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Pe3ome: Ilpe3 mociennute roauHu redmMudukanuara € oOEKT Ha IOBHILIECH
untepec. Jlopu o0nacT kaTo KyJTYypHOTO HAcIEICTBO HE OCTaBa He3abels3aHa, KaTo
ca HaJIMLE NMPUMEPH 3a YCHEIIHOTO MpUjlaraHe Ha pasHooOpa3HH redMupHUKalMOHHH
TEXHUKHU 3a pellaBaHEeTO Ha pa3juyHu npoOiemu. bbiarapus e cpen aAbpKaBUTE C
U3IBEH MHTEpeC IO Temara. Belpekn ue ca NMpoBEXJaHU U BCE OLIE CE IMPOBEXKAAT
YCHEIIHN WHUIMATUBH 3a redMuuKanus Ha KyJITYpHOTO HAcCJEJICTBO, JIUIICBA
CHCTEMaTH3MPAHO 3HAHHE 32 TOBAa KaKBO HE paboTH J00pe M 3allo € Taka, KOeTo Ou
MOMOTHAJIO Ha MPaKTULM, U3CIe10BaTeNd, MyOIMUYHNUTE U MECTHUTE BJIACTH B ObJelIe
Jla n30sArBaT Beye JOMyCKaHU rpeuikd. Llenta Ha HAcTOSIIOTO M3ClE/ABaHE € Ja ce
uAeHTUGUIMpAT Hal-ToOpH NPAKTUKH 3a NPUIOKEHUWE Ha redMuukanusITa B
o0nacTTa Ha KYyATYPHOTO HacieacTBO B bwarapusa. 3a mocTuraHero Ha IenTa e
IpeyIoKEeHa METOI0JIOTHS 3a TOI00p Ha Hail-1oOpH MpakTUKU 3a redMuduKanus Ha
KyJITypHOTO HacienctBo. Ha 6azara Ha 12 reliMupukanvoHHH Kputepus u 9
KpUTEpHUS 3a Bb3JIEICTBUE, KAKTO M IIPU CHOJI0/IaBaHe Ha TPUCTHIIKOBA MPOLIeypa 3a
noa00p, ca CeNIEKTUPAHU U ONMCAaHU JIBeTe Hail-1o0pyu nHUIMATUBY B bearapus.
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Abstract: Gamification has gained significant attention in recent years. Even the
cultural heritage has not been unnoticed and various gamification techniques have
been applied for different purposes. Bulgaria is among the countries with prominent
interest in the matter. Although some successful initiatives have been carried out and
are still implemented, there is a lack of systemised knowledge for what does not work
well and why, which will help practitioners, researchers, public and local authorities
in avoiding making the same mistakes in the future. The objective of the paper is to
identify best practices for gamification in Bulgarian cultural heritage. The objective is
addressed by providing a context specific framework for selecting best practices on
gamification in Bulgarian cultural heritage. Based on a set of 12 gamification criteria
and 9 impact criteria and by keeping to a 3-stage procedure, the first two top-rated
initiatives have been selected as best practices and briefly described.

Key words: best practice, gamification, cultural heritage
JEL: C89, 732

DOI: https://doi.org/10.58861/tae.di.2024.3.02

E-Journal “Dialogue”, 3, 2024


https://doi.org/10.58861/tae.di.2024.3.02

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 19

BEST PRACTICES FOR GAMIFICATION IN CULTURAL HERITAGE:
BULGARIAN EXPERIENCE

Assoc. Prof. Marusya Smokova, PhD, m.smokova@uni-svishtov.bg
Department of Marketing
D. A. Tsenov Academy of Economics — Svishtov

Prof. Margarita Bogdanova, PhD, m.bogdanova @uni-svishtov.bg
Department of Strategic Planning
D. A. Tsenov Academy of Economics — Svishtov

Assoc. Prof. Evelina Parashkevova, PhD, e.parashkevova@uni-svishtov.bg
Department of Strategic Planning
D. A. Tsenov Academy of Economics — Svishtov

Asst. Prof. Elitsa Lazarova, PhD, e.lazarova@uni-svishtov.bg
Department of Strategic Planning
D. A. Tsenov Academy of Economics — Svishtov

Asst. Prof. Mariela Stoyanova, PhD, m.stoyanova@uni-svishtov.bg
Department of Strategic Planning
D. A. Tsenov Academy of Economics — Svishtov

Asst. Prof. Lyubomira Todorova, PhD, l.todorova @uni-svishtov.bg
Department of Economics and Management of Tourism
D. A. Tsenov Academy of Economics — Svishtov

Introduction

Recently gamification has become a hot topic in a variety of fields and even
within a given field it has been converted into a go-to toolset for various purposes
(Marques, Pedro, & Araujo, 2023). By creating playful experiences and positively
impacting users’ attitudes, intensions, and behaviour while encouraging users’
engagement, immersion, and active participation, gamification has penetrated all areas
and revealed its potential on solving business, social, cultural, educational, and even
health problems. In their analytical report, Mordor Intelligence Research & Advisory
agency has estimated the gamification market size at USD 15,43 billion in 2024. The
study has predicted the gamification market to reach USD 48,72 billion by the end of
2029, expanding at a CAGR of 25,85% between 2024 and 2029 (Mordor Intelligence
Research & Advisory, December 2023). The widely spread of gamification and its
positive impact, makes it attractive to various stakeholders as a source of knowledge
and practices they can learn from.

Practitioners and scholars from all fields are familiar with the idea of best
practices (Wu, Liu, & Bretschneider, 2023). However, the challenge is not whether to
apply or not to apply the best practice approach. The bigger challenge is to develop a
framework and set of criteria for selecting best practices.

Cultural heritage is a fertile area for the application of gamification and the
practices in the field encompass various aspects of the heritage work, from heritage
education to heritage dissemination. There are both interest and evidence for the
power of gamification as a tool for heritage and destination marketing, safeguarding
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and preservation of tangible and intangible heritage assets, tourism product design,
etc. (DaCosta & Kinsell, 2022; Knah, Melro, Amaro, & Oliverira, 2022). In their
paper, Marques et al. have found that most of the research on gamification in cultural
heritage has been conductied in Europe and Bulgaria is among the designated
countries (Marques, Pedro, Dionisio, Almeida, & Silva, 2022). Unfortunately, there is
no study on the best practices for gamification in cultural heritage neither for
Bulgaria, nor for any other European country, which could be used by practitioners,
scholars or public and local authorities as examples to learn from.

The objective of the paper is to identify and describe best practices for
gamification in Bulgarian cultural heritage. The paper addresses this objective by
providing a context specific framework for selecting best practices on gamification in
Bulgarian cultural heritage. The paper is organised as follows. It starts with a
literature review on gamification and its application in various fields. It reveals the
adoption of the gamification in the cultural heritage. Next section is dedicated on the
methodology, and it covers a 3-stage framework for identification of best practices.
The paper continues with the implementation of the proposed framework in Bulgarian
cultural heritage and discussion of the top two gamified initiatives identified as best
practice for Bulgaria.

1. Adoption of gamification

Game patterns support human development and have a thousand-year history
(Huizinga, 1950; Freudmann & Bakamitsos, 2014). In the beginning, games had a
socio-psychological nature, but over the time, their purpose expanded and found
application in different fields of life (Wiklund & Wakerius, 2016). Deterding et al.
(Deterding, Dixon, Khaled, & Nacke, 2011a; Deterding, Dixon, Khaled, & Nacke,
2011b) are among the first scholars who identified the use of game elements in non-
game contexts. They have introduced the concept of gamification in the scientific
literature and the interest in gamification has grown in recent years. Furthermore,
gamification constantly broadens its scope, going beyond just being widespread. By
departing from the traditional game structure, it improves user engagement,
contentment, and overall experience across many applications (Robson, Plangger,
Kietzmann, McCarthy, & Pitt, 2015). Unlike games which are self-contained and
defined by the player’s interaction with the game itself and framed by its rules, the
gamification or gamified application/tool/process involves outward interaction, and it
has a purpose outside of just “playing” (Christians, 2018).

Gamification, as part of a rapid digital transformation, progressively affects game
thinking, game culture, and digital technologies, resulting in the development of new
forms of learning, engagement, and motivation (Nordby, Vibeto, Mobbs, & Sverdup,
2024). Gamification is not only used in digital environments. A significant number of
research findings also demonstrate the impact of the gamification on the digital
domain, driven by the global digitalisation that affects all aspects of the society and
economy. The main objective of gamification is to engage the target audience in an
entertaining way through the use of an intriguing game, but in areas that extend
beyond entertainment. External incentives in the form of levels, rewards,
leaderboards, etc. motivate an engaged target audience, but the inclusion of non-game
contexts increases internal motivation, which can permanently change user’s
behaviour and enable the achievement of goals that would not be reached without the
game mechanics (Ryan & Deci, 2000). In addition to the above-mentioned benefits,
the widespread application and advancement of gamification raise concerns about its
potential drawbacks. The number of mental disorders, addictions, and health issues
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resulting from technology misuse steadily rise. On the other hand, the manipulative
element of gamification, which can lead users to invest more time and resources in
unnecessary things, can have negative consequences (Carrion & Rosales, 2023).

Although all areas of life use gamification, maybe education is the field where
gamification is most prevalent because it fosters motivation, boosts student self-
participation, and enhances learning outcomes (Cohen, 2011; Kim, 2014; De Santana,
Souza, Florentin, Piava, Bittencourt, & Isotani, 2016; Gokalp, Sezer, & Inesi, 2024).
Even health industry has been impacted by the gamification. Several studies
(Bruggers, Altizer, Kessler, Caldwell, Coppersmith, Warner, Davies, Paterson,
Wilcken, D'Ambrosio, German, Hanson, Gershan, Korenberg, & Bulaj, 2012; Al-
Rayes, Yaqoub, Alfayez, Alsalman, Alanezi, Alyousef, AlNujaidi, Al-Saif, Attar,
Aljabri, Al-Mubarak, Al-Juwair, Alrawiai, Saraireh, Saadah, Al-umran, & Alanzi,
2022) have shown that gamification could positively effect on patients’ health by
promoting the importance of medication adherence, boosting perseverance, and
increasing their motivation to fight diseases. At business level, human resource
management uses gamification to support recruitment, determine appropriate
incentives for staff, increase employee’s motivation, social interaction, and absorption
of work-related knowledge (Senderek, Brenken, & Stich, 2015; Stanculescu, Bozzon,
Sips, & Houben, 2016).

