
GAMIFICATION ACADEMY 
day 4

Germana di falco



BUSINESS INCUBATORS AND 
ACCELERATORS IN THE 
GAMIFICATION-FOR-

GROWTH-HACKING-WORLD



KEY FINDINGS/STARTING POINTS

1
GAMIFICATION IS A 
SERIOUS GAME BUT 
IS NOT A SERIOUS 

GAME



KEY FINDINGS/STARTING POINTS

2
THE FUTURE OF 
GAMIFICATION IS 
NOT A FUTURE



KEY FINDINGS/STARTING POINTS

3
GAMIFICATION 
IS/CAN BE 

EVERYWHERE



KEY FINDINGS/STARTING POINTS

4
MARKET RETURNS ARE 
BASED ON LOYALTY.

BEHIND ENGAGEMENT, 
REVENUES FOLLOW. 



KEY FINDINGS/STARTING POINTS

5
LOYALTY IS ANYMORE A 
PRIVATE GOOD and it 
can be built, bought, 

stolen



KEY FINDINGS/STARTING POINTS
6

BUSINESS INCUBATORS AND 
BUSINESS ACCELERATORS ARE 
NOT EXACTLY THE SAME (BUT 
THE COMPETITIVE ARENA COULD BE 

NOT SO DIFFERENT) 



KEY FINDINGS/STARTING POINTS

7
Growth HACKING 
IS/SHOULD BE THE 

CHALLENGE IN 
BOTH OF THEM



KEY FINDINGS/STARTING POINTS
8

DON’T 
UNDERESTIMATE 

THE FULL 
POTENTIAL OF 

GAMES



External
• Marketing
• Sales
• Customer engagement

Internal
• HR
• Productivity enhancement
• Crowd sourcing

BEHAVIOR CHANGE 

KEY FINDINGS/STARTING POINTS
9

CONSIDER THE FULL LIST of potential 
uses for gamification (IS THAT COMPLETE? ) 

AND REMEMBER THE TRUE POWER OF 
GAMES (Games are able to get people to take actions that 
they don’t always know they want to take, without the use of 

force, in a predictable way. 
Central components; Pleasure, Rewards, Time)



KEY FINDINGS/STARTING POINTS
10

AND NOW PUT 
YOURSELF IN THE 

SHOES OF A BI v/s A 
BA

(AND CONNECT THE DOTS) 



OUR CHALLENGES 
FOR TODAY 



MASHCREAM A
http://www.mashcream.com/



SYNBIOFOOD
b

http://www.synbiofood.com/en/home



ARMOTIA C
http://www.armotia.com/



BIOPIC D
http://biopic.it/

https://youtu.be/sn6jucEbT8Y

https://youtu.be/sn6jucEbT8Y


QUINOAITALIA
E

http://quinoaitalia.com/en/



UNDERSTAND AND 
FOCUS THE PROBLEM 



“If I had one hour to solve a 
problem, I’d spend 55 

minutes thinking about the 
problem and 5 minutes 

thinking about solutions.”

Albert Einstein



Why does it matter?
• Sometimes growth patterns are read as the perfect response to a problem already 

defined…

• Often, this is a broadly stated problem…defined by a particular stakeholder/s

• As natural ‘fixers’ we often jump to solutions too quickly

• Under scrutiny, the problem is often redefined – sometimes more specific, other times 
transformed

• The process of defining and agreeing the problem fosters openness, transparency and a 
shared approach… but boost creativity and expand the vision about scalability



Tools for problem definition
• Ranking
• Data visualisation
• Maturity of relations: relation life cycle (start > development > maturity > decline 

> consolidation)
• Mapping problems
• SWOT analysis
• DO IT (alternative to the problem tree): Define the Problem, Open mind and apply creative 

tools (dots, mindmaps); Identify the best solution, Transform (how to apply whom to 
involve)

• Mind-mapping
• “But why?” find the root of a problem
• Field analysis (simplify networks)



THE PROBLEM TREE
CAUSES

EFFECTS





Stakeholders – Who are they ?



