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Abstract 

Gamification is an emerging information system concept that only got popular in 2010 under the human computer 
interaction sciences. Gamification is rapidly growing thanks to its success in enhancing the user engagement and 
being positively changing user’s behavior. After acknowledging its role, it has been utilized in different fields of 
business for both of their customers; the externals and internals (their employees). Previous studies have proved 
Gamification role in changing external customers’ behavior and achieving the desirable objectives. Unfortunately, no 
clear results or models have been proved or standardized regarding the internal customers (the employees). The 
objective of this research is to explore the factors should be taken into consideration when developing or studying a 
Gamification application in order to enhance employees’ performance. 

Keywords: employee engagement, gamification, enterprise gamification, the lord of ABANA, ABANA Enterprises 
Group Co. 

Methodology: This is an exploratory, short-term case study that studies ABANA Enterprises Group Company’s 
gamified application (“The Lord of ABANA”), where three departments (HR, sales, and finance) have participated 
in the study. Surveys, observation, monitoring employees’ performance digitally have been used.  

Results: The results have delivered factors that should be taken into consideration when developing Gamification for 
employees, which have been expressed in a framework.  

1. Introduction 

In the recent years, the tremendous number of phenomenal technologies that emerged facilitated globalization and 
changed the world of business, as we know it. Businesses became more competitive against each other and seek to 
satisfy customers first by becoming more customer-focused. In order to achieve that, businesses acknowledged the 
importance of satisfying their first customers, their employees. 

Therefore, a lot of new techniques and strategies have been introduced to facilitate employee engagement and 
motivate them, in order to satisfy them including Gamification. The term Gamification only came into widespread 
use in February 2010, as part of the DICE 2010 conference (Xu, 2012), where it has been introduced with the aim to 
engage users, both customers and employees in a fun and enjoyable environment and enhance their performance. 
Gamification has been hugely used in different fields including: education, health, e learning, mobile apps, user 
experience enhancement, customer service, and employee engagement. Although, Webb and Cantu (2013) have 
noted, “While the concept of using game mechanics to attract and retain customers in the consumer space is now 
well accepted, the use of Gamification in the enterprise space is still catching on”. Furthermore, studies that have 
been done in this area have not agreed on neither positive nor negative effect toward engagement, as the review of 
Hamari, Koivisto, et al (2014) indicated. Moreover, no models or frameworks have been presented to measure the 
use of Gamification in enhancing employees’ performance. 
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Gamification applications in Saudi Arabia are mainly utilized in education and health applications. Therefore, 
utilizing it in business is still considered to be new, especially in the employee engagement area with no precise 
model that can be used to measure Gamification efficiency. 

This paper aims to explore the factors and concepts that will be expressed in a conceptual framework, which should 
be taken into consideration when developing or Gamification impact on employees’ performance by interviewing 
and monitoring the performance of the employees of HR, sales, and finance departments in ABANA Enterprises 
Group Co. during one-month period. 

1.1 The Research Problem 

In this competitive business world, enterprises are eager to success, while enterprises success depends on their 
employees and how much engaged they are. Therefore, motivating employees is a must to ensure their engagement. 
Motivation can be either intrinsic (beliefs, values, enjoyment, etc.) or extrinsic (salary, insurance, rewards, etc.). 
Businesses for decades have been focusing on the extrinsic motivations ignoring the intrinsic ones and their 
importance. Fortunately, businesses have started realizing the importance of the intrinsic motivations and their role 
in enhancing employees’ engagement in the recent years in cost-effective manners.  

Moreover, the rapid growth of technology have facilitated this mission for enterprises by introducing innovative and 
creative techniques that may help businesses in achieving this goal in order to improve work performance effectively 
and efficiently. Gamification is one of these fast emerging technologies that still covered with uncertainty when 
developing or studying it in the field of employee engagement.  

Therefore, this research is trying to study the possibility of proposing a framework that will facilitate studying and 
measuring the impact of Gamification on employees’ performance.  

1.2 The Purpose of the Study 

The intention and purpose of this research is to explore the factors and concepts that will be expressed in a 
conceptual framework, which should be taken into consideration when developing or studying Gamification impact 
on employees’ performance by studying ABANA Enterprises Group Company experience with their gamified 
application with the aim to identify the relationships between the Gamification concept and these factors. 