Marketing is among the business fields with the most profound application of
gamification. Gamification is used as a modern marketing, communication and brand
management tool to enhance customer engagement, retain customers, raise brand
equity and brand love (Ebrahimi, Irani, Abbasi, & Abedini, 2024; Bitrian, Buil &
Catalan, 2021; Arya, Sambyal, Sharma, & Dwivedi, 2023), activate positive emotions,
increase purchase intentions, customer acceptance (Rodrigues, Oliveira, & Costa,
2016), customer satisfaction and loyalty (Kaur, Lavuri, Parida, & Singh, 2023; Al-
Zyoud, 2020; Bauer, Linzmajer, Nagengast, Rudolph, & D'Cruz, 2020), reinforce
brand recognition (Arce-Lopera, Avendano, Rodriguez, & Victoria, 2018), optimise
brand attitude (Yand, Asaad & Dwivedi, 2017; Chen, 2017), improve customer’s
shopping experience (Bauer, Linzmajer, Nagengast, Rudolph, & D'Cruz, 2020), effect
on positive word-of-mouth and resistance to negative information (Hsu & Chen,
2018), and boost marketing performance of the company (Yang, Xi, Tang, & Hamari,
2023). In the field of finance, gamification affects investor decision-making, trading
behaviour, and experience with digital trading platforms (Chapkovski, Khapko, &
Zolcan, 2024), as well as it increases the intention to use mobile banking services, and
makes banking activities more exciting and engaging for the customers (Rodrigues,
Oliveira, & Costa, 2016; Baptista & Oliveira, 2017; Akhtar, Sarea, Khan, Khan, &
Singh, 2023). In transport and logistics, gamification promotes green driving (Magana
& Munoz-Organero, 2015; Bahadoor & Hosein, 2016; Steinberger, Schroeter, &
Waltling, 2017), although the risks of its improper application driver distraction and
could increase the danger on the road (Glinther, Kasperski, & Krems, 2020; Stephens,
2022; Avril, Picco, Lescarret, Lemercier, Arguel, & Caroux, 2024).

In tourism, gamification affects the satisfaction and experience of the target
audience through increased interactivity, personalisation, and formation of memories
(Aebli, 2019; Pasca, Renzi, Pietro, & Mugion, 2021; Marcao, Santos, & Sampaio,
2024), as well as it involves tourists in eco-efficient practices (Aguiar-Castilo,
Clavijo-Rodriguez, Saa-Perez, & Perez-Jimenez, 2019). Gamification is an innovative
approach that helps to create tourism services and experiences that are appropriate to
time and demand. The principle of applying game elements to motivate tourists and
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their interaction with the tourist destination becomes an increasingly popular way to
attract tourists’ attention and build emotional attachment.

Linking gamification with cultural tourism primarily aims to capture tourists'
interest and inspire them to visit destinations reflecting cultural legacies. The main
objective is to utilise the potential of the mechanics applied in games, by providing
visitors an opportunity to accumulate points, badges, or achievements for their efforts
and achieved results, which rank them ahead in the game, while, in parallel, they can
gain knowledge, learn stories, facts, and events related to the included cultural objects
and/or sites. Along with getting to know cultural and historical heritage, the main goal
of gamification in tourism is to create experiences for tourists that are more impactful,
interactive, and memorable. Applying the gamification concept contributes to adding
value to cultural tourism products. This creates a stronger connection with visitors,
turning the cultural heritage into an educational and attractive centre.

There are several ways to use game mechanisms to promote and preserve cultural
and historical heritage, some of which are associated with elements like:

e Marking — the participant (i.e., the visitor) receives badges or stamps for

completing challenges or visiting specific places,

e Competitive aspect — placing participants in a competitive position to gain
points as a reward for accomplishing a challenge or assignment,

e Ranking — determined by a variety of criteria, including the number of
monuments or sites visited, the distance travelled, and other factors that are
necessary to achieve specific levels,

e Narratives — stories or missions that involve overcoming obstacles or solving
riddles as a component of gaining a understanding of the cultural heritage
sites,

e Customisation — the visitor’s routes are selected in a way that corresponds
more to their interests,

e Awards — providing rewards to participants.

By increasing visitors' awareness and dedication, these gamification elements
successfully enhance the promotion and conservation of cultural and historical assets.
The historical and cultural heritage of the location where tourism is occurring serves
as the basis for the majority of gamification applications in cultural tourism. Cultural
tourism is increasingly using gamification as a marketing technique and strategy to
boost engagement. This has contributed to the development of numerous game
applications which enrich the visitor experience. Some of the game applications
present virtual tours, interactive quizzes, and chasing badges as rewards for
achievements, with the main goal being to create visitor engagement and encourage
them to explore and gain new knowledge on the cultural sites and attractions
involved.

Some of the most widely used gamification applications in cultural tourism are:

e Historical or cultural scavenger hunts. The goal of these applications is to
encourage visitors to explore a destination and its sights by completing tasks
or uncovering clues related to its history or culture.

e Virtual heritage tours. The essence of these applications lies in exploring
historical and cultural sites via virtual tours, allowing users to get to know
them remotely without the need to be physically present there, using 3D
reconstructions of ancient ruins, historical buildings, and other significant
cultural landmarks.
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e Interactive quizzes and trivia gamified applications. They test visitors'
knowledge of the destination's history, art, architecture, and traditions, which
form the foundation of these gamified applications. In this way, the goal is to
improve tourists' knowledge on the cultural significance of the places they
visit.

e Augmented reality experiences. These types of applications use augmented
reality to overlay information on top of the physical environment, creating
interactive experiences that combine the real world with digital content.

At its core, the integration of gamification into cultural tourism transforms the

way visitors engage with and appreciate cultural heritage.

Often, the promotion of tangible and intangible cultural heritage faces many
communication challenges (Cunha, Mendonca, Morais, & Carvalho, 2018;
Varinlioglu & Halici, 2019), which could be overcome by gamification, placing users
at the core of the experience while simultaneously encouraging them to establish a
strong bond with the cultural heritage (Thomas, Bader, Thomaschewski, &
Rauschenberger, 2021; Casillo, Colace, Marongui, Santaniello, & Valentino, 2024)
and develop a sense of belonginess.

The use of gamification is widely spread in cultural heritage. Even within the
cultural heritage field, its application objectives vary from safeguarding of digital
intangible heritage resources (Alivizatou, 2019) to usage as a tourism marketing tool
for deeper engagement with visitors and experience development (Xu, Weber,
Buhalis, 2013; Xu, Tian, Buhalis, Weber, & Zhang, 2015) and crowdsourcing cultural
heritage (Constantinidis, 2016; Seitsonen, 2017).

In Bulgaria, the application of gamification in cultural heritage was discussed by
the scholars (Kovatcheva & Palikova, 2017; Stefanov, Bontchev, Boytchev, Georgiev,
& Grigorov, 2017) first in 2017, primarily as a strategy for learning and improving
educational outcomes of learners, as well as increasing their motivation, curiosity,
creativity, skills, competences, and logical thinking (Paneva-Marinova & Pavlov,
2018; Paneva-Marinova, Rousseva, Dimova, & Pavlova, 2018; Luchev, Paneva-
Marinova, Pavlov, Senka, & Pavlova, 2020; Krasteva & Alexova, 2023). Numerous
studies highlight the potential pitfalls of implementing gamification incorrectly in
education (Vitanova, 2019). These include the generation of "rewards for nothing",
the exacerbation of team disparities, and the demotivation of lagging participants.
Additionally, gamification can negatively impact traditional training approaches,
methods, and forms, fostering a competitive environment that worsens the classroom
atmosphere, and overloading learners with too many gamification elements, which
can lead to a decrease in concentration and a loss of focus and attention. Other areas
of gamification that Bulgarian authors have explored are the involvement of users in
the process of preservation and protection of cultural heritage (Kouzov, 2019;
Moumoutzis, et al., 2020; Georgiev & Nikolova, 2021; Dankov & Dankova, 2023)
and its application as a strategy to promote sustainable climate practices and reduce
negative climate effects (Bontchev, Antonova, Terzieva, & Dankov, 2022). Some
authors (Dimova, 2017; Ivanova & Kadurin, 2020) are interested in gamification of
cultural heritage as an approach to attract visitors through an interactive user
experience. Other authors (Mileva, Assenova, Petrov, & Gyrova, 2020) have
conducted a situational analysis of gamified location-based applications as a means of
promoting a tourist destination in Bulgaria. Their research has identified the factors
that contribute to the success and popularity of the gamification in Bulgaria's cultural
heritage field. Among these factors are both the use of the built-in functionalities of
the device (camera, microphone, GPS, the ability to work online and offline, etc.),
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which makes it convenient to explore destinations and create a unique user experience
and lasting memories of the adventure, and the linking of geolocation with
gamification, which turns the game into a "play while you are here" experience,
encourages on-site engagement, and increases visitor’s awareness.

Despite the growing scientific interest and the existence of successful practical
examples, more comprehensive research is required to explore the effective use and
long-term viability of gamification in promoting and preserving Bulgaria's cultural
heritage in the context of rapid technological advancements.

2. Implementation of the best practice approach to gamification in cultural

heritage

For many years, cultural heritage has faced serious challenges due to human and
natural factors, globalisation, and transformation of the society (Garcia-Fernandez &
Medeiros, 2019; Skovfoged, Viktor, Sokolov, Hansen, Nielsen, & Rodil, 2018). That
is why, it is more than urgent to consider and apply technologies and approaches, with
proven potential to enrich cultural heritage environments, such as gamification, to
preserve cultural heritage (Rubegni, Di Blas, Paolini, & Sabiescu, 2010), engage more
people with safeguarding of cultural artefacts and sites, promote its better
understanding and appreciation among current and future generations, and foster
sense of belonging (Marques, Pedro, Dionisio, Almeida, & Silva, 2022; Garcia-
Fernandez & Medeiros, 2019; Petridis, Dunwell, Liarokapis, Constantinou, Arnab, de
Freitas, & Hendrix, 2013).

