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ABSTRACT 
								The paper explores the concepts of gamification systems and their fusion with e-recruitment. Research is implemented in through available literature, by comprehensively defining them and their main elements, as well as the practical application of these systems analyzed through case studies to gain insight into the real-world implications and benefits they bring. Through gamification in e-recruitment, companies can achieve various benefits which are outlined in details, such as reduced time to hire and greater engagement and levels of interaction through the recruiting process.
									The paper presents the general ways for the implementation of gamified systems in e-recruitment, with a clear definition of the elements needed to achieve success. The findings clearly show that gaming systems can offer numerous advantages in the e-recruitment process and overcome certain barriers that companies face.
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LITERATURE REVIEW
The concept of gamification can be defined as utilizing game theory, mechanics and certain elements of game design in an environment outside of (video) games, with the end goal being to motivate people to achieve their goals (Detering, 2011). Gamification as a system is starting to gain traction through various implementations. Companies utilize gamification systems to intensify customers’ and employees’ interest in a specific brand, leading to increased engagement and levels of satisfaction. Gamification can appear in many different forms, such as loyalty programs, hidden tokens, virtual avatars, competitions, game prizes and etc (Van Der Boer, 2013). 
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Global forecasts and predicted trends can be seen in Graph 1, for the period between 2020 through 2025, implementation of gamification is expected to be more than triple in size. As the popularity of gamification is growing, its’ focus is shifting from external (customers) to internal (employees). Early implementation of gamification within the company targeted employee motivation in their day to day activities and introducing various ways of increasing it. More modern implementations of gamification systems extend their reach into other functions within the organization, with a more prominent being the recruitment process, under the human resources function. While recruitment is a method of attracting, selecting, and filling vacancies within the company, modern e-recruitment systems utilize Internet technologies to attract potential job candidates and hire them (Ghazzawi & Accoumeh, 2014). The e-recruitment process covers all activities that use web-based tools, and is most often used in the first step in the recruitment process, namely in identifying needs, defining job vacancies and attracting candidates (Kim & O'Connor, 2009).
In recent years, the use of gamification systems in the candidate recruitment process, defined as the use of elements and ways of thinking of video games in an environment that has no connection to video games, has been common (Detering et al., 2011). The concept itself is inspired by game theory, mechanisms and design in order to digitally interact and motivate people to achieve their goal (Alsawaier, 2017). Motivation can be divided as intrinsic and extrinsic, with the intrinsic motivators having much larger impact & being more lasting (Bonjour & Reena, 2019). The idea behind gamification systems is to stimulate people's intrinsic motivators to be longer lasting and stronger, with activities and desired behavior being maintained for a long period (Josimovski and Kiselicki, 2019).
According to Chou (2015), gamification as a system can greatly improve human motivation, because at its core there is a human-focused design and structure. As such, it is logical to assume that human resources can greatly benefit through its implementation, because it is the only function which puts employees first, even more prominently evident in the recruitment process. Gamification in HR isn’t limited to just finding and hiring the right people, but extends to the onboarding process as well. During the onboarding process, as a new employee is introduced to the organization, gamification systems can be put in place to ease this transition. Available data show a 50% increase in engagement when gamification is introduced, as well as 36% lower staff turnover (Laurano, 2013). 
Since the core of gamification consists of introducing various elements and mechanisms to engage employees, it is well suited for each step of the recruiting process. Generally, in a typical recruiting scenario, candidates are taken through systematic and well-know steps, leaving them space to prepare well in advance and to have formulated answers. By utilizing gamification, completely new systems can be put in place, which aren’t similar to existing traditional activities, leading potential candidates to complete them without prior preparation (Wozniak, 2015). This fusion of gamification with recruitment can be often seen reffered as “recrutaiment”, because it encourages the candidate to better engage during the recruiting process, while giving recruiters a better chance to objectively analyze the candidates’ skill and performance (Korn & Brenner, 2017).
