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Merkle POV and Commentary

When you hear the word “gamification,” the picture that might come to mind is a 17-year-old playing video games in his parent’s 
basement. And while video games are indeed a huge part of youth culture, the concept of gamification – that is, the use of game 
dynamics and mechanics in non-game activities – is being applied in marketing to much wider audiences, across a broad range of 
industries. As you’ll learn in this issue of Marketing Insights, gaming is actually part of mainstream culture: 73% of households 
play computer or video games; nearly half of gamers are women; and 29% of gamers are over the age of 50. More importantly, 
marketers’ interest in gamification strategies has been growing, with global spending estimated at $1.7B in 2015, projected to 
grow to $5.5B by 2018.

So what’s so great about gamification; what’s the big deal? 

Well, there are a lot of things for marketers to like about this strategy, particularly in Banking and Wealth Management. Perhaps 
the biggest and most important aspect is that gamification can help break through and subvert the barriers that prevent 
consumers from taking action. In financial services, common barriers include inertia/procrastination, lack of knowledge, fear of
making a mistake, choice overload, and so on. Game dynamics get past these barriers by making engagement fun, intuitive, and 
even challenging. For example, the difficult and tedious task of budgeting becomes fun – possibly even addictive – when it’s a 
mobile app “game” that automatically tallies points and awards badges based on daily spending (see USAA Savings Coach App). 

Also, games can appeal to a wide range of personality types, from consumers who are reward-driven, to those who are status-
seeking, to those who just want to see that they are making progress toward a goal. 

Gamification offers a number of other important benefits, including: targetabily; ability to capture data that can be used to 
enhance consumer insights or other marketing efforts; scalability; cost efficiency; ability to help lower customer service costs; and 
more.
This Marketing Insights highlights some of the trends around gamification and provides many examples of gamification strategies 
in the financial services industry.

Matthew Regan
Strategy Director, Financial Services 
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Key Takeaways

• Gamification is a top technology trend in the financial services industry. Leading financial firms are taking 
advantage of consumers’ increased interest in gaming and are seeing positive results from using game 
mechanics to make finance more fun.

• Financial institutions are starting to see gamification as a path to online innovation. Innovative early 
adopters are embracing the concept of gamification to enhance and differentiate their offerings to the market.

• Gamification helps financial intuitions further engage with users. Based on the insightful data collected, 
gamification delivers unique experiences that help drive engagement and loyalty among consumers who are 
being transformed by the digital world. 

• Financial institutions are using gamification to migrate customers to online services. Financial institutions are 
leveraging gamification to eliminate barriers and motivate customers to migrate to online services, shifting 
customers from high-cost interactions to low-cost online services. 

• Gamification way to reach the highly profitable Millennial segment. Searching for ways to reach Millennials 
and address widespread financial illiteracy, financial institutions are finding that gamification is an easy way to 
deliver financial education in a fun and interactive way to keep Millennials’ interest and attention. 

• Gamification provides a relatively cheap way for digital teams to increase consumer engagement. Digital 
teams are using gamification to increase online use, lower customer service costs, and drive product sales.

• Mobility has played a transformational role in the financial services industry. Mobile apps, augmented 
reality, location services, and gamification have elevated the banking experience to a new level. 
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Gamification Trends

4



© 2015 Merkle. All Rights Reserved. Confidential

What is Gamification?

Gamification: Inserting game dynamics into non-game activities to drive a 
desired behavior

• Engages customers in a way that is fun, intuitive, and challenging, turning                            
work into play

• Game mechanics appeal to a wide range of behaviors:
• Positive reinforcement appeals to broad audiences
• Chance for rewards/prizes appeals to people who are reward-driven
• Leader boards and challenges attract people who are competitive
• Levels, points, and badges attract people who are status-driven

Implications: Gamification can be used to break through barriers and influence positive consumer behavior.