Moreover, the lack of researches in this field has given this research the importance to be done, so future researches 
can benefit from its collected data and results. 

1.3 Research Significance  

This study got its significant due to the following points: 

 Gamification can resolve a numerous business issue related to employee engagement in order to produce a 
more efficient work. 

 The willingness to adopt and use this kind of application can be noticed due to the big number of population 
who play games in Saudi Arabia. 

 Gamification is considered to be one of the newest and trendy concepts in the Management Information 
System research area. 

 This research will be handy for future researches about Gamification.  

 Starting from its rise in 2010, Gamification utilization in general has became a great and huge interest to the 
researcher. 

 Moreover, the magnificent help and support from ABANA Enterprises Group Co., which facilitated 
collecting data have increased this research significance.  

1.4 The Research Questions and Objectives 

This research will be discussing and achieving the following objectives:  

 To identify the factors and concepts that should be measured when studying or developing a gamified 
system in order to enhance employees’ performance. 

 To create a conceptual framework for these factors. 

 To explain the relationships between these factors and how it can affect the concept. 

1.5 Definitions of Key Terms, Concepts and Variables 

The following table contains the main terms that will be in this research: 
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Table 1. Key terms 

Reference Term Definitions 
Webb and Cantu (2013) Employee 

Engagement 
 “The degree or extent to which employees feel committed to 
their work and their organization” 

Gartner (2014) Gamification “The use of game mechanics and experience design to digitally 
engage and motivate people to achieve their goals”. 

Gartner (2014) Game elements/ 
mechanics  

“Game mechanics are the elements used in the resulted gamified 
application (e.g. badges, points, etc.).“ 

Hamari, Koivisto,et al (2014) Game context “The business field that the Gamification has been used in, 
including: e-commerce, education/learning, health/exercise, 
intra-organizational systems, sharing, sustainable consumption, 
work, innovation/ideation, and data gathering.” 

Kumar (2013) Enterprise 
Gamification 

 “Enterprise Gamification has become an emerging concept to 
ensure user engagement through enterprise software and the 
business processes in general in effective and efficient manners”. 

 The Lord of 
ABANA 

“The Lord of ABANA” application is a short-term online 
application that has been developed with month duration to fill the 
gaps and to enhance the employees’ performance. 

 

2. Literature Review and Theoritical Framework 

The previous studies in the field of Gamification have emerged since 2010, starting with defining and introducing the 
concept to continue with its usage in different fields that are concerned with: customers and employees satisfaction, 
Education, Health, Awareness, etc. Moreover, they studied the impact of its usage in these different fields. 
Furthermore, previous studies included different approaches to conceptualize Gamification and providing best 
practices to be used. However, Gamification is considered to be a new field of study. Moreover, no clear or standard 
model or framework had been proposed.  

2.1 Gamification 

Even though the concept of Gamification has been represented in February 2010 (Rughiniş, 2013), people have 
experienced the concept decades ago. People have engaged through Gamification in their learning process, in 
different marketing campaigns and even in other services fields through their lives. They have experienced 
Gamification through badges, points they collect, the sticker behind the cereal box they eaten.  

2.1.1 Definition 

“Most definitions on Gamification we found in literature have three main elements. First, Gamification is a kind of 
games. It is characterized by the set of rules, a declarative content and the gameplay as well as a social context (Bree 
2011)”  

Deterding, Dixon, Khaled, et al (2011) defined Gamification as “the use of video game elements in non-gaming 
systems to improve user experience (UX) and user engagement”. While a lot of researchers have agreed on this 
definition (Hall, Glanz, Caton, et al, 2013; Rughiniş, 2013; Webb, 2013; Hense, Klevers, Sailer, et al, 2014), 
Werbach (2014) have argued, “Gamification should be understood as a process. Specifically, it is the process of 
making activities more game-like.” He clarified that identifying Gamification as process has its own benefits for 
academic and business fields, “creates a better fit between academic and practitioner perspectives.” Moreover, he 
noted its role in focusing in the game part, “it focuses attention on the creation of game-like experiences, pushing 
against shallow approaches that can easily become manipulative.” Finally, he added. “A final benefit of this 
approach is that it connects Gamification to persuasive design.” Moreover, Game developers are not satisfied with 
the naming the concept Gamification” and have criticized that as Nicholson, S. (2012) clarified, “By putting the term 
"game" first, it implies that the entire activity will become an engaging experience, when, in reality, Gamification 
typically uses only the least interesting part of a game - the scoring system.” Also, the important point about 
Gamification is to keep in mind that Gamification is not for a long-term impact, but it is only dedicated to short-term 
one, as Nicholson (2012) emphasized. 