The importance of safeguarding cultural heritage and existence of successful
examples of the application of the gamification in cultural heritage (Baptista &
Oliveira, 2019; Garcia-Fernandez & Medeiros, 2019; DaCosta & Kinsell, 2023),
allow to identify ‘best practices’ and apply the lessons learned from experience to
engage communities with cultural heritage preservation and revalorisation. There is
value in learning from others and understanding what works and what not.

Best practices approach is widely used in many fields, from education (Peters &
Heron, 1993) to business (Dani, Harding, Case, Yuong, Cochrane, Gao, & Baxter,
2006), heritage management (Sodangi, Khamdi, Idrus, Hammad, & AhmedUmar,
2013), public management (Wu, Liu, & Bretschneider, 2023), risk management
(Rana, Wickramasinghe, & Bracci, 2019), and even medicine, public health (Ng & de
Colombani, 2015), and family planning (WHO Regional Office for Africa, 2017).
However, various definitions and frameworks exist. The criteria for selecting best
practices and definition of the term vary from field to field. ‘Best practice’ is defined
as a technique or method that, through experience and research, has proven reliably to
lead to the desired result (WHO Regional Office for Africa, 2008); standard or set of
guidelines that is known to produce good outcomes if followed (WHO Regional
Office for Africa, 2017); practices that specific groups believe are more effective at
delivering particular outcomes than other practices, and are subsequently used as
benchmarks to strive for (Andrews, 2012). Best practice is conceptualised as a
knowledge about what works well in specific situations and contexts, achieves the
desired results, and can be used to develop and implement solutions adapted to similar
problems in other situations and contexts (Smokova, Markques, Simdes, Mateus,
Miloiu, Musteata, & Parashkevova, 2024).

Regardless the field of their application, best practices hold some specific
features that should be considered in their conceptualisation:
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e The term ‘best’ should not be used in superlative sense. Best practices are not
considered to be the perfect practices. They are ‘best’ regarding specific
criteria and among specific projects.

e Best practices could be used as a benchmark as they are usually evidence-
based. Their integral parts are documentation and application of the lessons
learnt on what works well and what facilitates it, as well as what does not
work well and what the reasons for non-working are. The general idea is to
improve other projects by avoiding making the same mistakes.

e Selection and documenting of best practices should not be conducted in vain.
Best practices and lessons learnt need to be shared and adopted to benefit more
people and/or organisations.

Although there is plenty of definitions, to apply the best practices approach for
selecting projects on gamification in cultural heritage, it is necessary to develop a
specific selection framework and unambiguously to conceptualise the term ‘best
practices’ in the context of gamification in cultural heritage. In this paper, the working
definition proposed by Smokova et al. (Smokova, Markques, Simdes, Mateus, Miloiu,
Musteatd, & Parashkevova, 2024) has been adopted. The definition states that the
‘best practice’ could be conceptualised as a learning tool, knowledge on what
gamification tools applied to cultural heritage work well, achieve the desired outputs
and outcomes, generate multiplier effects, and engage the target audience.

Identification of best practices for gamification in cultural heritage requires a
selection framework as well. In this paper, a 3-stage procedure for identification of
practices and differentiation of those which are considered to be ‘the best’ has been
proposed. First stage is called ‘Research stage’ and it concerns conducting desk
research and working primarily with secondary data. It also covers collecting primary
data by experiencing, i.e., research by installing a gamified application and/or visiting
the heritage sites. In this research, the Research stage was conducted in March 2024.
To identify best practices for Bulgaria, the research work has not been restricted to
academic content and English language. A wide type of sources has been used,
varying from scientific articles and conference papers, publications on corporate,
tourism, or community websites, articles and interviews in newspapers,
communication materials, personal experience, and observation. A combination of
keywords represented by the statement (“gamification” OR “gamified application”
OR “gamified process” OR “gamified tool”) AND (“heritage” OR “cultural
heritage”), both in Bulgarian and English languages, has been used in searching for
Bulgarian practices. To differentiate Bulgarian cultural heritage, the term AND
“Bulgaria” has been added to the general statement in English language. The search
has resulted in a large list of sources. The sources have been scrutinised for relevance,
overlapping, completeness of information. As a result of the research work, a list of
16 active (ongoing) projects on the application of gamification in Bulgarian cultural
heritage has been composed.

Second stage is called ‘Assessment stage’ and it encompasses various activities
related with the design/adoption of criteria for selecting best practices, involvement of
raters, allocation of projects among the raters, critical assessment of the projects and
characterisation, measurement of inter-rater agreement, calculation of project scores
and ranking of the projects. In this paper, the list of criteria proposed by Smokova et
al. (Smokova, Markques, Simdes, Mateus, Miloiu, Musteata, & Parashkevova, 2024)
has been adopted. The authors have proposed and explained in detail two groups of
criteria for selecting best practices for gamification in cultural heritage. First group
includes the so called ‘impact criteria’ and they encompass 9 criteria organised in 4
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sub-groups — performance (effectiveness, sustainability), accessibility and inclusion
(accessibility, inclusion), innovation and creativity (originality, creativity), and social
and cultural impact (social development, enhancement of social culture, multiplier
effects). Second group, referred to as ‘gamification criteria’, is inspired by the
gamification heuristics designed by Tondello et al. (Tondello, Kappen, Ganaba, &
Nacke, 2019) and encompasses 12 criteria — intrinsic motivation heuristics (purpose
and meaning, challenge and competence, completeness and mastery, autonomy and
creativity, relatedness, immersion), extrinsic motivation heuristics (ownership and
rewards, scarcity, loss avoidance), and context-depended heuristics (feedback,
unpredictability, change and disruption).

At this stage, the identified projects, which represent Bulgarian experience on
gamification in cultural heritage, have been allocated between 14 raters so that each
project to be assessed by two raters. Two-rater assessment is required to avoid
subjectivity and provide more unbiased assessments. Raters’ assessments were carried
out in April and May 2024. Before the assessment, all raters have passed a practical
training on how to apply and interpret the criteria, what rating scheme to use, how to
document all assessed projects, and how to characterise them. The task of the raters
was to assess the assigned project regarding the adopted best practice criteria by using
a unified 6-point rating scale for all criteria, where 5 was awarded if the level of a
given criterion was very high, 4 —if it was high, 3 — if it was neither high, nor low, 2 —
if it was low, 1 — very low, and O — in case of no existence, no value, no applicability
of the criterion. Their task was also to characterise the projects regarding the cultural
heritage involved, categorise it as tangible, intangible, or natural, classify it as local,
national or international, describe the gamification process and gamification tools
used, and define if the project is community-based and concerns a low-density
territory.

After the assessment of all projects, a inter-rater reliability has been measured for
each pair of assessments. Intraclass correlation coefficient (ICC) has been calculated
for all assessed projects. ICC is widely used measure of reliability of ratings and
amount of consistency between the ratings of the different raters. It is based on
Repeated-measures ANOVA (Two-Factor ANOVA without replications procedure in
MS Excel). ICC is above the threshold value of 0,60 for 13 of 16 projects, which
indicates existence of substantial or better level of agreement. The three projects with
a poor reliability of ratings (below 0,51) have been assigned for assessment by a third
rater. After the third raters’ assessments, all projects have demonstrated an acceptable
inter-rater reliability and their ratings have been further aggregated.

Last stage is called ‘Ranking stage’ and it covers activities related with
calculating the final score for each project, sorting the projects in descending order
according to their final scores, and identifying the best practices. The final score of a
project has been calculated in 3 steps. It was conducted in May 2024. On the first step,
the relative rate per group of criteria has been calculated by dividing the rates given
by the rater to each of the criterion composing a specific group of criteria (3
gamification and 4 impact groups of criteria) to the sum of the maximum rates for the
group (e.g., if a group is composed of 6 criteria and the maximum rate for each
criterion is 5, the sum of the maximum rates for the group is 6x5 or 30). On the
second step, the average of the relative rates of the groups of criteria has been derived
by dividing the sum of the relative rates for all groups of criteria to 7. This average
rate is considered to be the rater’s project score. At the last step, the final project score
has been calculated by averaging raters’ project scores for all raters involved in the
assessment of a given project.
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The final project scores for the 16 assessed projects vary between 27,86 for the to
75,71 (Figure 1). Most of the projects (14 of 16) encompass tangible aspects of the
cultural heritage, and 2 of them cover elements of intangible and natural heritage. The
local heritage is addressed in 5 of 16 projects. The other 11 projects are focused on
national (3 of 11) and international cultural heritage (8 of 11). Most of the assessed
projects (13 of 16) are community-based. A community has not been involved neither
in the project design nor in the project development and aftermath for 3 of the
projects. Only 4 of the projects being assessed are focused on low-density territories
in Bulgaria.
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Figure 1. Final scores for all assessed projects
Source: Authors research

Initiatives utilise various digital and analogues technologies and tools varying
from mobile apps to QR codes, geolocations, storytelling, 360° VR, 3D visualisations
and even paper maps, which allow to immerse and engage the visitors by unlocking
content, solving puzzles and riddles, answering questions, and collecting points,
badges, receiving medals and moving ahead on a leaderboard.

3. Best practices for gamification in Bulgarian cultural heritage

The application of gamification in Bulgarian cultural heritage has a long history.
It began in 1966 with the launch of the national movement "Know Bulgaria — 100
National Tourist Sites", initiated by the Bulgarian Tourist Union. It is still active
today, but, in recent years, it is in the process of updating and digitalisation. Over the
years, other applications of gamification in cultural heritage have been launched.
Some of them are still active, others have been withdrawn due to different reasons. In
this paper, 16 active projects on gamification in Bulgarian cultural heritage have been
studied, assessed on the established 21 impact and gamification criteria for best
practices selection and ranked in accordance with their final score granted. The top-
ranked projects are “Belogradchik highlights: A high wizard's legacy” with a final
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score of 75,71. The project ranked on second place is “Roman Plovdiv — urban game”
with a final score of 70,24 (Figure 1).