										Gamification systems can boost the HR branding aspect of the company and prove as a differentiating competitive advantage. Some of the benefits of introducing gamification in the recruiting process are (Dineen & Solitis, 2011):
· The elimination process is way faster as companies can test specific skill-sets such as innovative thinking, creativity and time management.
· The candidate can easily garner ideas on the role and the organization while making it fun and vibrant.
· On-the-job performance of a candidate can be assessed by offering simulated scenarios, thereby unraveling behavioral traits and capabilities.
· Gamification is a smart and attractive way of interviewing and screening possible applicants. It makes recruitment more interactive and adds to the brand value of a company, given its youthful and energetic verve.
METHODOLOGY
Different methods of data collection and analysis have been used for the preparation of the paper. Theoretical data is obtained through a comprehensive literature review, including books, scientific papers, and articles by relevant authors, dealing with the e-recruitment process as well as gamification systems. Additional data in the paper is collected through the case study method on companies that have successfully implemented gamification systems in their e-recruitment processes.
ANALYZING CASE STUDIES
To better analyze the different mechanisms of implementing gamification in the e-recruitment process, several case studies are analyzed based on the available data. All case studies demonstrate the benefits gamification can bring to various phases in the e-recruitment process. The first case study is focused on the French shipping company, Formaposte, which faced problems immediately after the recruitment process. That is, although the recruitment process is going relatively quickly, almost 25% of new hires have left the job just months after hiring. Due to the nature of the job (mailman), candidates often have little insight into the difficult requirements and toll on their private life, leading to many of them being dissatisfied even after the first work week. This has been a major blow to the company's resources, as it has to invest time and money in recruiting for the same job, leading again to employees leaving and restarting the recruitment processes again and again. To combat this problem, the company launched the game Jeu Facteur Academy. This gamification system has becoming a permanent part of the company's e-recruiting process from 2015. To combat this problem, the company launched the Jeu Facteur Academy game[footnoteRef:1], where players (potential job candidates) can live as a mailman all week - waking up early, delivering shorter deadlines, getting in. in the work cycle and interact with other employees. All job applicants are encouraged to try the game for at least one week, as a mandatory part of their application process. During the week, they can get a better insight into the requirement and toll on their personal lives, (waking up early, going through the work cycle, following the ethics and etc.) while on the other hand the company can get a better understanding of their skills and performance. This leads to benefits on both the employer and candidate sides and implementation has reduced job vacancies from 25% to only 8% (White, 2015). Similarly, Siemens has introduced Plantsville[footnoteRef:2], which is a gamified application (not just a game) with the same goal as Jeu Facteur Academy). In this iteration applicants can simulate the work of a plant manager at the company. This tool enables the applicants to get acquainted with the manufacturing industry, while also serving as both a selection tool (to evaluate candidate performance), as well as to start the onboarding process with training new employees on the functioning and back-end processes of the factory. Another gamified application which has proven useful is “My Marriot Hotel”[footnoteRef:3] (only on the platform Facebook), which enables players to see what it takes to virtually manage one of the hotel locations. This application serves more of a recruiting purpose, with an end-screen containing a button “Do it for real”, which takes potential candidates to the career page on the web-site of Marriot Hotels.  [1:  https://formaposte-iledefrance.fr/]  [2: https://www.prnewswire.com/news-releases/siemens-launches-plantville--an-innovative-gaming-platform-to-showcase-products-and-solutions-for-industry-and-infrastructure-118571809.html]  [3: https://www.blogs.marriott.com/marriott-on-the-move/2011/06/get-a-taste-for-what-it-takes-at-my-marriott-hotel.html] 

The goal of these gamified application is to simulate a work environment beforehand, which enables both the candidate and the company to gain valuable insights which will help their respective decisions. Benefits are present from both sides, as candidates can see if the job is a right fit for them, while companies can evaluate not only employee performance, but take a deeper approach in evaluating skills, communications, personalities and other relevant aspects for the job position. 
