viktigt under intervjun). 

• Vem är du/vad jobbar du med? (Beskriv dig själv och din roll). 

• Kan vi skriva i vår rapport vilken typ av roll du har? (Vi lägger inte upp något utan ditt 

godkännande). 

• Mer generellt, vad tror du engagerar människor att använda en produkt/plattform? 

• Vad är det som gör att en plattform är rolig att använda? 

• Vilka spelelement ser du som mest effektiva för att motivera människor att använda 

sina riktiga pengar, varför? 

• Då syftet med vårt arbete är att engagera människor på en digital plattform i en 

verklighetsförankrad miljö, är det andra spelelement som blir viktigare då, varför? 

• På vilket sätt kan gamification påverka tillit till en plattform? 

• Vad tror du om att gamifiera en aktiehandelsplattform? 

• Potentiella problem med en gamifierad marknadsplats för aktier? 

• Vi utgår från the Octalysis framework. Hur kan man motivera kunder och potentiella 
kunder med respektive Core Drive (Vi pratar mer om innebörden av respektive Core 
Drive under intervjun): 

• Core Drive 1 - Epic Meaning and Calling 

• Man gör något för the greater good. 

• Core Drive 2 - Development and Accomplishment 

• Man gör något för att utvecklas och nå mål. 

• Core Drive 3 - Empowerment of Creativity and Feedback 

• Man gör något för att uttrycka sina kreativa idéer. 

• Core Drive 4 - Ownership and Possession 

• Man gör något för att användaren ska känna ägandeskap. 



 

b 

• Core Drive 5 - Social Influence and Relatedness 

• Man gör något för sociala relationer. 

• Core Drive 6 - Scarcity and Impatience 

• Man utnyttjar folks otålighet. 

• Core Drive 7 - Unpredictability and Curiosity 

• Man spelar på nyfikenhet och potentiella okända belöningar. 

• Core Drive 8 - Loss and Avoidance 

• Man gör något för att få användaren att agera för att inte förlora något denne 

värdesätter. 

• Är det något mer du vill tillägga/ är det något mer du tycker att vi borde ha frågat? 

• Vad är HCI för dig? 

• Hur skulle du definiera gamification? 

• Vilka teorier kan du rekommendera oss att läsa? 

• Hur tror du att generella intresset är med aktiehandel i samhället? 

• Hur engagerar man folk i sin privatekonomi? 

• Vad tror du problemet med sleeping money beror på? 

• Hur kan man lösa problemet med sleeping money? 

• Vad är det som gör att en plattform är rolig att använda? 

• Vet du om det redan finns något liknande projekt? 

• Har du förslag på personer att intervjua som har bra svar på dessa frågor? 
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