3.1. Best practice 1: “Belogradchik highlights: A high wizard's legacy”

Description of the best practice

Belogradchik Highlights: A High Wizard's Legacy (Belogradchik Highlights: A
High Wizard's Legacy, 2023) is a real-life city exploration gamified application in
which participants have the opportunity to get to know 10 historical places in
Belogradchik, incl. the Fortress of Belogradchik, the Church of 'St. George The
Victorious', the Astronomical Observatory of Belogradchik, etc. The objective of the
project is to increase awareness of the places located in Belogradchik, some of which
are placed in the UNESCO’s world heritage site list. By offering a gamified
environment, the application tries to push the participants to visit Belogradchik's most
iconic locations, meet Bulgarian war heroes from throughout the ages, explore
Bulgaria’s naive and intuitive art scene, admire the unique local Balkan architecture,
visit an ancient mosque since 1751 and hear its tale of tragic romance. This local
initiative is focused primarily on the tangible cultural heritage with international
significance, located in a low-density territory.

Logical challenges for visitors are of the "problem solving" type to move forward
in the game and reach the end of the route and the tale. Every participant must
physically present at these places. The individuals with the highest scores receive
medals, specifically gold, silver, and bronze, on a leaderboard. To play the game, it is
necessary to use a smartphone or tablet on which the Questo app is installed.

A quest usually takes between 60 and 120 minutes to complete, depending on the
participant’s speed. The routes pass by the most important sites while offering a
glimpse of places and stories that may be overlooked by regular tourism.

The target group is foreign tourists. The gamified applications are available in
English, and the plans are to add more languages in the future.

Questo App (Questo: Play & Explore Fun Tours by Local Storytellers, 2017;
Vasiliu, 2017), on which the practice is based, was developed by a Romanian startup
in 2017 on the principle of the so-called a quest or quiz about interesting and authentic
tourist sites. App users become “discoverers” following riddles, hints, clues, and
questions. The app has been a huge success, receiving an award from the World Trade
Organization for innovative start-ups and a winner of people's choice award at
Phocuswright Europe 2019 (Florian, 2019).

The platform is developed for mobile devices. According to Startups&TheCity,
the Questo app can be purchased for 10S and Android, via TripAdvisor,
GetYourGuide and Booking.com at prices ranging from 8 to 30 euros. Questo is also
a previous winner of the Booking.com Booster Lab 2018 in Tel Aviv. For
Belogradchik Highlights, the advertised price is in the lowest price range.

The creators of Questo work with local tour guides, local historians, tour
operators, with 70% of the revenue going to those who develop the content of the
tours in the local destination, and the remaining 30% is retained by the platform for
the provision and marketing service. The 70:30 practice applies to all mobile and web
application providers to platforms such as Google Play, App Store, Microsoft Store,
Amazon Store, and others. The common feature of all applications analysed as
gamification practices is that they use as a supporting foundation tourist attractions
and resources of the destination, highlighting the place and the role of cultural and
historical heritage (Mileva, Assenova, Petrov, & Gyurova, 2020).
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Assessment results of the best practice

The assessment of Belogradchik Highlights has gone through assessment of 12
gamification and 9 impact criteria. The ratings awarded to the gamification criteria are
presented on Figure 2. The gamification criteria (u=3,22) have been assessed by three
dimensions. The dimension ‘intrinsic motivation heuristics’ (u=3,43; 0=1,59) has
highest contribution, followed by ‘context-dependent heuristics’ (u=3,27; 6=2,31)
and ‘extrinsic motivation heuristics’ (W=2,73; 6=1,90).

The highest ratings for the group of ‘intrinsic motivation heuristics’ have been
awarded to the ‘purpose and meaning’ criterion (u=4,80), followed by ‘completeness
and mastery’ (u=4,60), ‘relatedness’ (1=4,60), and ‘Tmmersion’ (u=3,60). This means
that the gamified application allows the users to achieve a meaningful goal that is
important to them, while, by offering a series of tasks, they can increase their
competence, and receive a virtual reward — a leaderboard of participants who have
ever played the game. In addition, users have the possibility of social integration with
other potential participants through joint games or via comments in the review section
of the game. The fantasy story that participants must unravel within the game relates
real-world locations with fictional first-person stories, allowing users to be transported
into an imaginary world. Lowest ratings for the group ‘intrinsic motivation heuristics’
have been awarded to the criteria: ‘challenge and competence’ (u=1,00) and
‘autonomy and creativity’ (u=2,00), which means that the offered challenges neither
help users to increase their competence, nor provide possibilities for self-expression.
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Figure 2. Average ratings of gamification criteria for best practice 1
Source: Authors research

In general, the group of ‘extrinsic motivation heuristics’ criteria has been rated

lowest. Highest rating within the group has been awarded to the criterion ‘loss
avoidance’ (u=4,60), followed by ‘ownership and rewards’ (n=2,80). This project
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lacks ‘scarcity’ (u=0,00). As the gamified application uses an all-time leaderboard, it
pushes participants to rush through the game so they can rank higher and fight for
gold, silver, or/and bronze virtual medals. The participation does not provide special
rewards or achievements outside of the specified leaderboard.

The top-rated criteria within the group of ‘context-dependent heuristics’ criteria
are ‘feedback’ (1=4,60), as participants are able to track their progress and reveal the
next tasks and challenges in real time, and ‘unpredictability’ (u=4,60), as the next task
is unknown which make it difficult to make assumptions. As the initiative does not
allow participants to change the rules of the game neither for improvement, nor for
abuse, the criterion ‘change and disruption’ has been ranked the lowest (u=0,60).

It could be summarised that the advantages of the best practice “Belogradchik
Highlights” are related to its gamification mechanisms for involving users in an
imaginary story with real places that carry the spirit of challenge, urgency and the
unknown, the possibility of virtual reward and social integration during and after the
game. However, outside of its scope remain the creativity and self-expression of
users, as well as the possibility of special and prestigious rewards, there is no free
choice between several options, as well as opportunities for improvements to the
game by users.

The ratings awarded to the impact criteria are presented on Figure 3. Impact
criteria (u=4,20) are covered by four dimensions. The dimensions ‘performance’
(u=4,60; 6=0,00) and ‘accessibility and inclusion’ (n=4,60; 6=0,57) are top-ranked
being rated with the highest ratings, followed by ‘innovation and creativity” (u=4,20;
0=0,28) and finally, ‘social and cultural impact’ (u=3,67; 6=0,64) with a rating
below the group average. The best practice “Belogradchik Highlights” raises
community awareness of the cultural heritage located in low-density area of
Belogradchik. Although the gamified application has been launched in 2023, it is a
part of a platform with a proven long-term viability.

Effectiveness
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Social Development anlu_'.iun
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Figure 3. Average ratings of impact criteria for best practice 1
Source: Authors research
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‘Accessibility’ (u=4,20) and ‘Inclusion’ (u=5,00) are related to providing equal
access to all users who have a mobile device. Regardless of the brand, they can install
the application and play. The gamified application is inclusive and offers social
integration by cooperating with up to three participants at preferential prices
regardless of gender, age, race, nationality, etc.

The dimension ‘innovation and creativity’ has been rated high through the criteria
‘originality’ (n1=4,40) and ‘creativity’ (u=4,00). In the gamified application, they are
manifested through the unique plot, which offers a unique experience in real sites and
imaginary events and characters in the spirit of ancient eras.

The last dimension ‘social and cultural impact’ has been represented by the
criteria ‘social development’ (u=4,40), ‘enhancement of local culture’ (n=3,20) and
‘multiplier effects’ (1=3,40). An important role in the gamified application is the
establishment of a community of people who play or have played the quest, while
simultaneously offering immersion in local culture, religious practices and
experiences that generate spin-off and spin-over effects.

It could be summarised that the best practice “Belogradchik Highlights” is both
effective and sustainable. It is extremely easily accessible, socially integrative,
innovative, and creative, while, at the same time, it promotes the cultural heritage of
Bulgaria, meets or even exceeds the intended objectives and generates multiple
multiplier effects.

Lessons learnt from the best practice

One of the main advantages of the best practice “Belogradchik Highlights” is that
it can be played 24/7 by one person, in pairs or in larger groups and even in
competition with each other, due to its autonomy from local participation (e.g. on tour
guides). The application has the potential to involve users even more actively in its
mechanics by allowing a free choice between several variants of routes and stories, an
opportunity for creativity and self-expression — options to create a personalised avatar
or own distinctive badges and special prestigious awards (e.g., for master level when
playing the route more than 3 times, for "biggest party" if played by many users at the
same time, etc.). It is possible to create improved or changed editions of the gamified
application, as a result of user recommendations, etc.

One of the biggest challenges that the practices for gamification in Bulgarian
cultural heritage face is to ensure the sustainability of the solutions. That is why they
often have a short life cycle. Integrating the game concept within an already
established and working application/platform ensures its sustainability, which allows
minimising the investment for development and maintenance of a separate
application.

At the same time, it is striking that the gamified application is not promoted at the
municipality or district level and is completely absent from the tourist entertainment
map at the local tourist information centre (Tourist information center Belogradchik
fortress, 2023), relying on distribution primarily within the Questo App advertising
campaign. In Bulgaria, however, access to the gamified application can be found
through the website of a neighbouring regional city — Vratsa (located in the same
region) (Questo — Gemified Routes, 2023), which promotes games to explore the
cultural heritage in North-West Bulgaria through the Questo application.

Another drawback of the best practice ‘Belogradchik Highlights’ is that, since its
launch, it has been primarily oriented towards international visitors. The gamified
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application is offered only in English and there is no Bulgarian translation yet, which
hinder its broad adoption, especially within locals. As the Plan for integrated
development of Belogradchik municipality (Integrated development plan of
Belogradcik municipality for the period 2021-2027, 2023) highlights that no
interventions in the gamified tool are foreseen to promote the destination and there is
no partnership with providers of such type of service to attract visitors who wish to
explore the sights of the place by gamification. This indicates that gamification in
Bulgaria has not yet been recognised by the local public authorities as a place
promotion strategy and its potential opportunities for attracting visitors and expansion
have not yet been exploited.

Concluding remarks on the best practice

Despite the identified drawbacks of the initiative, it is classified as the best
because, in addition to good results, it also has a great potential for development and
an undeniable impact. The use of an already established and working application
increases its sustainability, but it is necessary to extend the popularisation of the
project on local level to harness its potential impact on increasing the attractiveness of
the place and generating multiplier effects for the community. The inclusion of other
games within this application will promote Bulgaria's rich cultural and historical
heritage and increase its appeal to both foreign visitors and local communities.