Another redefinition have been presented by Gartner (2014) to clarify the Gamification concept, as “the use of game 
mechanics and experience design to digitally engage and motivate people to achieve their goals”, which is make the 
Gamification concept more specific, logical, and clearer than previous definitions. Gartner’s definition contains of 
key elements, which are:  
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Dynamics: 

According to Werbach and Dan (2012), dynamics are the big-picture of what should be consider into the gamified 
system. It is the large-scale objectives of the business, for instance: employee development, increasing sales profit, 
creating innovative culture, etc.  

Mechanics: 

Mechanics are the basic processes that drive actin forward and generate players engagement (Werbach and Dan, 
2012). 

Components: 

Components are the more-specific forms that mechanics or dynamics can take (Werbach and Dan, 2012). 

The most important game dynamics, mechanics, and components have been summarized in Table 2.  

 

Table 2. Game dynamics, mechanics, components by Werbach and Dan (2012) 

 

According to Li (2014) another well-cited framework is the Yu-kai Chou’s Octalysis Gamification framework (see 
Figure 2), where he provided a comprehensive collection of game elements. 
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Feedback 
Resource 
Rewards 
Transactions 
Turns 
Win States 

C
om

p
on

ents 

Achievements 
Avatars 
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 Spurring innovation. 

 Motivating and retaining employees. 

 Engaging internal and external communities. 

 Increasing engagement, adoption, learning, and loyalty. 

 Increasing revenue from software trials. 

 Raising efficiency and quality of service. 

 Helping the enterprise stay competitive within the industry. 

 Meeting customer expectations. 

 Reducing time and costs. 

 Increasing return on investment (ROI). 

 Driving profits. 

2.2.2 Challenges, Limitations, and Threats 

Gamification as an evolving concept is facing various challenges and threats that can eliminate its implementation or 
make it difficult to be adopted. They include: 

 Gamification is for short-term goals not for the long-term ones: according to he found that engagement 
and the role of Gamification in motivation and in achieving the desired goals fades with time (Nicholson, 
2012).  

 Ethical issues related to Gamification: which include the user privacy and his data (Schacht & Schacht, 
2012). Moreover, it is important to remember that Gamification is should be to motivate users not to 
manipulate them.  

 Corporate culture: unfortunately, some of the businesses view Gamification as wasting of time (Schacht & 
Schacht, 2012). 

2.3 Gamification in Saudi Arabia 

Even though, that the Saudi market have recognized the Gamification role and success in engagement and motivation 
by the emergent of new specialized entrepreneurial businesses in providing Gamification solutions, but still there is 
an evident lack of employing Gamification concept in different business fields.  

There a plenty of specialized Gamification solutions providers in GCC, including:  

 The Gamifiers, which recently has exclusively partnered with Badgeville to provide Gamified solutions for 
both customers and employees engagement to the Middle East, mainly: Saudi Arabia, United Arab Emirates, 
Egypt, and Kuwait. The Gamifiers is located in Dubai, United Arab Emirates. 

 The Gamified Labs, another Dubai-based Gamification solutions provider that produced different gamified 
applications in different areas, including: education and sport.  

Unfortunately, no obvious utilization of Gamification has been noticed in the business nor other fields expect few 
that will be mentioned later. 

In the academic point of view, a notable lack of research on this area have been detected, only three published papers 
have been found about Gamification, including:  

 “Gamification In Arabic Interactive Educational Applications: Cultural And Language Considerations In 
Motivational Affordances Of Design Elements”, where the authors (Alkwai, Alkheibary, and Almoaythir, 
2014) have focused on examining the usability and the interface design of gamified educational Arabic 
applications. 

