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What happens when game-like design concepts are incorporated into  
a CRM solution? Can “gamified” CRM be used to improve sales processes,  
drive employee performance, boost motivation, and improve revenue?  
In this whitepaper, we’ll explore the potential of gamified CRM.

Regardless of the industry you work in and the position you hold within a company, 
there are always aspects to the job that are tedious, repetitive, and just plain boring. 
Even when those tasks are essential to the operations of the business—and they  
often are—it doesn’t make them any less frustrating or dull. These tasks often make  
an otherwise fulfilling job feel like “work.” 

What if there was a way to make these mundane, monotonous tasks feel more 
rewarding? With the right mix of incentives in place—from simple recognition  
to real-world rewards—is it possible to make even the most humdrum of duties  
more exciting? The answer to these questions is the core concept behind gamification, 
an approach for reshaping the relationship between employees and their work. 

In this whitepaper, we’ll look at the benefits of gamification in the context of Customer 
Relationship Management (CRM) solutions. We’ll look at how gamification works, how 
it can be implemented into CRM, and the role it can play in boosting user adoption.

WHAT GAMIFICATION IS NOT
Despite the name, gamification doesn’t actually involve turning workplace drudgery 
into activities that are more fun or entertaining. Instead, gamification refers to the 
use of game-like design ideas and other elements in a non-game context. A gamified 
system isn’t designed with play or distraction in mind. Rather, it’s the idea of making 
specific tasks “stickier” by providing targeted incentives that will focus behavior.

A good real-world example of gamification is a frequent-flyer program. The more  
you fly with a given airline, the more points you accrue. These points can be spent in 
a variety of different ways, including plane tickets, in-flight upgrades, and non-airline 
discounts. But the fundamental goal of these programs is to reward loyalty to the 
airline. Then when choosing between two airlines for an otherwise identical flight, 
customers will tend to stick with the one that’s given them frequent-flyer points.
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There’s nothing particularly fun or entertaining about increasing the number  
of frequent-flyer points, but there is a significant incentive to spend more with  
the airline. Non-airline companies can even benefit from this gamified loyalty program 
by partnering with the airline to offer frequent-flyer points in their own promotions. 
This system clearly isn’t a game, but it does incorporate game-like elements.

HOW GAMIFICATION WORKS 
All CRM systems have one thing in common: They manage customer data. CRM makes  
it much easier for a company to use that data to drive sales and track support issues. 
So competently using CRM becomes part of almost everyone’s job description. 
Unfortunately, some of these tasks (such as scheduling and data entry) can easily  
feel like tedious busywork to the average user.

In terms of CRM adoption, a poorly designed user experience can be a serious issue.  
It could make creating a new record painfully slow, and it could require users to fill  
in basic data on multiple screens. Even in a well-designed CRM system, some 
absolutely essential tasks can still seem repetitive and mindless. In these cases, 
entering that data often feels like a chore, which creates a disincentive to do anything 
beyond the bare minimum that’s required to complete the task.

Interestingly, the flexibility of most CRM platforms actually provide a lot of room  
for incorporating game-like elements. When properly implemented, gamified CRM  
can provide workers with significant motivation for completing boring or repetitive 
tasks. By focusing the workers’ efforts into more productive behaviors, gamification 
can even improve results in an already efficient CRM system. 

To understand the value of gamified CRM, it helps to consider the context in which 
they’re often most effective. A great example is a call center, where rows upon rows 
of workers spend their days making calls and entering customer data into a computer. 
Once employees reach a certain level of competence with CRM in their essential 
functions, they have little reason to learn more about the system, increase their 
proficiency at complex tasks, or improve their overall job performance. And from  
a management perspective, this lack of incentive is a problem. 

“Boring” tasks (such as entering data to reduce call time) are often tied to KPIs.  
For instance, in a sales-based call center, reduced call times allow workers to increase 
their volume of outbound calls, which results in more overall conversions. Meanwhile, 
in a support-based call center, shorter call times mean that the same number  
of workers can handle a greater volume of customers, which enhances ROI. 

But without some kind of incentive, those workers have little reason to improve their 
performances. They may realize their average call times would improve if they spent 
more time exploring the CRM system, but why should they bother? 
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Now consider a situation in which a call center introduces a leaderboard that displays 
the best call times. Every employee can now see how their call times compare to their 
coworkers’. Perhaps the top performer is even awarded a nominal prize, such  
as a $20 gift card. 