Keeps people “playing” and engaged, while making intangibles
(learning, planning, saving) feel real and tangible

5
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Playing Games is Mainstream Behavior

Sources: Forrester, “Digital Financial Services Teams Should Embrace Game Mechanics,” February 2014; Entertainment Software Association 2011 Sales, 
Demographic and Usage Data 2011; PSFKI The Future of Gaming, 2011; Jane McGongai, Reality is Broken, 2011

 72% of households play computer or video games

 53% of gamers are between 18 and 49 years old

 The average age of gamer is 37 years old

 70% of senior-level executives take breaks to play games every day

 29% of gamers are over the age of 50

 Women represent 47% of game players overall

 Women are more likely than men to play games through social networks

 65% of gamers play through social networks

 54% of U.S. online consumers ages 18 to 44 play games on their phone at least monthly

 Playing games is mainstream behavior, with the gaming industry bringing in $60 billion per year

6
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Compared with other tactics, gamification provides a relatively cheap way for digital teams to increase consumer 
engagement to drive business results. Digital teams are using game mechanics to increase online use, lower 
customer service costs, and drive product sales.

 Increases social presence by encouraging customers to share their points, badges, and rewards

 Ability to gather up-to-date, accurate consumer information to drive more productive marketing

 Enables targeted marketing by customizing interactions based on specific products or services

 Saves money on customer service by addressing questions that would otherwise go to a branch or call center

 Improves customers’ financial behavior by helping them gain knowledge about their finances, while making 
financial education fun and rewarding

 Provides a relatively cheap way for digital teams to increase consumer engagement to increase online use, 
lower customer service costs, and drive business results

Benefits of Gamification

Source: Forrester,  “Engage Investors with Game Mechanics,” July 2014 

“Gaming is productive. It produces position emotion, 
stronger social relationships, a sense of accomplishment.”

Jane McGongai, Institute of the Future (IFTF) 
Director of Game Research & Development
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The gamification industry is expected to reach the $1,707 billion in 2015 and the 5,500 billion in 2018. The biggest 
market is expected to be the North America, followed by Europe.

An Infosys study last year revealed gamification was still in its infancy, particularly in the U.S. The study of 160 
banks found less than 10% had activated a gamification program, but two-thirds of banks had plans in the works.

Deloitte Consulting described “gamification... [as a] top 10 technology trend.” 

Forrester also cites gamification as a technique that is becoming more prevalent.

Gartner predicted that “gamification is positioned to become a highly significant trend over the next five years.”

Expected Market Growth

Sources: Digital Games Revolutionizing Workplace Learning? A Discussion on the Merits of Game-based Learning in the Workplace; “Has Gamification Taken Hold 
in Financial Services Yet?” InformationWeek: Bank Systems & Technology (5/2/2014); www.elearningindustry.com/top-gamification-statistics-and-facts-for-2015 
8
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Using Gamification for Wealth Management

9
Source: Forrester, “Engage Investors with Game Mechanics,” July 2014 

FlexScore 

“Digital executives are now using gaming 

elements in numerous ways, from simple features 

like retirement calculators that encourage 

consumers to contribute more to their 401(k)s to 

far more elaborate games with leader boards, 

badges, and rewards to encourage trading, 

account opening, and increased financial literacy.”

Dough
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Consumer Behavior
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Meeting the Mobile Needs of the Highly Profitable Millennial

11
Sources: Experian, Millennial Financial Outlook; Comperemedia

Implications: Younger consumers are just beginning their independent financial lives and are learning to balance 
competing financial priorities. Demand for personal financial management tools, in addition to mobile capabilities 
that extend beyond just transactional functionality, is much higher among this new generation of customers. 