 “Gamification to Improve Adherence to Diabetic Treatment in Saudi Arabia”, where the authors (Alaa, 
Gary, and Ashok, 2014) have presented “Sukr” an online system that help Saudi diabetic patients to manage 
their diabetes. The results were magnificent where it resulted the success of achieving the objectives and 
recommended using this gamified online tool to help the diabetic patients.  

 “Making Arabic PDF books accessible using Gamification”, where the authors (AlRougi, AlKhalifa, 2014) 
have developed a gamified system to enhance Arabic PDF books accessibility. 
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In conclusion, the Gamification has been noticed academically in the fields of: education, usability, and healthcare. 

2.3.1 Enterprise Gamification in Saudi Arabia 

As mentioned before, Saudi Arabia still lacking Gamification employment or, at least, utilizing some of its aspects 
without realizing that it is Gamification. Several of available applications in the market approve that enterprise 
Gamification employed and effectively achieves its goal in different business functions. For example:  

2.3.1.1 Loyalty programs in Telecommunications Industry  

STC and Mobily, the leaders in the telecommunication industry, have points system to gain their customer loyalty 
and to increase engagement with their customers, and the customers with each other. 

STC’s Qitaf system lets users replace each 10 SR they spent with 1 point, where they collect and replace it with 
different prizes, which are STC services, including: free Minutes and free SMSs. Also, users can exchange these 
points with physical rewards from different physical stores. Moreover, users can gift it to their friends or other STC 
users. 

With the same concept, Mobily provides its customer with the ability to replace every 1SR spent with points and 
then exchange it to various prizes in their loyalty program, named “Niqaty”.  

2.3.1.2 Loyalty Program in Saudi Airlines (Alfursan) 

Alfursan program replaces the miles that the customers cross with points that will be replaced with prizes, that 
include flight tickets, luggage allowance, personalized luggage tags, and other physical rewards. 

2.3.1.3 Loyalty program in Sephora  

Sephora is one of the huge cosmetic retailers in Saudi Arabia and the GCC. Sephora’s unique loyalty program targets 
Saudi Arabia, Qatar, Bahrain, and United Arab Emirate. Sephora’s special loyalty program utilizes more than points 
of game elements, as clarified in the following table: 

 

Table 4. Game elements in Sephora’s gemified loyalty program 

Game Element Type Game Element Description  

Dynamics Constraints - You should spent at least 10SR to gain points (see 
Figure 5). 

Dynamics Emotions - You will receive a gift in your birthday (Figure 6)

Dynamics  Progression There are levels represented with different colored 
cards. 
Moreover, progression is represented with earned 
points bars that need to be filled to level up and 
progress (see Figure 5 & Figure 7). 

Mechanics Competition  -Competition between employees to reach the top 
of the mountain. Top ten list provided weekly. 

Mechanics Win-state - After completing each level a pop up will appear 

Mechanics  Feedback - Feedback is provided through the progress bars 
(Figure 7) and points after each purchase process. 

Mechanics  Rewards Rewards are earned in shape of: points, physical 
gifts, cards, after specific times of purchases. 
(Figure 6) 

Components Achievements, 
Badges, Levels 

Represented with three cards: white (beginner), 
Black (after earning 200 points), Gold (after 1500 
points). See Figure 5.  

Components Content Unlocking Progress bar (see Figure 7) 

Components Gifting Physical gifts, private sales, special offers, 
invitations to events (Figure 6). 

Components Points 1 point = 10SR (Figure 5) 
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business and enterprise field, ABANA Enterprises Group Co. is pioneering in implementing Gamification due to 
ABANA’s realization and understanding of its employees’ role in rising ABANA’s institution into the highest levels 
in its field. Therefore, ABANA implements different employee engagement concepts, including Gamification to 
improve their performance and to make the environment more enjoyable and fun to work in.  

3.2.1 Why ABANA? 

ABANA Enterprises Group Co. has always been supportive and eager to encourage its employees to complete their 
studies by creating a convenient environment and providing their employees with any kind of help they can offer, 
which is a great privilege to the researcher as an employee in this marvelous institute. Therefore, this ABANA”s 
support have been one of the first reasons of choosing ABANA as a case study. 

Moreover, ABANA’s adoption of the concept of helping its employees in their studies have impacted its employees 
to support their colleagues, which is another privilege that the researcher have gained.  

