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ABSTRACT

Introduction: gamification, through its game mechanics, allows you to stimulate and motivate both 
competition and cooperation between people, increasing motivation for learning.
Objective: characterize the impact of gamification on corporate learning.
Method: a review of the bibliography was carried out using articles rescued from databases such as SciELO, 
Dialnet, Scopus, Researchgate, recovering a total of 16 reference articles from available literature related 
to the topic in question, included in the time frame. between 2019 and 2024.
Results: the business sector is no stranger to this boom in gamification. Companies have incorporated it in 
two main areas, marketing, to improve customer acquisition and loyalty, and human resources, using games 
in the recruitment and training processes of personnel, also incorporated into the selection processes, 
applied in the way that best suits your needs whether in terms of marketing or aimed at better performance 
of your employees.
Conclusions: Gamification in the corporate learning process has a significant impact by increasing 
participation, fostering knowledge and collaboration, stimulating creativity and combining learning with 
business objectives. Furthermore, in relation to marketing it can enhance consumer loyalty participation.
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RESUMEN

Introducción: la gamificación, a través de sus mecánicas de juego, permite estimular y motivar tanto la 
competencia como la cooperación entre las personas, el incremento de la motivación por el aprendizaje.
Objetivo: caracterizar el impacto de la gamificación en el aprendizaje corporativo.
Método: se realizó una revisión de la bibliografía mediante los artículos rescatados desde las bases de 
datos como SciELO, Dialnet, Scopus, Researchgate, recuperándose un total de 16 artículos referenciales de 
literatura disponible relacionados con el tema en cuestión, comprendidos en el marco de tiempo entre el 
2019 y 2024.
Resultados: el sector empresarial no es ajeno a este auge de la gamificación. Las empresas la han incorporado 
en dos áreas principales, marketing, para mejorar la captación y fidelización de clientes y, recursos humanos, 
empleando juegos en los procesos de reclutamiento y formación de personal, incorporado además a los 
procesos de selección, aplicándose de la forma que mejor se adapte a sus necesidades ya sea en términos de 
marketing o dirigidos a un mejor rendimiento de sus empleados. 
Conclusiones: la gamificación en el proceso de aprendizaje corporativo tiene un impacto significativo al 
aumentar la participación, fomentar el conocimiento y la colaboración, estimula la creatividad y compagina 
el aprendizaje con los objetivos comerciales. Además, en relación con el marketing puede potenciar la 
participación y fidelidad del consumidor.
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INTRODUCTION
Gamification (G) refers to techniques employed in game design but used in other non-game domains to 

promote the motivations of individuals. Gamification was coined by the British computer game programmer 
Nick Pelling as early as 2002. Although it was not until 2008 that the term gamification appeared in the English-
speaking world, it became popular in the second half of 2010.(1)

It is important to consider that gamification should not only be conceived as a means of influencing people’s 
behaviour but as a tool to enrich the experience of individuals; in this sense, we must understand their internal 
and external motivations and adjust the gamification according to such findings.(2)

Gamification, through its game mechanics, allows to stimulate and motivate both competition and 
cooperation between people, increased motivation for learning, constant feedback, more meaningful learning, 
more measurable results, development of appropriate skills, digital literacy and learner autonomy, and in turn, 
all this leads to the establishment of better interpersonal relationships and more stable emotional health.(3)

The objective of gamification is not simply to use the intrinsic instinct of the human being for the pleasure 
of playing to motivate him to play for the sake of playing, but on the contrary, through an innovative and 
attractive design for the subject, it seeks to engage him with the activity and motivate him to improve his 
abilities, skills and knowledge.(4)

It shows the need to implement new strategies in teaching-learning models that are more active and 
motivating, as is the case of educational gamification, since when learning is perceived dynamically and wrapped 
in an attractive narrative, motivation becomes the engine of the educational process, achieving potential 
results in the development of their knowledge, skills and abilities both academically and professionally.(5)

Translated into Spanish as ludificación, it is based on the use of techniques, elements and dynamics of games 
and leisure in non-recreational activities in order to enhance motivation from gamified learning situations 
that allow reinforcing behaviour during problem-solving, improving performance both at a motor level and in 
cognitive, affective or social aspects, as well as achieving personal and collective goals and evaluating learning 
by the participant himself.(6)

The consolidation of the use of simulation or games as teaching tools results from a long trajectory. This 
evolution has gone from an initial purely playful character, passing through a more functional approach, to 
become a consolidated teaching strategy, allowing more meaningful learning.(7)

The idea of introducing game structures to most anodyne activities is familiar but has practically always 
been used in contexts such as education or business to make these activities more attractive.(6)

Therefore, the objective of this review article is to characterize the impact of gamification on corporate 
learning. 

METHODS
A review of the available literature was carried out using the synthetic and historical-logical analytical 

methods using articles rescued from databases such as SciELO, Dialnet, Scopus, and Researchgate, recovering 
a total of 16 referential articles of available literature related to the topic in question, comprised in the 
time frame between 2019 and 2024. Filters were used to select articles in English and Spanish. The terms 
“Gamification”, “Corporate Learning”, “Creativity”, and “Entrepreneurial Knowledge” were used as keywords 
in the article.