“Any individual, groups of people, institutions 
or firms that may have a significant interest 
in the success or failure of a project / plan 

(either as implementers, facilitators, 
beneficiaries or adversaries) are defined as 

‘stakeholders’.”



Critical for success and 
sustainability



Stakeholders are critical for success 
and sustainability

• Improve content and planned results
• Motivate engagement of those that will be impacted by the 

actions (and can support and fund actions)
• Cross check relevance and need for the actions 
• Create consensus, support and build relationships around 

planned actions
• Higher chance of successful results
• Reduce risks



Map and know your stakeholders

1. IDENTIFY
• Who are they ?

2. ANALYSE
• Who is important, who is interested, who is not ?  
• Who has power and influence ?

3. ENGAGEMENT 
• What do different stakeholders want ? 
• How can you work towards delivery of results together ? 



Tools for stakeholder mapping and 
analysis

• Stakeholder analysis                                                                                                         
• Stakeholder role play                                                                                                        
• Importance/influence, stakeholder carpet                                                                                     
• Participation models (Arnstein ladder of participation): 

http://www.vcn.bc.ca/citizens-
handbook/arnsteinsladder.html

• Customer journey 

http://www.vcn.bc.ca/citizens-handbook/arnsteinsladder.html


Analysing and prioritising stakeholders
Im

po
rta

nc
e

High

low
Influence High



Working with stakeholders
• Be clear about what you are seeking to achieve
• Find out what makes key stakeholders tick
• Understand your impact on others
• Look for common ground
• Be flexible and adapt your approach for different 

audiences



Stakeholder ecosystem map



generate actiONS



BRAINSTORMING

What tools and 
processes have you used 
to generate actions?



Some methods to generate actiONS
• Negative brainstorming
• Exploring walks
• Lego
• Stop-Start-Continue
• Brainstorming
• Quietstorming
• De bono / six thinking hats
• Implementation labs

• Future/back-casting
• Forecasting
• Hackathon, Hackdays
• Idea factory + boxes
• OPERA



De Bono Thinking Hats



De Bono Thinking Hats



De Bono Thinking Hats



De Bono Thinking Hats
White Hat Thinking- Facts
•Information and data
•Neutral and objective
•What do I know?
•What do I need to find out?
•How will I get the information I need?

To begin the exercise, gather all of the information 
surrounding your problem and focus on the facts. 
Study the data that is available and see what you can 
learn from it. Do you need any additional information? 
If so, attempt to find it or take account of it. It’s 
important to remain neutral and objective during this 
stage.

White Hat: 
With this thinking hat, you gather all 
of the information that you possibly 
can about your subject matter. 

Look at the information you have, and 
see what you can learn from it. 

Look for gaps in your knowledge, and 
either try to fill them or take account 
of them.



De Bono Thinking Hats
Red Hat Thinking - Feelings
Intuition, hunches, gut instinct
My feelings right now.
Feelings can change.
No reasons are given.

Good ideas can stem from gut instincts, so for the 
next stage look at your problem using feelings and 
intuition. Don’t worry about justifying the way you 
feel towards the problem, just be aware of your 
immediate personal hunches, as well as how others will 
react to them.

Red Hat: 
Wearing the red hat, you look at the 
decision using intuition, gut reaction, 
and emotion. 

Ask: “What do I feel I should do?”; 
“What are my emotions telling me to 
do?”; and “What does my intuition say 
about this?” You can also ask yourself 
what the emotional reaction of others 
will be if you make the choice that 
you’re contemplating.



De Bono Thinking Hats
Black Hat Thinking - Cautions

Difficulties, weaknesses, dangers
Logical reasons are given.
Spotting the risks
For this stage, look at the negative aspects of 
a potential solution. Think about why it might 
not work, and point out any possible 
problems. Highlighting the risks and weaknesses 
of the solution will help you decide whether 
to simply amend it or disregard it, which will 
lead to a stronger solution for your problem 
in the long run.

Black Hat: 
Look at things pessimistically, thinking 
of everything that could go wrong. 

Try to see why ideas and approaches 
might not work. This highlights 
weaknesses in possible courses of 
action that need to be addressed. It 
allows you to eliminate them, alter 
your approach, or prepare contingency 
plans in case problems should arise..