3.2. Best practice 2: “Roman Plovdiv — urban game”

Description of the best practice

The initiative “Roman Plovdiv — urban game” has been launched with the aim of
popularising the ancient sights of the modern city of Plovdiv, which is the second
largest city in Bulgaria and it has a rich history. Over the years it has had different
names, such as Eumolpia, Filipopol, Pulpudeva, Trimontsium, Puldin, Philibe and
others. These names carry layers of different cultures related to the historical
processes of this place over the centuries. This makes Plovdiv suitable for creating
gamified models. The city gamified application has been developed that provides an
opportunity for city visitors to get to know historical sites with different purposes
(e.g., worship, art, knowledge, authentic parts of stadiums, theatres, forums, and
others), which have been mostly preserved since ancient times. Although Plovdiv is a
relatively popular destination, the creators of the game recognised the need to
introduce a more user-engaging way to offer an experience combining cognitive,
tourist and team aspects.

“Roman Plovdiv — urban game” is intended to solve a problem that is significant
for the historical tourism of famous sites, namely the gathering of a large number of
visitors in certain time periods, most often determined by the periods of traditional
organised visits. The gamified application provides the visitors with flexibility and
possibility to individually choose the most suitable time for participation. It is
available for playing 24/7. Although its geographical connectivity is entirely local, its
impact could also be sought at a national level, as the experience could be often
continued by visiting other ancient tourist destinations. An essential aspect is the
focus on community involvement. The gamified application allows building a
network of interactions between the participants, on the one hand, letting them to play
in a team, and between the virtual and real environments, on the other hand, due to the
requirement that participants walk around physical sites.

“Roman Plovdiv — urban game” involves interactive adventures within real city
routes. It creates a unique experience by integrating exploration activities, solving
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puzzles, overcoming challenges and teamwork. One of its advantages is, unlike a
traditional treasure hunt, “Roman Plovdiv — urban game” includes a specific theme
(i.e., mission). The Ancient Plovdiv game itself is one of the five missions developed
by 2024, which, creates emotions and experiences through an engaging and exciting
customer experience for the participant. This is a basis for permanent memorisation of
facts and circumstances.

In terms of content, the best practice includes a tourist tour of 16 ancient sites in
Plovdiv within a range of 2.5 km. The real tour is accompanied by a web-based game
allowing participation in a team of 1 to 5 participants. During the tour, “Roman
Plovdiv — urban game” acts as a virtual guide, while, at the same time, offers an
interactive engagement by posing puzzles that unlock the next stage of the game. The
mission is synchronised between participants via their devices, so if one participant
solves a puzzle, all participants in the team will unlock the next one. This has a
positive impact on team development, cohesion, and contribution to the common
cause, making the gamified application suitable for inclusion in team building
programmes.

A gamification approach is also applied in the point system used which ranks the
best performing users. The working languages are Bulgarian and English, which
allows both locals and foreign tourists to get involved. The range of target groups is
wide and can include researchers, family, friends, work teams, etc., without age
restrictions. Access to the game is paid, and its purchase is through various online
platforms. The game subscription code purchased has a long validity period of 3
years, giving participants more flexibility in terms of their time commitment. The
mission can be stopped at any time in view of weather conditions, the occurrence of
commitments of the participants, the desire to extend the user experience, etc.
Participants have a high degree of autonomy in the gamified application and technical
support from the development team is available at any time.

Assessment results of the best practice

Information about the gamified application is distributed both through the official
website of the developers and some popular international platforms for travel services
such as Tripadvicor and GuideandGo. The ratings based on user reviews are between
4 and 5 on a 5-point scale, which are in full compliance with the assessment criteria
proposed in this paper.

Figure 4 and Figure 5 show the assessment on both groups of criteria —
gamification and impact. In general, the gamification criteria (u=3,00) have been
assessed lower than the impact criteria (u=3,39). The dimension ‘intrinsic motivation
heuristics’ (u=3,50; 6=0,84) has highest contribution, followed by ‘context-dependent
heuristics’ (n=3,33; 6=0,29) and ‘extrinsic motivation heuristics’ (u=1,67; c=1,44).

The highest ratings for the group of ‘intrinsic motivation heuristics’ have been
awarded to the relatedness’ (u=4,50), followed by ‘purpose and meaning’ (n=4,00),
‘autonomy and creativity’ (u=4,00), and ‘immersion’ (1=3,50).

In general, the group of ‘extrinsic motivation heuristics’ criteria has been rated
lowest. Highest rating within the group has been awarded to the criterion ‘loss
avoidance’ (u=4,60) and ‘ownership and rewards’ (n=2,80), and lowest — to the
criterion ‘scarcity’ (u=0,00).

The top-rated criteria within the group of ‘context-dependent heuristics’ criteria
are both ‘feedback’ (u=3,50) and ‘unpredictability’ (u=3,50).
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It can be summarised that the best practice “Roman Plovdiv — urban game” helps
users to satisfy their intrinsic need of autonomy by offering meaningful choices,
opportunities for self-expression and relatedness through social interaction, usually
with other users.
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Figure 4. Average ratings of gamification criteria for best practice 2
Source: Authors research

The ratings awarded to the impact criteria are presented on Figure 5. Impact
criteria (u=3,39) are covered by the dimensions which concern the performance and
impact of the best practice. Top-ranked dimensions are ‘accessibility and inclusion’
(u=4,25; 0=0,35), followed by ‘innovation and creativity’ (u=4,00; ¢=0,00) and
‘performance’ (n=3,75; ©=1,06), which contribute most the final score. The
dimension ‘social and cultural impact’ (u=2,17; c=0,76) has received the lowest
rating which is below the group average of 3,39. The best practice “Roman Plovdiv —
urban game” works well, achieves desirable results, and meets the prespecified
objectives. It allows all audiences to benefit the initiative and its outcomes, to
experience it and be engaged with the settings and the characters.
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Lessons learnt from the best practice
Gamification, as a tool to engage participants, is a forward-looking approach that

comes in response to the growing demands and expectations of users. The best
practice “Roman Plovdiv — Urban game” fully follows this model by offering a
combination of virtual and real experience. In this way, users have the opportunity to
physically visit ancient historical sites, which is a suitable way to intensify
perceptions compared to a fully digital tour. As strengths of the best practice (some of
them have a long-term positive impact) could be pointed out:

The possibility of team participation, which can have a highly motivating effect
and enhance the hedonism of those involved.

Bilingual option for choosing the game (Bulgarian and English), so the gamified
application allows international participation.

Stimulating psychological mechanisms based on achieving the goal and
distinguishing the best one.

Provision of a scientifically based information. The facts about the visited sites
are presented in an accessible language and in an intriguing way, which makes
the participants immerse themselves in time.

Challenge is tightly integrated into the game, as solving puzzles unlocks the next
stage of the game.

Flexibility — both in terms of time to visit the sites and start the game, and in
terms of interruption and continuation from the same place at a desired time. The
game is available 24/7.

Focus on the customer — provided technical assistance from the development
team in case of difficulties.

Absence of a rigid schedule, i.e., the validity of the subscription is long, which
makes allows people to share experiences and create memories.
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The best practice “Roman Plovdiv — Urban game” has room for improvement.
These are generally:

e Expansion of communication channels to promote the game, including by
networking with tourist operators, tourist information centres, etc. Seeking more
diverse and widely available channels to spread information about the game.

e Integrating the game into a wider tourism product to ensure greater efficiency and
effectiveness.

e Diversification of marketing interventions, including by communication channels
and messages.

e Minimising technological limitations by introducing the possibility to download a
mobile application.

e In-game integration of augmented reality, virtual reality or mixed reality, based
on user feedback.

It is extremely important to note that the best practice “Roman Plovdiv — Urban
game” is commited to socially responsible and significant causes. For example, 20%
of the revenue from the purchase of the game in the period June-July 2024 were
donated to a non-governmental organisation that works with elderly people in
municipal homes. Commitment to a cause significantly contributes to a higher public
interest in the project which shows an adequate policy of the company regarding the
principles of corporate social responsibility.

The problem of the Bulgarian gamified practices in terms of sustainability has
been solved to some extent in “Roman Plovdiv — Urban game”. Diversification with
other products (Roman Secrets of the City — A Weekend in Plovdiv 2024; Awaken
Plovdiv — Night City Game; Plovdiv in Love; On the Hunt for Red February) from the
same company makes it possible to extend the life cycle of the application. Here, in
practice, the method of the Boston Consulting Group is reflected. It is important to
note that the localisation of all gamified heritage is Plovdiv. This is a serious request
for the development of alternative forms of tourism based on gamification. However,
they still remain out of sight of those responsible for public policies in the field of
tourism, as gamification is not mentioned as an opportunity for providing tourist
products and attracting tourists neither in the Strategy for Integrated and Sustainable
Tourism of the Plovdiv Region 2019-2027, nor in the Integrated Development Plan of
the Plovdiv Municipality 2021-2027, and even in the Annual Program for the
Development of Tourism in the Plovdiv Municipality for 2024.

A drawback of the project, which to some extent is also its advantage, is the
requirement of physical presence on the field. The expansion of communication
channels, the application of artificial intelligence and different types of reality can
help to make the application alternative, but to stimulate participation through
physical reality. For example, through simulations, videos, etc. to give a realistic
representation to the virtual participant of what he would experience on location.

Concluding remarks on the best practice

The best practice “Roman Plovdiv — Urban game” is created around a specific
plot related to the historical development of old town Plovdiv and allows for physical
and emotional immersion through engaging attention and sensory participation. The
combination of interactivity with reality is a good combination that provides a high
degree of users’ involvement and a higher probability to complete the game.
Technology integration maintains interest by providing participants with real-time
updates, directions, and other information as the game progresses. Participants are
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drawn into a series of challenges, riddles, and mysteries that they must find the
answer to in order to move forward. Challenges are related to exploring local
landmarks and historical sites, discovering hidden places, active interaction. This
leads to emotional involvement and increased engagement of the participants. At the
same time, physical inclusion brings its own spatial and temporal limitations to
individual participants.