Millennials’ financial lives are wired and mobile

• 40% of consumers who use finance apps or visit mobile finance websites in a typical month are Millennials, 
compared to 30% overall

• 24% of consumers aged 18–34 switched their primary checking account to have access to better mobile 
capabilities, compared to 17% overall

The usage of personal financial management tools is higher as younger consumers demand mobile
capabilities that extend beyond just transactional functionality  

• Among consumers aged 16–22, 48% are interested in learning to budget so they can manage their money better 

• 19% of young adults aged 16–22 use mobile apps to help them spend and save smarter

• 23% of consumers aged 25–34 use personal finance management (PFM) tools from a third party like Mint.com, 
compared to 11% overall

• 26% of consumers aged 25–34 use PFM tools from their banks, compared to 10% overall

There is no question that Millennials have emerged as a profitable segment for banks. As the generational divide 
continues to emerge, banks that align to the customer instead of the product will have an upper hand. 
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Young Consumers Move for Mobile

12
Source: "Consumers Move for Mobile," Banking Exchange (05/06/2015)

Young adults, because of the transient nature of their life stage, have always been more likely to switch financial 
institutions. But over the past two years, young adults have reported switching far more than usual.

A report from Mercator Advisory Group indicates that young adults and mobile banking users, in particular, are 
most likely to switch their primary financial institutions to obtain more robust mobile banking services. 

31% of young adults surveyed in 2014 reported they switched 
their financial institutions over the past two years, a notable 
increase from approximately 20% in 2013.

Implications: With the rise in mobile banking, consumers are increasingly reevaluating their financial institutions’ 
banking offerings, and more have decided to change financial institutions. Improving the usability and functionality 
of mobile banking will continue to be vital for customer retention.

Young adults are nearly 2x as 
likely as the average consumer 
(16%) to have switched.
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Millennials’ New Approach to Budgeting 

13

Sources: “Millennials' Take on Budgeting Is Fueling Prepaid Innovation.” Advertising Age. April 27, 2015; Northwestern Mutual’s 2014 Planning and Progress Study; 
“Debt-Plagued College Students Apathetic Toward Mobile Banking: Report.” Mobile Commerce Daily. April 21, 2015. "Many Millennials Nix Credit Cards," Banking 
Exchange. April 29. 2015. “5 Reasons New Lenders Are Ignoring FICO Credit Scores.” Forbes. April 21, 2015. 

Millennials have altered their attitudes toward financial services, adjusting to residual effects of the most recent 
recession with over half considering debt as necessary in today’s world. Many college students saw their parents 
negatively affected by the recession, resulting in many Millennials shunning traditional products.

Implications: With Millennials more averse to carrying debt, banks can make customers feel more comfortable 
by providing tools that promote responsible financial management. By using gamification, financial service 
providers are able to break through these behavioral barriers.



© 2015 Merkle. All Rights Reserved. Confidential

A Greater Need for Trust and Transparency

14

Consumers, Millennials especially, put a high value on transparency and aren’t always trustful of financial 
institutions, resulting in a greater need for educational tools to build trust. Overloaded with choices, they lack 
financial knowledge. Gamification is a tool that firms are using to help consumers navigate these challenges and 
decisions in a non-threatening way.

Source: Bankrate Money Pulse Survey, July 2015; “Survey: Student loan debt forces many to put life on hold.” Bankrate. August 5, 2015. 

Didn’t Get Enough Information on Risks of Carrying Student Loan Debt

Most families are not advised through the process of taking on student loan debt. According to a new 
Bankrate Money Pulse survey, more than half of student borrowers who were surveyed, including 2/3 of 
Millennials in that group, say they didn't receive enough information or advice about the financial risks.
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Examples of Gamification

15



© 2015 Merkle. All Rights Reserved. Confidential

GEICO Banner Ad Games

16
Source: Comperemedia, Media IDs: 20130408-0720; 20130826-0716

GEICO, notorious for its entertaining commercials and branding, enticed consumers by using video animation that 
incorporated the popular GEICO television commercials, while also utilizing gamification within mobile ad space.