One of the most important reasons is that ABANA Enterprises Group Co. is considered to be a representative 
organization of their fields. Moreover, it is well known for their great technologies that innovate the market and 
make them one of the leaders in the market.  

3.2.2 ABANA Enterprises Group Co. 

ABANA is a Saudi-based privately held company that aims to provide hardware and software solutions for banking 
and telecommunication sectors in Saudi Arabia.  

In 1977, Mr. Abdulrahman Bin Jebreen, the Chairman of ABANA, and Mr. Abdullah Bin Jebreen, the Chief 
Executive Officer, co-founded ABANA as a trading and contracting establishment. Now, ABANA is considered to 
be a large-sized company that has 21 branches around Saudi Arabia with more than 800 employees. ABANA run as 
a third party that cooperates with its global partners to provide their customers with various products and services. 
Moreover, ABANA provide in-house services to their customers. ABANA promises its customers to provide them 
with support in less than 24 hours. ABANA’s mission is “providing excellent quality products and services that 
satisfy our customers”.  

ABANA has a flat organizational structure (Figure 8), where it is considered to be a partnership company that has 
three main business units (departments):  

 Banking: managed by Mr. Amr Al.Amr, the general manager of the banking unit, where ABANA provides its 
customers with different banking products and solutions, including: ATMs services, products and solutions, 
currency counting machines, teller assistant units, customer flow management services, exchange rate boards, 
and ATM management and monitoring services. 350 employees work in the banking unit with the aim to 
provide their customers, not only with high-qualified products, but also with outstanding customers support. 
Therefore, banking unit has several departments to achieve that goal, including: executive management, 
Technical Services Department (TSD): (it manages the following teams: Field Service – PVT sector, Saudi Post 
POS Project Technical Services, Installation Team, Workshop, Advanced Group (product Specialist), Site Audit 
Project Team, Branch Audit Project Team, and Help desk Department), and Marketing & Sales Department 
(manages the following teams: Marketing & Product Management, Sales and Relationship Management, Retail 
Sales, Project Management, Technical Sales Support, and Sanid project team). 

 Cash Management Services (CMS): managed by Mr.Fawad Karman, the general manager of the cash 
management services unit, to provide the banking sectors and cash units in Saudi Arabia with cash management 
services and solutions in a secure environment. CMS is a new unit that has split from the banking unit recently 
at the end of 2014 to concentrate its efforts in providing customers with more focused services. The unit is still 
new, therefore it has a few number of employees. 24 employees work in the Cash Management Services unit in 
the following departments: CMS management, CMS Operations, and CMS Field service. 

 Telecom: leaded by Mr. Al-Abdulkarim, the general manager of the telecom unit, with the aim of providing the 
telecommunication’s carriers in Saudi Arabia with various products and services, including: wireless and wired 
products and services, fiber optic solutions, operation and maintenance solutions, installation and integration 
services, and network mobile solutions. To achieve their goals, telecom unit has more than 300 employees 
distributed in several departments including: Telecom management, Telecom Wimax project, Telecom fixed line 
project, Telecom MOE project, fixed line manpower, Telecom FTTH project, Telecom FTTX project, Telecom 
NGN Project, Telecom NGN Outsource, OSP project, Telecom SLA project, Telecom Technical support, and 
FTTX Outsource team. 
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Moreover, ABANA has successfully created a very friendly work environment as been agreed on by most of its 
employees. However, some of the daily tasks in some of ABANA’s departments are seen as routinely tasks that lack 
competitiveness and need lot of motivation. Therefore, “the lord of ABANA”, a gamified web-based application has 
been launched targeting these kind of issues and trying to enhance employees performance on these tasks. Moreover, 
this kind of application aims to engage more with the employees and to provide them with fast feedback.  

3.2.4 The Lord of ABANA- The Gamified System 

Even though, the human resources, finance, and banking sales teams in ABANA are working hard and doing their 
duties in an acceptable manners, the routinely tasks and frequent work that employees face every day, besides the 
lack of competition that the employees deal with have decreased the engagement some how. 

Recently, ABANA launched its gamified online system, The Lord of ABANA, with the aim of enhancing human 
resources, finance, and sales employees’ behavior toward their work and routine tasks. The gamified system have 
been developed using HTML, JavaScript, CSS3, and PHP to produce an easy to use and user friendly web 
application that is installed in ABANA’s intranet to insure that they only use it in work hours and to achieve the 
desired objectives.  