IMPLEMENTING A MODEL FOR GAMIFICATION IN RECRUITMENT
Introduction of any new technology or process involves risk. Hence, planning any game for recruitment process needs proper analysis and requires constant monitoring. Few points are to be considered before incorporating Gamification in the recruitment process. When gаmification is involved in the recruitment process, it should inspire candidates to engage with the organization's career pages and social media profile. Also, the Commission should be planned in such a way that it has access to the point of multiple candidates in different geographical areas. Involvement in Gamification generates data, in the form of game performance and feedback. The game must be designed in such a way as to allow the employer to understand more about the potential candidate or player. Even after completing the recruitment process through gamification, it can help the employer in both the selection process and the greater awareness of the selected candidates. Therefore, companies must approach serious games based on recruitment and selection differently than they approach serious games for other management processes such as learning, training and development.
Organizational goals are important: Before including gamification in any process of the company, it is important to have clear goals about why the company needs gamification and what will be the KPIs (key performance indicators). 
Engaging: When Gamification is involved in recruitment, it should inspire the candidates to engage with the organization’s career sites and social media profile. The content should be simple, interactive and entertaining, but must always include the principles of Gamification. Surveys and page ratings are few examples that can be used to increase the interaction level of the site. Also the Gamification should be planned in a way that it had access to multiple candidates’ touchpoint across different geographical area.
Unveil the real candidate: Involving in Gamification generates data, in form of performance in the game and feedback. The game must be designed in a way that it enables the employer to understand more about the potential candidate, or the player. This would help the employer in the process of elimination and now the employer is more informed about the selected ones also, as well as reducing the time to hire (Howden, 2019).
Informative: the game should not only engage the player or the candidate, it must not only benefit the recruiter but also must provide the player with the insights of the organization.
Different games for different approach: One must always remember, “No two games are alike”. Companies must approach recruiting and selection based serious games differently than they approach serious games for other management processes like learning, training and development.
Security issues: In games, there is lot of scope to game the game; hence a great need for security arises to create serious games for hiring purposes. While in training environment if the player cheats, he ultimately cheats himself as they are missing learning opportunities but when it comes to hiring, if a player cheats, the whole organization is cheated.
MECHANISMS FOR GAMIFICATION IN E-RECRUITMENT
	Competitions and leaderboards
Using public competitions, such as creating an online quiz show, where competitors must get all the questions about the company to be able to win, is a good tool in gemification. The prize can be money, free products, or even a prestigious title. To make the game even more competitive, it can provide the use of a record-breaking board or title holders. This creates excitement in the candidates / recruits and encourages them to try again for those who are not ranked.
In this way, the candidates / recruits spread the awareness of the employer and educate potential candidates for the company. Also, by requesting an email address to join the contest, they can also provide a pool of candidates that may be appropriate for your team and interested in joining.
Simulations and puzzles
Gemification can have value as a tool for assessment. Interviews have been used for thousands of years, but they are biased. Plus, candidates can easily prepare the perfect answers to interview questions before entering your building. However, gaming estimates may include real-world tests of skills and behaviors that candidates will use in the workplace. This includes the practice of virtual interns in a simulated office, for the rapid identification of possible new employees. On the other hand, players (candidates / recruits) have the opportunity to see if they will enjoy working there.
Simulations and puzzles can also be used in the selection phase to quickly narrow down your talent pool based on opportunities and behaviors. These games can be tested for problem solving, creative thinking, conflict management, time management, and even how candidates cope with pressure. The result will be in mind, new employees will be able to meet work expectations.
Gamified onboarding programs
Employment gamification can mean adding gaming elements, such as a two-way information sharing process, where new hires can find out about the company while having fun. There are many different ways to do this:
- driving course with the involvement of a storytelling element. New employees can take on a character and meet other characters who represent real people in the company as they move through each chapter. Each module can be a new level of the game, and the reward is with badges that would be collected as they approach completion.