<div class="freq-embed" style="width:640px;color:#666;font-family:'Helvetica Neue',Helvetica,Arial;font-weight:bold;font-size:640px;"><div><object width="640"  height="388"  classid="clsid:d27cdb6e-ae6d-11cf-96b8-444553540000" id="freqplayer"><param name="movie" value="http://www.youtube.com/v/r1ZueHQoi20&autoplay=1&hl=en&fs=1"></param><param name="allowFullScreen" value="true"></param><param name="wmode" value="transparent"></param><param name="allowscriptaccess" value="always"></param><embed src="http://www.youtube.com/v/r1ZueHQoi20&autoplay=1&hl=en&fs=1" type="application/x-shockwave-flash" allowscriptaccess="always" wmode="transparent" allowfullscreen="true" width="640"  height="388" ></embed></object></div><div style="text-align:right;font-size:0.02em;margin-top:3px;">Watch more <a  style="color:
<div class="freq-embed" style="width:640px;color:#666;font-family:'Helvetica Neue',Helvetica,Arial;font-weight:bold;font-size:640px;"><div><object width="640"  height="388"  classid="clsid:d27cdb6e-ae6d-11cf-96b8-444553540000" id="freqplayer"><param name="movie" value="http://www.youtube.com/v/r1ZueHQoi20&autoplay=1&hl=en&fs=1"></param><param name="allowFullScreen" value="true"></param><param name="wmode" value="transparent"></param><param name="allowscriptaccess" value="always"></param><embed src="http://www.youtube.com/v/r1ZueHQoi20&autoplay=1&hl=en&fs=1" type="application/x-shockwave-flash" allowscriptaccess="always" wmode="transparent" allowfullscreen="true" width="640"  height="388" ></embed></object></div><div style="text-align:right;font-size:0.02em;margin-top:3px;">Watch more <a  style="color:
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MassMutual RetireSmart “Your Future Moves” Game

17
Source: https://retire.massmutual.com/participant/public/login.aspx

MassMutual’s RetireSmart site promoted a “Your Future Moves” game where users could upload a picture of 
themselves and answer a few questions to get a peek of what they might look like at retirement age. This process 
allowed the prospect to visualize themselves in the future, making the retirement process more real.

The game provided links to “start planning” and in addition 
to providing opportunities to connect with Facebook. 
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Fidelity’s FutureTimeline Facebook App

18

Source: Facebook

Fidelity’s Facebook page included a tab dedicated to its FutureTimeline Facebook app, intending to “help you 
envision your future and save for your goals.” Personal photos and data from the app that tie in with social media 
tell a story that can elicit a genuine emotional response in a unique way.



© 2015 Merkle. All Rights Reserved. Confidential

Sallie Mae App Helps Prospects Plan for College

19

Sallie Mae’s mobile app, College Ahead, assists high school students in planning and preparing for college. It is
is designed to be as fun as it is informative, providing invaluable tips for planning for college and interactive tools 
students can utilize to gear up for four years of higher learning.

Source: “Debt-Plagued College Students Apathetic Toward Mobile Banking: Report.” Mobile Commerce Daily. April 21, 2015. “Sallie Mae Rolls Out Innovative 
New App.” Mobile Marketing Watch. October 20, 2014. 

The roadmap used for college 
planning resembles a board game. 
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Wells Fargo Gamifies Financial Literacy

20

Wells Fargo is gamifying financial literacy through a game called "Retirement City," to encourage Millennials to 
take control of their finances. It also boosted its mobile capabilities, allowing remote access to retirement plans 
and enrollment via text.

Source: “Millennials Embrace Upstart Financial Brands” Ad Age (5/13/2015)
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USAA “Savings Coach” App Helps Millennials Save

21

USAA's newest app, Savings Coach, calls attention to current trends of gamification, financial literacy, and 
teaching consumers how to save. Instead of just offering a savings account product, it goes one step further by 
teaching consumers how to get the most out of saving, while using gamification to boost engagement. 

Source: “USAA Launches New App to Help Millennials Save.” Bank Technology News. July 28, 2015. 