De Bono Thinking Hats
Yellow Hat Thinking- Benefits

Positives, plus points
Logical reasons are given.
Why an idea is useful
During this stage, think positively and focus on the 
values and benefits of the possible solution. Think 
about how you can build on its advantages and 
explore why it would work. Adding a little 
optimism is especially helpful when things are 
looking a bit disappointing.

Yellow Hat: 
When wearing the yellow hat you 
should think positively. 

It is the optimistic viewpoint that helps 
you to see all the benefits of the 
decision and the value in it, and spot 
the opportunities that arise from it.



De Bono Thinking Hats
Green Hat Thinking - Creativity

Ideas, alternative, possibilities
Provocation - "PO"
Solutions to black hat problems
This is the stage where you seek fresh, creative 
solutions to the problem (and Mind Mapping really 
comes into its own). Take the output of the other 
stages and use it to trigger new possibilities and 
ideas; overthrow Black Hat problems and build on 
the beneficial aspects recognised in the Yellow Hat 
stage.

Green Hat: 
The Green Hat stands for creativity. 

This is where you can develop creative 
solutions to the problem you’re facing. 

There’s a whole range of creativity 
tools you can use while you’re 
wearing this hat.



De Bono Thinking Hats
Blue Hat Thinking- Process

Thinking about thinking
What thinking is needed?
Organizing the thinking
Planning for action

Focus on the thinking process itself during this stage. 
Determine what thinking is needed to progress; if 
you’re struggling to generate ideas, aim your 
attention towards Green Hat thinking. If a 
contingency plan is needed, target Black Hat thinking. 
Create a summary to round things off.

Blue Hat: 
The Blue Hat stands for process 
control. 

When you’re wearing this hat you make 
sure that you gave adequate time and 
attention to each of the thinking 
styles represented by the other five 
hats. In addition, you should sum up 
everything that you learned while 
wearing the other hats, and come to a 
decision..



De Bono Thinking Hats

Hint: For bigger problems, you might want 
to create a Mind Map for each thinking hat
The great thing about the Six Thinking Hats technique is that it triggers your mind 

into action, forcing it to think differently and consider ideas outside of your 
norm. Combined with the associative nature of Mind Mapping, you’ll have an 

abundance of information to build on for the best possible solution for your 
problem.



MINDMAPPING FREE SOFTWARE

FREEMIND
BUBBLE.US
MIND42
WISEMAPPING 
XMIND 



START – STOP - CONTINUE

START STOP CONTINUE

• …………
• …...........
• ………….
• ………….
• …………..

• …………
• …...........
• ………….
• ………….
• …………..

• …………
• …...........
• ………….
• ………….
• …………..



START – STOP - CONTINUE



Idea generation



Useful resources
• Community Toolbox http://ctb.ku.edu/en
• Dave Gray – Sunni Brown – James 

Macafuno: GAMESTORMING – A Playbook for 
Innovators, Rulebreakers, and Changemakers

• Systemic Toolbook-
• Mindtools- www.mindtools.com
• Nesta toolkit http://diytoolkit.org/

http://ctb.ku.edu/en
http://www.mindtools.com/
http://diytoolkit.org/


opera



OPERA



Setting up the topic to discuss
Before the process starts, the facilitator will set up the topic for the meeting. 
Facilitator gives a short title the  meeting in form of an open question

i.e. What actions will enable your ULG to achieve 
your specific objective?

A more detailed description of the question can also be written before starting of 
the process. 
There may also be here for a desired RESULT (e.g. INCREASED RATE OF PEOPLE 
ATTENDING COMMUNITY EVENTs”,…). 

The topic will be visible to all participants at all times..



Own thinking
The OPERA process starts with an individual thinking phase, "O". 
When a group is given a question to answer, roughly half  of us feel more 
comfortable to think through our thoughts silently in our minds, while the 
rest feel the immediate urge to discuss our own suggestions with others.

In a traditional meeting (face to face or virtual), the ”general” discussion 
is often dominated by the 2–3 most extraverted, easily leaving the rest 
outside of the discussion. 
Here, everybody IS allowed to produce and write down their 
suggestions for further discussions. This will participate the introverted 
as well, and ”force” the extraverted to crystallize their (sometimes 
rambling) thoughts.