The application has gotten its power thanks to the support of each department manager, their encouragement to 
include the application with ever day tasks and the top management support. Moreover, the application have been 
developed based on employees’ interests and customized to attract them. 

Unfortunately, “The Lord of ABANA” has gotten some pros and cons that will be discussed later in the findings.  

3.2.4.1 System Objectives 

“The Lord of ABANA” application is a short-term online application that has been developed with month duration to 
fill the gaps and to achieve the following objectives:  

- Increasing competition between employees even if they have different tasks in a social friendly 
environment. 

- Improve employees’ attendance and exit times. 

- Improve employee engagement and motivate them.  

- Provide them and their managers with fast feedback about their performance in weekly basis. 

3.2.4.2 System Design (Used Game Elements) 

“The Lord of ABANA” application (Figure 10) is developed based on the employees’ interests, which were found 
through interviews that have been done with them before starting creating this application.  

The application is inspired by the movie “the lord of the rings” where most of the employees have agreed on 
watching movies as one of their main enjoyable and fun things to do in their day. “The Lord of ABANA” story is 
that each employee is considered to be a warrior that has to earn points in order to level up so he can reach the top of 
the mountain and become the lord of ABANA and win the prize. “The Lord of ABANA” is easy to use and users 
only need to perform two actions, choosing from their tasks list and clicking the “submit” button (Figure 10). 
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Components Badges Badges will be earned for, attendance, exit time, 
competition, and submitting tasks. 

Components Content Unlocking Progress bar and map. 
Components Social graphs Represented by the map and statistics. 
Components Avatars  Customized avatars based on each user. 
Components Gifting Physical gifts, badges. 
Components Points Depends on each user tasks, frequency, and 

importance of doing them. 
 

3.3 Research Design 

In this research, a short-term exploratory case study methodology is used to be able to achieve the objectives of this 
study. Moreover, the exploratory study methodology will help in exploring the factors and concepts. Furthermore, 
grounded theory strategy will be used to propose a framework, which has a relationship with the research and 
answering the research questions.  

3.3.1 Data Instrument  

As the research is designed to be an exploratory case study, the sources of the data are: the results of monitoring the 
gamified system, “The Lord of ABANA” and its database, where the monitoring includes: the submitted tasks, time, 
date, number, and assigned score for submitted tasks, and the employees’ attendance and exit times. The results will 
be analyzed in certain criteria. Moreover, online surveys have been distributed via email to the employees using “The 
Lord of ABANA” to measure employees’ personas, including: age, marital status, gaming experience, work 
environment and tasks related questions. Moreover, the survey will help in answering the research questions and 
objectives and to come up with the desired framework. 

3.3.2 Data Collection 

Data collection has been done through the two instruments mentioned earlier and discussed in the following: 

3.3.2.1 The Survey  

The distributed surveys (Appendix A) have provided first a short brief about the Gamification concept to help 
participants answer with clear understanding of what the study is. The questions that have been asked where divided 
into five parts: 

- Personal information, including: age, department he is working under, and gender. 

- Game experience, including: if he plays games or not and time spent playing games. 

- Familiarity with Gamification concept, including: stating if they are familiar and have used the concept 
before or not. 

- Motivation, including: explaining if they think this kind of concept can motivate users and why. 

- Work environment, including: describing the work environment and how are they seeing it, if it is 
friendly, competitive, or cooperative. 

The surveys are built, distributed, and analyzed through Google Docs. 

3.3.2.2 Monitoring and Observation 

The monitoring has been used in this study to explore the possible hidden patterns that might affect the study results. 
Moreover, the monitoring focused in the employees’ performance in daily basis. Furthermore, the monitoring have 
been done during December 2014. 

3.3.2.3 Survey Validity and Reliability 

The surveys have been developed based on published and reliable previous studies, including: Meder, Plumbaum, & 
Hopfgartner (2013) and Kumar (2013) studies. These studies have been chosen due to their suitability to this study.  