 Deploys gaming techniques

 Rewards members via points, 
badges, and new levels

 Personal assistant, Ace the 
eagle, helps negotiate

 Uses transaction data to 
recommend daily amounts 
to transfer into savings

 Uses text and voice 
commands

 Moves money into savings 
after completing a challenge 
(i.e., eating in vs. eating out)

This app analyzes financial data to recommend small amounts of money to save and invites members 
to take savings challenges, then moves the money upon the member's approval. 
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Regions’ Financial Literacy App Aimed at Millennials

22
Source: “Regions Financial Tests Financial Literacy App Aimed at Millennials.” Bank Technology News (01/16/15)

Regions recently tested gamification as a way to teach financial literacy to Millennials with a mobile app that 
simulates golf. The “Regions Scholar Athlete Game” aims to teach 15-to-22-year-old students about budgeting and 
other financial topics. In the game, a fictional college student juggles golf with schoolwork and money. 

The app comes at a time when banks nationwide are trying to 
find the right way to reach Millennials, working to counter 
rampant financial illiteracy and experimenting with new 
marketing technology. 

Michele Elrod, Regions Financial's head of marketing, says the 
game tries to help young consumers learn financial skills 
through a medium that resonates with them.
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Moven’s New Impulse Savings App

23

Source: “New Moven App Encourages Savings, Eliminates Product Silos.” The Financial Brand. May 13, 2015.

Moven recently introduced a mobile banking app that uses real-time contextual insight to encourage savings, 
discourage impulse purchases, and provide emergency funds seamlessly on a mobile phone or wearable device.

Moven is replacing traditional bank products and services with a financial offering designed to aid its users in 
managing and improving their financial well-being.

The color-coded Spending Meter® 
home screen makes it easy to turn 
spending insights into savings behaviors. 

The “Lock Away Savings” feature 
responds to users behavior, 
notifying users’ whenever they 
spend below their average and 
encouraging them to set it aside.

The “Break the Glass” feature 
employs behavioral gamification 
to make users think twice before 
unlocking their savings. 
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Qapital Helps Millennials to Save via New Technology

24

Sources: “Qapital Wants Millennials to Play Little Games With Themselves to Save Money.” New York Biz Journal. June 5, 2015;                                                                     
“Qapital Wants to Help Millennials Save Money.” Fast Company. June 1, 2015. 

Qapital, which launched in March, recently gamified its approach with the integration of IFTT (If This, Then That) 
technology functionality into its app to encourage users to save small amounts passively. Users can now set up 
triggers to automatically put money toward savings goals every time they buy from Starbucks or walk a mile. 
These behavioral incentives help lay the foundation for a lasting habit and inspire young consumers to save.

Qapital links checking account 
data to help show millennials that 
small savings deposits can add up 
by setting up rules to spend less. 

Being able to use IFTT recipes to link Qapital users’ walking,
buying, or even web surfing behaviors with financial planning
expands the saving service into something of a lifestyle app.
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Capital One BuyPower Card’s Triple Play Challenge 

25

Source: Comperemedia, Media ID: 20140929-051177

Capital One used Facebook as part of the onboarding process and created engaging trivia challenges and 
sweepstakes to engage customers, educate them on products, and keep them returning.

Capital One’s Triple Play Challenge
game made its Facebook page a 
destination spot where customers 
were encouraged to visit every day 
for new trivia questions.

In emails, CapOne promised a weekly 
grand prize of a $500 gift card and instant 
prizes each day. The trivia questions 
focused on the benefits of the card. 

After playing the trivia game, 
customers were able to play 
the slot machine in an 
attempt to get three 
matching images. If all the 
images matched, the 
customer would win one of 
the daily prizes.
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Scotiabank’s Summer of Free Contest

26

To drive engagement over a 10-week span in the summer, Scotiabank posted various questions via social media 
like “Which baseball movie would you want to see in a baseball stadium?” Also using Facebook ads, it promoted 
photo posts which drove interest and generated 33k likes and 45k contest entries. Entrants engaged on average 
3.75 times during the campaign run.