“Roman Plovdiv — Urban game” was selected as one of the two best practice in
Bulgaria. The criteria on which the project shows good results are mainly related to
the creativity, originality, and accessibility of the idea. The offered experience
combines, in a balanced way, virtual and real elements, while, at the same time,
informing the visitors about important and interesting historical facts. Although, the
practice show a relatively complex and effectively working approach for engaging
participants, areas for improvement can be suggested. They are mainly related to the
ways of distribution of the application, its recognition, and the possibilities of
introducing new elements reflecting individual searches of the users. Creativity and
originality, adaptability and the ability to develop solutions are guiding principles
both in the application and many other fields. Apart from enriching an individual's
cultural life in a unique and memorable way, the application also develops skills that
can be applied in other situations. Both the functioning of the practice and the way in
which it is structured makes it possible to adapt it to other spheres of public life (e.g.,
in the field of education and training, culture, sports, and youth activities, etc.).

Conclusion

This paper presents the Bulgarian experience in the application of gamification in
cultural heritage. It is focused on the best practice approach as a source of practice-
based evidence on how well gamification tools have been applied in Bulgaria to meet
the challenges the cultural heritage faces. A 3-stage assessment methodology has been
applied to search for projects on gamification in Bulgarian cultural heritage, assess
them based on a group of relevant criteria and select the ones which perform best.
Following the adopted standard for documentation of best practices, only two of the
identified projects have been briefly described.

This paper is useful for practitioners, scholars, and policy makers as it offers a
framework for assessing projects on gamification in cultural heritage. The framework
covers three stages — research, assessment and ranking of the projects — and its core is
the application of a set of context specific criteria for selecting best practices for
gamification in Bulgarian cultural heritage. By applying the proposed framework on
real-life initiatives in Bulgaria, the paper presents what works, what does not work
and why it does not work for two of the assessed projects identifies as ‘best practice’
for Bulgaria. The knowledge gained could be used by museums, public and local
authorities, communities, and other stakeholders who believe that culture and heritage
are levers for the national, regional, and local development. More people and
organisations could apply the gamification technology to increase visitors and raise
awareness of the cultural heritage in Bulgaria, to promote preservation and
safeguarding of the cultural assets among generations in highly engaging
environments.

The research has some limitations. During the proposed Research stage, only 16
ongoing projects on gamification in Bulgarian cultural heritage have been identified.
There is high risk for the list of gamified initiatives not to be exhaustive as the
database has been created only via an online search and on the available secondary
data for project impact. However, these limitations concern the completeness of the
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database and makes the accuracy of the assessment questionable. Regardless of the
study limitation, the proposed framework should be used as a general toolkit for
identifying and selecting projects which perform best on a given set of criteria.

Acknowledgements

This work is part of the project No. 2023-1-PT01-KA220-HED-000154261 “A
gamification model for community-based heritage work”, funded by the Erasmus+
programme of the FEuropean Union. The authors express their special
acknowledgements to all 14 raters who have been involved in the assessment of the
16 projects on the gamification in Bulgarian cultural heritage.

References
1. Aebli, A. (2019). Tourists' motives for gamified technology use. Annals of
Tourism Research, 78. [CrossRef]
2. Aguiar-Castilo, L., Clavijo-Rodriguez, A., Saa-Perez, P., & Perez-Jimenez, R.
(2019). Gamification as An Approach to Promote Tourist Recycling Behavior.
Sustainability, 11(8). [CrossRef]
3. Akhtar, M., Sarea, A., Khan, I., Khan, K., & Singh, M. (2023). The moderating
role of gamification toward intentions to use mobile payments applications in
Bahrain: an integrated approach. PSU Research Review. [CrossRef]
4. Alivizatou, M. (2019). Digital Intangible Heritage: Inventories, Virtual Learning
and Participation. Heritage & Society, 12(2-3), 116—-135. [CrossRef]
5. Al-Rayes, S., Yaqoub, F. A. A., Alfayez, A., Alsalman, D., Alanezi, F., Alyousef,
S., AlNujaidi, H., Al-Saif, A. K., Attar, R., Aljabri, D., Al-Mubarak, S., Al-Juwair, M.
M., Alrawiai, S., Saraireh, L., Saadah, A., Al-umran, A., & Alanzi, T. M. (2022).
Gaming elements, applications, and challenges of gamification in healthcare.
Informatics in Medicine Unlocked, 31, 100974. [CrossRef]
6. Al-Zyoud, M. F. (2020). The impact of gamification on consumer loyalty,
electronic word-of mouth sharing and purchase behavior. Journal of Public Affairs,
20(3), 1-9. [CrossRef]
7. Andrews, M. (2012). The logical limits of best practice administrative solutions in
developing countries. Public administration and development, 32(2), 137-153.
[CrossRef]
8. Antichen Plovdiv. Gradsks igra Plovdiv. (in Bulgarian). Retrieved on 26.07.2024
from Vatreshen glas https://vutreshenglas.com/antichen-plovdiv/
9. Arce-Lopera, C., Avendano, G., Rodriguez, B., & Victoria, D. (2018) In store shelf
display technology for enhancing customer brand recognition. OzCHI '18:
Proceedings of the 30th Australian Conference on Computer-Human Interaction, 416-
420. [CrossRef]
10. Arya, V., Sambyal, R., Sharma, A. & Dwivedi, Y. (2023). Brands are calling
your AVATAR in Metaverse—A study to explore XR-based gamification marketing
activities & consumer-based brand equity in virtual world. Journal of Consumer
Bahaviour. An International Research Review, 23 (2), 556-585. [CrossRef].
11. Avril, E., Picco, A., Lescarret, C., Lemercier, C., Arguel, A., & Caroux, L.
(2024). Gamification in the Transport and Mobility Sector: A Systematic Review.
Transportation Research Part F Traffic Psychology and Behaviour, 104. [CrossRef]
12. Bahadoor, K., & Hosein, P. (2016). Application for the Detection of
Dangerous Driving and an Associated Gamification Framework. IEEE 4th

E-Journal “Dialogue”, 3, 2024


https://doi.org/10.1016/j.annals.2019.102753
https://doi.org/10.3390/su11082201
https://doi.org/10.1108/PRR-06-2022-0074
https://doi.org/10.1080/2159032X.2021.1883950
https://doi.org/10.1016/j.imu.2022.100974
https://doi.org/10.1002/pa.2263
https://onlinelibrary.wiley.com/doi/10.1002/pad.622
https://vutreshenglas.com/antichen-plovdiv/
https://doi.org/10.1145/3292147.3292186
https://doi.org/10.1002/cb.2214
https://doi.org/10.1016/j.trf.2024.06.004

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 39

International Conference on Future Internet of Things and Cloud Workshops
(FiCloudW), Vienna, Austria. [CrossRef]

13. Baptista, G., & Oliveira, T. (2017). Why so serious? Gamification impact in
the acceptance of mobile banking services. Internet Research, 27(1). [CrossRef]

14. Baptista, G., & Oliveira, T. (2019). Gamification and serious games: A
literature meta-analysis and integrative model. Computers in Human Behavior, 92,
306-315. [CrossRef]

15. Bauer, J. C., Linzmajer, M., Nagengast, L., Rudolph, T. & D'Cruz, E. (2020).
Gamifying the digital shopping experience: Games without monetary participation
incentives increase customer satisfaction and loyalty. Journal of Service Management,
31(3), 563-595. [CrossRef]

16.  Belogradchik Highlights: A High Wizard's Legacy. (2023). Retrieved on
26.07.2024 from QUESTO: https://questoapp.com/city-games/belogradchik-a-high-
wizard-s-legacy

17.  Bitrian, P. Buil, I. & Catalan, S. (2021). Enhancing user engagement: The role
of gamification in mobile apps. Journal of Business Research, 132, 170-185.
[CrossRef]

18. Bontchev, B., Antonova, A., Terzieva, V., & Dankov, Y. (2022). “Let Us Save
Venice”—An Educational Online Maze Game for Climate Resilience. Sustainability
(Switzerland), 14(1). [CrossRef]

19. Carrion, C., & Rosales, M. (2023). Perspective Chapter: Gamification -Pros
and Cons. Ot L. Waller, & S. Kay Waller, Higher Education - Reflections From the
Field (Tom 2). IntechOpen. [CrossRef]

20. Bruggers, C. S., Altizer, R. A., Kessler, R. R., Caldwell, C. B., Coppersmith,
K., Warner, L., Davies, B., Paterson, W., Wilcken, J., D'Ambrosio, T. A., German, M.
L., Hanson, G. R., Gershan, L. A., Korenberg, J. R., & Bulaj, G. (2012). Patient-
empowerment interactive technologies. Sci Transl Med., 4(152), 152ps16. [CrossRef]
[ResearchGate]

21. Casillo, M., Colace, F., Marongui, F., Santaniello, D., & Valentino, C. (2024).
Gamification in Cultural Heritage: When History Becomes SmART. 22nd
International Conference on Image Analysis and Processing (ICIAP). [CrossRef]

22. Chapkovski, P., Khapko, M., & Zolcan, M. (2024). Trading Gamification and
Investor Behavior. MANAGEMENT SCIENCE. [CrossRef]

23. Chen, M.-J. (2017). How Design Factors for Advergames Impact Consumers’
Attitudes and Behaviors: ThePerspective of Engagement Theory. Proceedings of the
23rd Americas Conference on Information Systems, 27-32.