This kind of gamification isn’t limited to simply reducing call times. It’s also possible  
to encourage better customer service through a gamified system. For instance, you 
can reward employees who leave detailed notes, thoroughly investigate issues,  
or follow up with customers after a ticket has been resolved. Each of these actions  
can be automatically scored, which creates a new basis for competition.

If users are competitive at all, they will want to be at the top of that leaderboard. Even 
in the absence of prizes or other incentives, this approach can be extremely effective. 
These people hunger for social recognition and status, and a leaderboard provides  
an excellent opportunity for them to demonstrate their abilities. And these same social 
pressures produce other results: No one wants to be at the bottom of the rankings. 
Overall, gamification of the system means that each employee steps up his  
or her performance.

GAMIFICATION AND EMPLOYEE MOTIVATION
The leaderboard concept can be applied to a variety of metrics, but it isn’t universal. 
Some tasks aren’t a good fit for a leaderboard. For instance, updating records, creating 
leads, and running reports requires a different approach. At the same time, all people 
don’t respond to incentives in the same way. Every workplace is composed of different 
types of people, and gamified CRM needs to take this diversity into account.

Plenty of people love to compete: Salespeople are prime examples. But what about 
individuals who simply aren’t interested in rising to the top of a leaderboard? Some 
people are far more motivated by exploring a system, mastering tasks, and having 
their accomplishments recognized. Is it possible to gamify CRM in a way that will 
motivate these people?

CRM systems can also borrow other game-like concepts. For instance, Steam 
and Xbox Live players are rewarded for completing certain tasks by receiving 
“achievement badges.” These rewards indicate some kind of success: Perhaps  
they defeated a certain number of enemies, uncovered a hidden secret in the game,  
or beat a level in record time. 

By creating these badges, game designers provide players with a means  
for showcasing their skills. They also give them a reason to continue playing the game, 
even after they’ve completed it. The hunt for these achievement badges becomes  
a game unto itself. 
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This same concept can easily be applied to CRM, where workers “win” badges for 
completing specific tasks. This tactic allows tasks that may seem dull and repetitive 
to be reframed as progress toward an achievement. It can quickly turn a CRM training 
session into something more like a scavenger hunt. 

These badges can be displayed within the CRM system itself, which gives experienced,  
skilled employees some bragging rights. Along the same lines, some tasks can be 
rewarded with “points.” These points could be coins, rings, or gems inside the system, 
and they can be redeemed for real-world prizes. 

These rewards don’t need to be valuable. They just need to represent a goal that the 
employee is working toward. For instance, a gift card, a free lunch at the company 
cafeteria, or even a paid afternoon off can all be powerful rewards. These prizes simply 
need to be assigned a point value, and listed in some kind of redemption catalog. 

One often-overlooked element of gamified systems is the potential for collaboration 
and team-building. The most basic level of this system is creating team-level 
competitions for a prize. 

But what about other approaches? Perhaps some badges or achievements can only  
be awarded when multiple people collaborate to make a sale or close a case.  
And some prizes will only be available when entire teams chip in to purchase them. 

And what about a system that involves points or prizes that can be gifted? This tactic 
enables peer-to-peer recognition by leaving useful notes, hunting down contract 
details, and helping with the resolution of a technical issue. Gamified CRM creates  
a unique opportunity for this kind of team-building.

CRM GAMIFICATION ROLES
Gamified CRM can take many forms and provides a wide range of solutions for 
different use cases. A system that works perfectly for an inside sales team generally 
won’t be as effective when it’s applied to a customer-support team. Each use case 
needs to be shaped around the specific tasks, goals, and incentives that are most 
relevant to a given role within the company. 

• Sales
The gamification concept should be familiar to most people in sales, as motivational  
tools (such as sales contests and leaderboards) have been commonplace in the 
field for decades. By creating incentives, gamified CRM provides sales managers 
with new tools for driving specific kinds of sales behaviors, such as winning new 
customers, upselling, and pushing new products.
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A less obvious application of gamified CRM involves driving important non-sales 
behavior. One of the biggest frustrations for sales managers is keeping their staff 
on top of their paperwork. By incentivizing the sales staff to update account 
details, log their sales calls, and do other recordkeeping tasks, it becomes  
much easier to track overall performance.