Source: Facebook Business; Compermedia

57%
of contest traffic 

delivered by  Facebook

50%
Increase in contest 

entries vs. previous year

76%
of new SCENE accounts 
opened by new-to-bank 

customers
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BBVA Uses Gamification to Increase Online Banking

27

To increase customer understanding and online banking usage, BBVA has employed a range of game mechanics over 
the years, delivering remarkable results. Compared with non-game customers, BBVA game users spend more time 
on-site, conduct more online transactions, buy more products, and report higher overall satisfaction.

Sources: www.thefinancialbrand.com/25728/gamification-in-retail-banking;                                                        
www.banktech.com/management-strategies/has-gamification-taken-hold-in-financial-services-yet/a/d-id/1296988? 

In 2015, BBVA launched “BBVA Hoops,” a basketball-themed
mobile gaming application aimed at spurring social media
engagement to drive brand awareness and build relationships.

BBVA launched “BBVA Game” in 2013, a customer rewards
application aimed to increase engagement. Customers
could earn points by using e-banking, which could be
redeemed for gifts (direct-download music, football
tickets, etc.) or for prize draws. The initiative attracted over
100,000 registered users in its first six months.

Since the launch of BBVA game, BBVA’s 
Facebook fans have increased from 
2,500 to nearly 60,000, thanks largely 
to the traffic generated by the game. 
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Fidelity Labs’ “Beat The Benchmark” Game

28

Fidelity Labs’ investing game “Beat The Benchmark” teaches the basics of investing by challenging consumers to 
allocate assets and outperform the benchmark from a randomly chosen year. The game went through multiple 
redesigns, but ultimately Fidelity Labs achieved the objective by co-developing the game with its target consumers 
— college students and novice investors.

Source: Forrester Report: “Engage Investors With Game Mechanics,” (August 2014) 
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Voya’s “CompareMe” Tool

29

Voya’s “CompareMe” and “Savings Score” tools reinforce Voya’s commitment to encourage greater retirement 
savings action. On its site, people can see how their vacation spending, credit card debt, and savings habits 
measure up to others like them.

Source: http://voya.com/tool/compareme; www.nytimes.com/2014/06/28/your-money/for-retirement-online-tools-can-encourage-greater-saving.html



© 2015 Merkle. All Rights Reserved. Confidential

LendUp Game Encourages Responsible Borrowing

30
Source: www.lendup.com/loan-gamification 

LendUp, an online lender, focuses on financial education and gamification to encourage responsible behavior. Aiming 
to make repayment more intuitive and rewarding, LendUp created a points system within the LendUp ladder that 
helps customers build credit, earn lower rates, and unlock larger loan amounts. 

The LendUp ladder rewards 
customers who are working hard 
to reach financial independence 
and escape the payday loan cycle.

• Borrowers are rewarded with 
125 points as soon as they take 
out a first loan and given 1,000 
points when they pay it back

• Points can also be earned by 
completing LendUp’s free 
education modules and taking 
part in the referral program

• As you climb up the LendUp 
ladder you will go from Silver 
to Gold, Platinum, and Prime
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Betterment EM Notifications = Positive Reinforcement

31

Betterment’s “service” emails and notifications work to reinforce positive movement: your money is being
put to work, dividends are being reinvested. This helps maintain an ongoing positive association with brand, and can 
help diffuse outside “negative” messages (from competitors, market volatility, etc).

Quarterly Statement

Dividend Reinvestment

Deposit Confirmation
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Canadian Tire Brings Gamification to M-Payments

32
Source: www.mintel.com/blog/finance-market-news/gamification-comes-to-mobile-payments-in-canada

This September, Canadian Tire announced the launch of mPay & Play, its new mobile app. The app is notable for 
being the first to combine the benefits of secure mobile payments with special offers and rewards and a unique, 
interactive gaming experience.

The interactive gamification experience comes through the collecting of badges which are awarded for certain 
activities such as making an online purchase or using the card to pay at a Canadian Tire store.

http://www.mintel.com/blog/finance-market-news/gamification-comes-to-mobile-payments-in-canada
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Thank You!
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