Then, to make new employees feel supported and to seek help, sharing information can be through play. The company can create a Q&A forum and reward employees who offer the most help for new jobs, or those whose responses receive the most "likes" from other employees. This can be supplemented by a board that recognizes employees who perform best in the game.
Employee Referrals & virtual headhunting
Gaming can be used to strengthen the sharing of vacancies among current employees through social media. There are several online tools that employers can use to create virtual job fairs, attracting candidates.
Rewards
If it is an organization that has a branded place for a career, gamification is a great opportunity for employment. Adding bonus points and badges to candidates coming from the site, sharing a comment, conducting a survey or evaluating your company's performance is a great opportunity in the process of attracting the recruits needed for the company.
DISCUSSION AND CONCLUSIONS
Based on the available data, gamification can be utilized to invigorate the recruiting process, as well as eliminate some of the barriers which modern recruiting systems face. E-recruitment tools can benefit greatly by implementing gamification systems and mechanisms, where every activity can be modified in a minor or major manner. By integrating gamification with common interview processes, one can introduce interactive quizzes, company-related quests, behavioral tests, and other industry challenges, to make the screening mechanism more conversational, entertaining and meaningful. It will also help the candidate consider simulated work environments and recruiters can check on an applicant’s creativity, innovation, aptitude, and problem-solving capacities.
Instead of asking candidates to upload their resume and their cover letter and answer a bunch of qualifying questions, companies could require potential candidates to play a game (use a gamified application), which leads to several advantages: 
· Those candidates who complete the game are clearly the most motivated. Job seekers probably send a lot of applications – sometimes without doing much thinking on whether they actually like the job or company. Playing a game requires effort and commitment, forcing them to stop and think whether it’s worth their time. Candidates who are less interested might self-select out, so you’ll end up with more relevant applications.
· You can more easily evaluate people without much experience. For example, imagine that you’re hiring for entry-level salespeople and you receive dozens (maybe hundreds) of resumes of recent graduates. Resumes don’t give you much to go on, so you might unwittingly reject candidates who have high potential. But, by asking them to play a game, you can identify their actual skills and abilities early on.
· You can evaluate people who have diverse experience. If you’re evaluating candidates based on their relevant experience, then you might be excluding those who’re making a career or industry change. These people may have different experience but they might also possess transferable skills and the ability to adapt. Games give them the chance to showcase their actual competencies and their agility.
· You can engage candidates. Gamification in recruiting makes your hiring process more interactive and it may also project a company culture that’s enjoyable and fun, thus attracting more quality candidates. There’s a pitfall here: candidates may wonder whether games are effective hiring criteria. You could remove doubts by clearly explaining the purpose of the game and next steps. This means you should be certain that you’ve chosen the right game to assess the right skills – if you’re using a gamification vendor, make sure to ask them how they correlate the game with the skills it assesses (e.g. how a particular game assesses analytical thinking.)
Games could complement (or even replace) the assessment stage. Instead of asking candidates to complete assignments or answer multiple test questions, you can ask them to play an online game for a few minutes. These games can:
· To help build different teams. The games are the same for everyone and they evaluate specific work-related skills. This means that they can help control candidates more objectively than pre-employment tests (such as personality tests) that can harm many people and whose ability to predict performance at work is questionable.
· reduce employment time. The game lasts only a few minutes and the results are sent automatically. Reduced employment time is also an advantage of using games in the application phase - candidates are immediately displayed in a fun way instead of selecting shortlisted candidates and being screened later.
The research can be expanded by further examining the effects of gamification in e-recruitment focused on several countries from the Balkan region, with specific focus on the Republic of North Macedonia through case studies and experiments. Furthermore, questionnaires can be arranged to examine the level of both e-recruitment and gamification in countries from the Balkan region, as well as to develop statistics and trends for future implementations. 
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