• Support
One of the most compelling reasons to use gamified CRM is improving the results  
of an inbound call center. It’s a job defined by repetitive data-entry tasks, and 
it offers little incentive for workers to go above and beyond the call of duty. 
Meanwhile, the very nature of the work provides multiple metrics that  
one can use to gamify results.
Can you reduce the average amount of time that a ticket is open? Can you 
increase the total number of tickets that area closed every day? With the right 
incentives in place, workers have a reason to improve their own efficiency. In large 
organizations, entire teams can compete to improve KPI results.

• Executive
The benefits of gamified CRM are most obvious at an executive level.  
Now executives and managers can steer their teams toward specific behaviors  
and results, and they’ll also have new tools for boosting employee engagement, 
job satisfaction, and retention. 
But to effectively use the system, executives need to have a firm understanding of:
• How gamified CRM works.
• How it can motivate employees.
• How to react when incentives don’t deliver the desired results.

• Marketing
While gamification has many uses in steering customer behaviors, it has limited 
value when internally used to incentivize a marketing team. Marketing work  
is complex, detail-oriented, and highly varied, which makes boredom much less  
of a factor for marketers than other employees.

GAMIFICATION AND CRM ADOPTION
Roughly 65 percent of all new CRM implementations fail, and the biggest reason for 
these failures is poor user adoption. The more engaging a CRM system is, the higher 
the success rate becomes. Gamification alone can’t make a CRM implementation 
successful, but when combined with other vital elements (such as user testing, 
training, and ongoing refinements), it can certainly stack the deck in your favor. 
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CRM implementation is an expensive, time-consuming undertaking. Meanwhile, 
gamification is a relatively simple and inexpensive upgrade with few drawbacks.  
So, it’s a smart way to protect your investment.

CONCLUSION: MORE THAN THE SUM  
OF ITS PARTS
It might be tempting to dismiss the value of gamified CRM. To some, the incorporation 
of game-like concepts can seem more like a novelty than a serious business tool. The 
same criticisms have been made about frequent-flyer programs, credit card rewards, 
loyalty cards from various stores, and countless other gamified platforms  
(from education to healthcare). 

Gamification works. When implemented correctly, gamified CRM provides serious 
benefits, which include:

• Employee Motivation
Gamified CRM gives companies ways to automate employee excellence  
and steer performance toward specific KPIs.

• Goals and Tracking
By assigning value to specific employee behaviors, gamified CRM allows companies  
to set clearly identified goals. As employees strive to reach the top of a leaderboard,  
win badges, or gain points, it becomes possible to track real progress toward  
those goals.

• Engagement
By incorporating game-like elements into CRM, tasks that employees  
once found dull or tedious can now be seen as progress—towards a goal,  
a prize, or an acknowledgement. 

• Employee Performance
Gamified CRM allows executives and managers to define the value of KPIs  
and tasks, and provides an appropriate level of incentive for increasing results.

• Employee Retention
Employees are far less likely to leave a job when they’re properly engaged, 
challenged, and motivated. 

Gamified CRM tends to work best in bullpen-style settings, where a high volume  
of leads, calls, and deals are constantly flowing through the system. 

If you have any questions about CRM gamification—from the benefits of specific 
systems to the costs of implementation—contact us at fayebsg.com.

https://fayebsg.com/
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About FayeBSG 
Faye Business Systems Group is a technology consulting and software  
company that helps companies grow by working with them to implement, 
customize and integrate innovative and effective financial and business  
systems. As a SugarCRM Elite partner and awarded the 2018 SugarCRM 
Global Reseller of the Year, FayeBSG is also a leading partner with Sage,  
Zendesk, Acumatica, Ytel, Hubspot and a variety of custom software solutions.

FayeBSG is known for their SugarCRM integrations with Sage 100,  
Quickbooks, NetSuite, Acumatica, Intacct, Constant Contact, Authorize.Net, 
HubSpot, Ring Central, Box, Jira, Ytel, and more. Services include project  
management, software implementations, consulting, training, custom  
development, and support.

Specializing in software implementations for a variety of industries,  
FayeBSG has customized successful CRM and ERP platforms for a variety  
of mid-market and enterprise businesses.

5950 Canoga Ave., Suite 615 Phone 818-280-4820
Woodland Hills, CA 91367 Fax 818-280-4821