RESULTS
In today’s dynamic world, the acquisition of knowledge and its management are increasingly relevant for 

organizations and individuals. Accordingly, educational innovation is present in technological processes and 
development. Teaching and research are the basic forms through which knowledge is created and transferred. 
The environments where this teaching-learning takes place may be face-to-face or virtual, and each modality 
will have its complexity of interaction.(8)

The presence of the game or some of its elements in learning environments is increasingly frequent. The 
conception that the game is only an entertainment activity for leisure time is changing as it has been proven 
that its use in teaching activities favours the acquisition of certain skills, competencies, and content.(9)

It is important to generate a methodology for developing and implementing a strategy through gamification 
as a valid method for teaching and research, in addition to generating knowledge for the entire educational 
community.(10)

After an exhaustive analysis of the literature related to gamification, the attention given to its ability to be 
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an effective strategy to achieve objectives in various situations stands out, although gamification is revealed as 
a tool with great potential to stimulate motivation and enhance participation. To achieve optimal performance, 
the game elements must be thoroughly adapted to the purposes and requirements of those involved.(2)

Based on the results obtained in this project, gamification in Higher Education is an effective tool to improve 
the degree of perception of various competencies in Project Engineering. Besides being an innovative teaching 
activity, virtualizing multimedia content through social networks ensures a formative improvement.(4)

The application of these resources through the introduction of the dynamics and components of the games, 
together with teamwork, has been especially useful in correcting the traditional lack of motivation of some 
of the students in the classroom, their lack of class attendance, or the lack of real involvement of university 
students in a learning process in which not only the leading role should be shared between the teacher and the 
students, but in which it is also mandatory to face their training both in content and in professional skills and 
competences.(11)

Manzano León A et al.(5) demonstrate in their study that gamification enhances the commitment to learning, 
thanks to the fact that it favours an active and creative teaching style if used properly in Vocational Training. 
Active teaching methodologies and strategies such as cooperative learning and project-based learning allow 
students to experience a significant increase in curricular competencies and socioemotional skills when they 
can work in teams and work on activities that allow them to explore and make decisions for different real 
scenarios.

Aroca Serrano R(12) comments that for gamification to be successful, the games must offer rewards that involve 
people in learning and that are adaptable to be carried out individually and in groups. The authors believe 
that gamification in the corporate learning process, and even business management, has a significant impact 
by increasing participation, improving knowledge retention, fostering collaboration, facilitating performance 
monitoring, stimulating creativity and aligning learning activities with business objectives.  

The business sector is no stranger to this gamification boom. Companies have incorporated it in two 
main areas: marketing to improve customer acquisition and loyalty and human resources, using games in 
the recruitment and training processes. The objective is to identify and attract the best talent and increase 
employee commitment and participation.(7)

De Los Ríos Berjillos A et al.(7) state that the cultural traits of millennials, the development of technology 
and the change in the conception of the training process of students, driven by the European Higher Education 
Area, have been determinants in the development and evolution of games in university teaching. Gamification 
is related to the development of skills, motivation and commitment. In addition, companies are incorporating 
it in their selection and training processes. Organizations in the global index must have at least one gamified 
application. With this, we can see that gamification is booming in the field of large companies, such as BBVA, 
Nike, McDonald’s, and Coca-Cola.(13)

García Martínez A. et al.(14) address in their study one of the techniques that have acquired greater importance 
among companies in recent years: gamification. He states that this technique has different types of application, 
differentiating between internal, external, and behavioural change gamification, so each company should apply 
the one that best suits its needs, whether in terms of marketing or aimed at improving the performance of its 
employees. 

In addition, gamification in marketing can enhance consumer participation, foster loyalty, stimulate diffusion 
and create unforgettable brand experiences. The combination of gamification with marketing can be a way to 
build solid relationships with the consumer.

Sánchez Verdú C(15) states that by realizing the practice, two new methodologies were applied, gamification 
and cooperative learning, through which it was possible to bring the student closer to the consumer.

This brought the student closer to an experience in the business world, both with the joint work of the 
cooperative method and the gamification competition through a business simulation method, which allowed 
the promotion of competitiveness, improvement, and teamwork to obtain the highest rating from customers. 

Through the development of a gamification project, Lahuerta Otero E(16) has achieved a greater connection 
between teaching and business reality and greater involvement, dynamism and student satisfaction in the 
classroom. Thus, the survey of 39 international marketing students showed an average of 7.4 overall satisfaction 
with the proposal. In short, improvements are expected when the proposed project has been achieved.

Terán Bustamante A et al.(8) show in their results a higher percentage of student retention through the 
introduction of an educational scenario design based on games through highly visual content and intellectual 
challenges. Gamification provides experiences that activate motivation for learning and have constant feedback 
that allows for more meaningful learning and retention in memory as they are more attractive and generate 
competitiveness and collaboration.

CONCLUSIONS 
Gamification in the corporate learning process has a significant impact by increasing participation, fostering 
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knowledge and collaboration, stimulating creativity and aligning learning with business objectives. In addition, 
marketing can enhance consumer loyalty and engagement.
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