24. Christians, G. (2018). The Origins and Future of Gamification. Senior Theses.
254. Retrieved on 18.08.2024 from https://scholarcommons.sc.edu/senior_theses/254

25. Cohen, A. (2011). The Gamification of Education. FUTURIST, 45(5). [Proquest]
26. Constantinidis, D. (2016). Crowdsourcing Culture: Challenges to Change. In:
Borowiecki, K., Forbes, N., Fresa, A. (eds) Cultural Heritage in a Changing World.
Springer, Cham. [CrossRef] [ResearchGate]

27. Cunha, C., Mendonca, V., Morais, E., & Carvalho, A. (2018). The Role of
Gamification in Material and Immaterial Cultural Heritage. 31st International-
Business-Information-Management-Association Conference. Retrieved on 18.08.2024
from https://ibima.org/accepted-paper/the-role-of-gamification-in-material-and-
immaterial-cultural-heritage/

28. DaCosta, B., & Kinsell, C. (2023). Serious Games in Cultural Heritage: A
Review of Practices and Considerations in the Design of Location-Based
Games. Educ. Sci., 13, 47. [CrossRef]

E-Journal “Dialogue”, 3, 2024


https://doi.org/10.1109/W-FiCloud.2016.63
https://doi.org/10.1108/IntR-10-2015-0295
https://doi.org/10.1016/j.chb.2018.11.030
https://www.emerald.com/insight/publication/issn/1757-5818
https://doi.org/10.1108/JOSM-10-2018-0347
https://doi.org/10.1016/j.jbusres.2021.04.028
https://doi.org/10.3390/su14010007
https://www.doi.info/10.5772/intechopen.109262
../../../Downloads/10.1126/scitranslmed.3004009
https://www.researchgate.net/publication/230885083_Patient-Empowerment_Interactive_Technologies
https://doi.org/10.1007/978-3-031-51026-7_33
https://doi.org/10.1287/mnsc.2022.02650
https://www.proquest.com/magazines/gamification-education/docview/884627174/se-2
https://doi.org/10.1007/978-3-319-29544-2_13
https://www.researchgate.net/publication/301735342_Crowdsourcing_Culture_Challenges_to_Change
https://doi.org/10.3390/educsci13010047

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 40

29. Dani, S., Harding, J. A., Case, K., Young, R. I. M., Cochrane, S., Gao, J., &
Baxter, D. (2006). A methodology for best practice knowledge
management. Proceedings of the Institution of Mechanical Engineers, Part B: Journal
of Engineering Manufacture. 220(10), 1717-1728. [CrossRef]

30. Dankov, Y., & Dankova, A. (2023). Educational Video Games as Tools for
Raising Awareness of the Protection and Preservation of Cultural Heritage. 13th
International Conference on Digital Presentation and Preservation of Cultural and
Scientific Heritage, DiPP 2023, 13. Burgas. [CrossRef]

31. De Santana, S., Souza, H., Florentin, V., Piava, R., Bittencourt, 1., & Isotani, S.
(2016). A Quantitative Analysis of the Most Relevant Gamification Elements in an
Online Learning Environment. 25th International Conference on World Wide Web,
WWW 2016. Montreal. [CrossRef]

32. Deterding, S., Dixon, D., Khaled, R., & Nacke, L. (2011). From game design
elements to gamefulness: defining "gamification". MindTrek '11: Proceedings of the
15th International Academic MindTrek Conference: Envisioning Future Media
Environments. [CrossRef]

33. Deterding, S., Khaled, R., Nacke, L., & Dixon, D. (2011). Gamification: Toward
a definition. Conference: CHI 2011 Gamification Workshop Proceedings.
[ResearchGate]

34. Dimova, M. (2017). Towards models and tools to increase and customize visitors'
experiences in a digital cultural content management system. 7th International
Conference on Digital Presentation and Preservation of Cultural and Scientific
Heritage, DiPP 2017, 7. Burgas. [CrossRef]

35. Ebrahimi, E.; Irani, H.R.; Abbasi, M. & Abedini, A. (2024). The effect of
gamification on brand equity and desirableconsumer behaviors in online retail stores:
The mediating role of brand engagement. Interdisciplinary Journal ofManagement
Studies (IIMS), 17 (2), 379-391. [CrossRef]

36. Freudmann, E., & Bakamitsos, Y. (2014). The role of Gamification in nonprofit
marketing: An information processing account. Procedia — Social and Behavioral
Sciences, 148. [ResearchGate]

37. Garcia-Fernandez, J.; Medeiros, L. (2019). Cultural Heritage and Communication
through Simulation Videogames—A Validation of Minecraft. Heritage, 2, 2262-2274.
[CrossRef]

38. Georgiev, V., & Nikolova, A. (2021). Virtual reality simulations for presenting
cultural-historic content in e-learning for kids. 11th International Conference on
Digital Presentation and Preservation of Cultural and Scientific Heritage, DiPP 2021,
11. Burgas. [CrossRef]

39. Godishna programa za razvitie na turizma v ovshtina Plovdim za 2024 godina.
(2024) (in Bulgarian) Retrieved on 26.07.2024 from Plovdiv Municipality
https://www.plovdiv.bg/wp-content/uploads/2012/06/11042024-%D1%8211.pdf

40. Gokalp, A., Sezer, A., & Inesi, M. (2024). Exploring the relationship between
social studies teachers’ gamification self-efficacy and innovative thinking tendencies
with moderated mediation model. Interactive Learning Environments. [CrossRef]

41. Giinther, M., Kasperski, C., & Krems, J. (2020). Can electric vehicle drivers be
persuaded to eco-drive? A field study of feedback, gamification and financial rewards
in Germany. Energy Research & Social Science, 63. [CrossRef]

42. Huizinga, J. (1950). Homo Ludens: A Study of the Play-Element in Culture.
Beacon Press.

E-Journal “Dialogue”, 3, 2024


doi:10.1243/09544054JEM651
https://doi.org/10.55630/dipp.2023.13.21
https://doi.org/10.1145/2872518.2891074
https://doi.org/10.1145/2181037.2181040
https://www.researchgate.net/publication/273947177_Gamification_Toward_a_definition
https://doi.org/10.55630/dipp.2017.7.22
http://http/doi.org/10.22059/ijms.2023.352786.675544
https://www.researchgate.net/publication/275544180_The_Role_of_Gamification_in_Non-profit_Marketing_An_Information_Processing_Account
https://doi.org/10.3390/heritage2030138
https://doi.org/10.55630/dipp.2021.11.24
https://doi.org/10.1080/10494820.2024.2364254
https://doi.org/10.1016/j.erss.2019.101407

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 41

43. Hsu, C.-L., & Chen, M.-C. (2018). How gamification marketing activities
motivate desirable consumer behaviors: Focusing on the role of brand love.
Computers in Human Behavior, 88, 121-133. [CrossRef]

44. Integrated Development Plan of the Plovdiv Municipality 2021-2027. (2022)
Summary. Retrieved on 26.07.2024 from  Municipality Plovdiv
https://www.plovdiv.bg/wp-
content/uploads/2022/08/Summary_IDP_Plovdiv_EN%20ver.pdf

45. Ivanova, D., & Kadurin, V. (2020). Mobile application for interactive discovery
of Bulgarian cultural and historical places. 46th International Conference on
Applications of Mathematics in Engineering and Economics, AMEE 2020. Sofia.
[CrossRef]

46. Kaur, J., Lavuri, R. Parida, R., & Singh, S. K. (2023) Exploring the Impact of
Gamification Elements in Brand Apps on the Purchase Intention of Consumers,
Journal of Global Information Management, 31 (1), 1-30. [CrossRef]

47. Khan, I., Melro, A., Amaro, A.C., Oliveira, L. (2022). Role of Gamification in
Cultural Heritage Dissemination: A Systematic Review. In: Yang, XS., Sherratt, S.,
Dey, N., Joshi, A. (eds) Proceedings of Sixth International Congress on Information
and Communication Technology. Lecture Notes in Networks and Systems, 235,
Springer, Singapore. [CrossRef] [ResearchGate]

48. Kim, S. (2014). Learning Effect of Acquire Board Game in Engineering
Economics Class. World Applied Sciences Journal, 31(10). [ResearchGate]

49. Kouzov, O. (2019). The role of the educational multimedia games to build lasting
interest among young people in the cultural and historical heritage. 9th International
Conference on Digital Presentation and Preservation of Cultural and Scientific
Heritage, DiPP 2019, 9. Sofia. [CrossRef]

50. Kovatcheva, E., & Palikova, N. (2017). Learning And Gamification In
Digitalised Heritage Environment. 10TH INTERNATIONAL CONFERENCE OF
EDUCATION, RESEARCH AND INNOVATION (ICERI2017). [CrossRef]

51. Krasteva, N., & Alexova, D. (2023). Gamification in the field of education,
culture and tourism — cases from Bulgaria. Czasopismo Naukowe , Turystyka —
zarzadzanie, administracja, prawo”, 1. [ResearchGate]

52. Luchev, D., Paneva-Marinova, D., Pavlov, R., Senka, G., & Pavlova, L. (2020).
Conceptual Models For The Development Of Online Learning Games In Cultural
Heritage Field. PEDAGOGIKA-PEDAGOVY, 95(5).

53. Magana, V., & Munoz-Organero, M. (2015). GAFU: Using a Gamification Tool
to Save Fuel. IEEE Intelligent Transportation Systems Magazine, 7(2). [CrossRef]

54. Marcao, R., Santos, V., & Sampaio, M. (2024). Exploring Gamification in
Luxury Tourism. IntechOpen. [CrossRef]

55. Marques, C.G., Pedro, J.P., Arajo, I. A Systematic Literature Review of
Gamification in/for Cultural Heritage: Leveling up, Going Beyond. Heritage 2023, 6,
5935-5951. [CrossRef]

56. Marques, C.G., Pedro, J.P., Dionisio, M., Almeida, P., & Silva, C.P. (2022) A
systematic literature review of Gamification in Cultural Heritage: Where are we?
Where do we go? Journal of Tourism and Heritage Research, 5(4), 64-83. Retrieved
on 18.08.2024 from https://www jthr.es/index.php/journal/article/view/417

57. Mileva, S., Assenova, M., Petrov, E., & Gyrova, V. (2020). Gamified
Applications For Sofia, Promoting Capitals’ Cultural Heritage. Cultural and Historical
Heritage: Preservation, Presentation, Digitalization (KIN Journal), 6(2). [CrossRef]
58. Mordor Intelligence Research & Advisory. (2023, December). Gamification
Market Size & Share Analysis - Growth Trends & Forecasts (2024 - 2029). Mordor