3.3.3 Data Analysis  

After gathering the data by monitoring the employees’ performance while utilizing “The Lord of ABANA” 
application through the Internet, a data analysis application is used (SAP Lumira) to calculate, produce ad hoc 
reports and define the results. Moreover, the surveys were developed by Google Docs and distributed through each 
individual employee’s email. Google Docs have been used to analyze the surveys’ answers to deliver the results. 
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3.3.3.1 SAP Lumira 

SAP Lumira (formerly known as SAP Visual Intelligence) is one of SAP business intelligence solutions, which is 
visualization and data manipulation tool that connect to data sources, clean data, and visualize them with various 
graphical and user-friendly charts.  

SAP Lumira comes in different and flexible platforms. SAP Lumira Desktop can be downloaded as software that 
works in different operating systems. SAP Lumira Cloud that is powered by SAP HANA, which is a hardware that 
works as in-memory processor, and provide the same functionality as the downloadable software. Also, the cloud 
version is mobile friendly and can be accessed by different browsers. Finally, an easy-to-use mobile application is 
provided. Users can easily access their SAP Lumira account from any platform or all of them simultaneously and he 
can find his data and view them, either locally or remotely.  

SAP Lumira Desktop acquires data from different sources personal, direct connectivity, and via semantic layer. 
Moreover, it can make insight from different data types, either structured or unstructured. SAP Lumira Desktop let 
their users share their visualization by email or through Lumira Cloud.  

SAP Lumira Cloud is easy to use by all of business people and different business sizes, where they can access it 
through their PCs (supported by different Oss), tablets, or mobile phones. SAP Lumira Cloud can access data and 
then explore it using interactive visualization in HTML5 to be able to view it either in mobile or desktop, and then 
share it to other users. 

3.3.4 Ethical Consideration 

All the data collected from the sample are considered to be confidential; employees have signed a disclosure 
statement and a consent form. Moreover, the participants are going to receive a copy from the results if they want to.  

3.3.5 List of Resources  

The sources needed, include:  

 Online connection to be able to observe the performance of the sample.  

 Authorization from ABANA’s Human Resources, finance, and sales department managers to access employees’ 
daily submitted tasks. 

 Authorization from employees to access their information. 

 Surveys distributed to the finance, Human Resources, and sales employees. 

 Access to previous articles and researches.  

 Laptop or desktop devices to measure user performance.  

SAP Lumira cloud account to analyze the collected data. 

4. Results and Analysis 

SAP Lumira has helped in analyzing the data collected from SQL database, which have been generated by the 
employees submitted data regarding their completed tasks and daily performance, including: attendance and exit 
times. 

Moreover, the data collected from employees answered surveys have helped in shaping the factors that should be 
measured when utilizing Gamification to enhance employees’ performance.  

4.1 Survey Analysis 

Twenty employees use “The Lord of ABANA” application but only fifteen have participated in the study, which 
their surveys’ answers resulted: 

4.1.1 Personal Information 

The participants are from three different departments, five of them from finance, five from human resources (from 
corporate unit) and five out of ten from sales from banking unit.  

The employees’ age ranges from twenty to forty, where seven employees’ ages between twenty to thirty (generation 
Y) and the rest eight employees’ ages are from thirty-one to thirty-nine (generation X). Most of the employees are 
males (12 employees) and only three are females from the sales department.  

4.1.2 Game Experience 

55 percent of the employees have strongly agreed that they like playing video games, while 11 percent have chosen 
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Appendicies 

Appendix A. The Distributed Survey 

The Survey that was sent to employees’ emails contained of the following parts: 

 The Demographic questions including:  

o Name (optional): filling a textbox. 

o Employee ID (optional): filling a textbox. 

o Department (mandatory): choosing from a list. 

o Gender (mandatory): choosing wither male or female. 

o Age (mandatory): choosing from a list, where its values have been written based on five-year age 
categorization (20-24, 25-29, 30-34, 35-39, >39). 

 Game experience, where a Five-Point Likert scale question has been used which is, do you play video 
games? Moreover, another question have been asked regarding the average time the participants spend 
playing video game.  

 A brief explanation about Gamification concept have been provided followed by another Five-Point Likert 
scale questions that discuss, the familiarity with Gamification concept, Gamification and motivation, and 
work environment, to include the following questions: 

o “I am familiar with the Gamification concept”. 

o “I think this kind of apps can motivate people”. 

o “I find our work environment friendly more than being formal”. 

o “I find our work environment routinely and boring”. 