5 minutes 
(everyone 
thinks of 2 

or 3 actions)



Pair discussion
In Pair discussion, ”P” phase, pairs (3 PEOPLE) discuss and 
select their favorite suggestions to go forward in the 
meeting as their common suggestions.

When individual thoughts are shared with and explained to a 
pair, many positive things happen: People tend to be more 
comfortable to share their thoughts with one person rather 
than in front of a group; when suggestions are shared and 
discussed, many viewpoints are discussed; people start to 
prioritize their ideas fruitfully; ”my ideas” start to become ”our 
ideas”; many people process the topic simultaneously instead of 
traditional meeting’s ”one talks, 10 listens” routine.

10 minutes 
(everyone shares their reflections with 
1 or 2 other people and agrees to 2 
actions AND  writes them on large 

post-its)



Explaining and Ranking
In Explaining and Ranking (”E/R”) phase, all suggestions prepared by 
the pairs are now visible to all, and are being explained to and 
studied by the rest of the group. Then, the group will take a vote 
of mainly the suggestions of others, which they feel are the best. 

In this phase, there are some key benefits: positive selection instead of 
critique and pin-pointing the faults of ”bad” ideas will build the 
foundation of commonly accepted solution instead of creating a (often 
personally polarized) argument; people will see many similarities in the 
suggestions of others enhancing the common commitment.

15 minutes 
(each pair explains their actions 
to the rest of the group and 

sticks their post it on the OPERA 
board)



Arranging and Actions
In Arranging and Actions (”A”) phase, all suggestions are 
ranked according their total votes. 
Zero-votes are removed from the further discussion, and the 
focus of the following discussion will be the on the commonly 
supported suggestions. 

Here, suggestions similar to each other are collected as separate 
groups. These groups naturally form topics for clear action 
points. 

The participants find easy to take responsibility of these action 
points .

5 minutes 
REMINDER: Think about integration 
with other policy themes: Win-
wins, unintended consequences, 

how to link up all the challenges



GAMIFY



What is a Game?
• Has Goal(s) = Objective(s)
• Has Rule(s) = Limitation(s)
• Has Balance of structure and exploration
• Needs Attitude = Following rule(s)

• Voluntarily overcoming unnecessary obstacles



How to Gamify … Simple Intro
• Thinking like a game designer

– You’re Not a game designer
– You’re Not a gamer

• Know the players, Get the players playing and Keep them playing
– Your participants are your players
– Engage your players



Use a gamification Canvas



Use a Gamification Framework



Engage with FUN

“In every job that must be done, there
is an element of fun. You find the fun
and snap! The job’s a game.”

Mary Poppins



Prof. Kevin Werbach : A design 
framework

• 1. DEFINE business objectives
• 2. DELINEATE target behaviors

• 3. DESCRIBE your players
• 4. DEVISE activity loops
• 5. DON’T forget the fun!
• 6. DEPLOY the appropriate tools



Player/User types



Type : Explorer



Type : Acheivers



Type : Socializers



Type : Killers



Activity Loop : Engagement Loop



Activity Loop : Progression Loop



Fun
• Winning
• Problem-solving
• Exploring
• Chilling
• Teamwork
• Recognition
• Triumphing
• Collecting
• Surprise
• Imagination
• Sharing

• Role Playing
• Customization
• Goofing off



Win the Gamification in 4 levels
• Know your user
• Identify your mission
• Apply game mechanics
• 3M

– Manage
– Monitor
– Measure

• Remember : Gamification is data driven



Win the Gamification Make no Mistake
• Mistake 1: Focus on Competition
• Mistake 2: No Clear Gamification Goals
• Mistake 3: Too Many Rewards
• Mistake 4: No Motivation
• Mistake 5: Misusing Points and Badges
• Mistake 6: Short-Term Thinking

– Do : Choose a behavior built for long term
– Do : Use variable interval rewards (operant conditioning)
– Do : Add new elements over time



GAMIFICATION ACADEMY
day 4

Germana di falco
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