E-Journal “Dialogue”, 3, 2024


https://doi.org/10.1016/j.chb.2018.06.037
https://doi.org/10.1063/5.0042259
https://doi.org/10.4018/JGIM.317216
https://doi.org/10.1007/978-981-16-2377-6_37
https://www.researchgate.net/publication/354811935_Role_of_Gamification_in_Cultural_Heritage_Dissemination_A_Systematic_Review
https://www.researchgate.net/publication/310465604_Learning_Effect_of_Acquire_Board_Game_in_Engineering_Economics_Class
https://doi.org/10.55630/dipp.2019.9.13
http://www.doi.org/10.21125/iceri.2017.1383
https://www.researchgate.net/publication/374419176_GAMIFICATION_IN_THE_FIELD_OF_EDUCATION_CULTURE_AND_TOURISM_-_CASES_FROM_BULGARIA
http://www.doi.org/10.1109/MITS.2015.2408152
doi:%2010.5772/intechopen.1004891
https://doi.org/%2010.3390/heritage6080312
https://www.doi.org/10.26615/issn.2367-8038.2020_2_005

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 42

Intelligence. Retrieved on 18.08.2024 from
https://www.mordorintelligence.com/industry-reports/gamification-market

59. Moumoutzis, N., Rigas, N., Xanthaki, C., Maragkoudakis, Y., Christodoulakis,
S., Paneva-Marinova, D., & Pavlova, L. (2020). Employing theatrical games to
establish and support onlife learning communities on mathematical principles of
informatics. 10th International Conference on Digital Presentation and Preservation of
Cultural and Scientific Heritage, DiPP 2020. Burgas. [CrossRef]

60. Ng, E. & De Colombani, P. (2015). Framework for Selecting Best Practices in
Public Health: A Systematic Literature Review. Journal of Public Health Research.
4(3). [CrossRef]

61. Nordby, A., Vibeto, H., Mobbs, S., & Sverdup, H. (2024). System Thinking in
Gamification. SN Computer Science, 5(3). [CrossRef]

62. Peters, M. T., & Heron, T. E. (1993). When the best is not good enough: An
examination of best practice. The Journal of Special Education, 26(4), 371-385.
[CrossRef]

63. Petridis, P., Dunwell, 1., Dunwell, L., Liarokapis, F., Constantinou, G., Arnab, S.,
de Freitas, S., & Hendrix, M. (2013). The Herbert Virtual Museum, Journal of
Electrical and Computer Engineering, 487970. [CrossRef]

64. Paneva-Marinova, D., & Pavlov, R. (2018). Mini-symposium on future trends in
serious games for cultural heritage. 8th International Conference Digital Presentation
and Preservation of Cultural and Scientific Heritage, DiPP 2018, 8. Burgas.
[CrossRef]

65. Paneva-Marinova, D., Rousseva, M., Dimova, M., & Pavlova, L. (2018). Tell the
Story of Ancient Thracians Through Serious Game. DIGITAL HERITAGE:
PROGRESS IN CULTURAL HERITAGE: DOCUMENTATION,
PRESERVATION, AND PROTECTION, EUROMED 2018, PT I. [CrossRef]

66. Pasca, M., Renzi, M., Pietro, L., & Mugion, R. (2021). Gamification in tourism
and hospitality research in the era of digital platforms: a systematic literature review.
Journal of Service Theory and Practice, 31(5). [Emerald]

67. Plan za integrirano razvitie na obshtina Belogradchik za oeriod 2021-2027
godina. (2022) (in Bulgarian). Retrieved on 26.07.2024 from Belogradchik
Municipality — official site: https://belogradchik.egov.bg/wps/portal/municipality-
belogradchik/administration/strategic-
documents/plans/Plan.for.integrated.development.2021-2027

68. Questo — Gamified Routes. (2023). Retrieved on 26.07.2024 from OPEN
VRATSA.BG https://openvratsa.bg/en/aktivnosti/questo-gamified-routes/

69. Questo: Play & Explore Fun Tours by Local Storytellers. (2017). Retrieved on
26.07.2024 from QUESTO: https://questoapp.com/

70. Rana, T., Wickramasinghe, D., & Bracci, E. (2019). New development:
Integrating risk management in management control systems—Iessons for public
sector managers. Public Money & Management, 39(2), 148—151. [CrossRef]

71. Robson, K., Plangger, K., Kietzmann, H., McCarthy, 1., & Pitt, L. (2015). Is it all
a game? Understanding the principles of gamification. Business Horizons, 58(4).
[CrossRef]

72. Rodrigues, L., Oliveira, A., & Costa, C. (2016). Playing seriously — How
gamification and social cues influence bank customers to use gamified e-business
applications. Computers in Human Behavior, 63. [CrossRef]

73. Roman Plovdiv, Self-Guided Tour and Urban Quest Game. Retrieved on
26.07.2024 from GuideandGo https://guideandgo.com/en/plovdiv/roman-plovdiv-
selfguided-tour-and-urban-quest-game-383571P1

E-Journal “Dialogue”, 3, 2024


https://www.mordorintelligence.com/industry-reports/gamification-market
https://doi.org/10.55630/dipp.2020.10.1
doi:10.4081/jphr.2015.577
https://doi.org/10.1007/s42979-023-02579-2
https://doi.org/10.1177/002246699302600403
https://doi.org/10.1155/2013/487970
https://doi.org/10.55630/dipp.2018.8.25
https://doi.org/10.1007/978-3-030-01762-0_44
../../../Downloads/1.%09https:/www.emerald.com/insight/2055-6225.htm
https://belogradchik.egov.bg/wps/portal/municipality-belogradchik/administration/strategic-documents/plans/Plan.for.integrated.development.2021-2027
https://belogradchik.egov.bg/wps/portal/municipality-belogradchik/administration/strategic-documents/plans/Plan.for.integrated.development.2021-2027
https://belogradchik.egov.bg/wps/portal/municipality-belogradchik/administration/strategic-documents/plans/Plan.for.integrated.development.2021-2027
https://openvratsa.bg/en/aktivnosti/questo-gamified-routes/
https://questoapp.com/
https://doi.org/10.1080/09540962.2019.1580921
https://doi.org/10.1016/j.bushor.2015.03.006
https://doi.org/10.1016/j.chb.2016.05.063
https://guideandgo.com/en/plovdiv/roman-plovdiv-selfguided-tour-and-urban-quest-game-383571P1
https://guideandgo.com/en/plovdiv/roman-plovdiv-selfguided-tour-and-urban-quest-game-383571P1

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 43

74. Roman Plovdiv, Self-Guided Tour and Urban Quest Game. Retrieved on 26.7.24
from Tripadvisor https://www.tripadvisor.co.uk/AttractionProductReview-g295391-
d25297078-Roman_Plovdiv_Self_Guided_Tour_and_Urban_Quest_Game-
Plovdiv_Plovdiv_Province.html

75. Rubegni, E., Di Blas, N., Paolini, P., & Sabiescu, A. (2010). A format to design
narrative multimedia applications for cultural heritage communication. In Proceedings
of the 2010 ACM Symposium on Applied Computing (SAC '10). Association for
Computing Machinery, New York, NY, USA, 1238-1239. [CrossRef]

76. Ryan, R., & Deci, E. (2000). Intrinsic and Extrinsic Motivations: Classic
Definitions and New Directions. Contemporary Educational Psyhology, 25(1).
[CrossRef]

77. Seitsonen, O. (2017). Crowdsourcing cultural heritage: public participation and
conflict legacy in Finland. Journal of Community Archaeology & Heritage, 4(2), 115—
130. [CrossRef]

78. Senderek, R., Brenken, B., & Stich, V. (2015). The implementation of game
based learning as part of the corporate competence development. International
Conference on Interactive Collaborative and Blended Learning (ICBL). Mexico City.
[CrossRef]

79. Skovfoged, M., Viktor, M., Sokolov, M., Hansen, A., Nielsen, H., & Rodil, K.
(2018). The tales of the Tokoloshe: safeguarding intangible cultural heritage using
virtual reality. In Proceedings of the Second African Conference for Human
Computer Interaction: Thriving Communities (AfriCHI '18). Association for
Computing Machinery, New York, NY, USA, Article 66, 1-4. [CrossRef]

80. Smokova, M., Marques, C. G., Simdes, J. P., Mateus, L., Miloiu, S., Musteata, S.,
& Parashkevova, E. (2024). A guide to identifying best practices for gamification in
cultural heritage. PH Tsenov: Svishtov, 53. Retrieved on 19.08.2024 from
https://dlib.uni-svishtov.bg/handle/10610/5035

81. Sodangi, M. Khamdi, M. F., Idrus, A., Hammad, D. B., & AhmedUmar, A.
(2014). Best Practice Criteria for Sustainable Maintenance Management of Heritage
Buildings in Malaysia, Procedia Engineering, 77, 11-19. [CrossRef]

82. Stanculescu, L., Bozzon, A., Sips, R., & Houben, G. (2016). Work and Play: An
Experiment in Enterprise Gamification. CSCW '16: Proceedings of the 19th ACM
Conference on Computer-Supported Cooperative Work & Social Computing.
[CrossRef]

83. Stefanov, K., Bontchev, B., Boytchev, P., Georgiev, A., & Grigorov, A. (2017).
Reusing components from cultural heritage games — the RAGE project approach. 6th
International Conference on Digital Presentation and Preservation of Cultural and
Scientific Heritage, DiPP 2016, 6. Veliko Tarnovo. [CrossRef]

84. Steinberger, F., Schroeter, R., & Waltling, C. (2017). From road distraction to
safe driving: Evaluating the effects of boredom and gamification on driving
behaviour, physiological arousal, and subjective experience. Computers in Human
Behavior, 75. [CrossRef]

85. Stephens, R. (2022). A review of gamified approaches to encouraging eco-
driving. Frontiers in Psychology, 13. [CrossRef]

86. Strategiya za integriran 1 ustoichiv turizam na oblast Plovdiv 2019-2027. (2019)
(in Bulgarian) Retrieved on 26.07.2024 from https://pd.government.bg/wp-
content/uploads/pages/ost/OSR_Tourizm_Pd_Strategy_2019-2027.pdf

87. Thomas, A., Bader, F., Thomaschewski, J., & Rauschenberger, M. (2021).
Integrating Gamification: The Human-Centered Gamification Process. 17th

E-Journal “Dialogue”, 3, 2024


https://www.tripadvisor.co.uk/AttractionProductReview-g295391-d25297078-Roman_Plovdiv_Self_Guided_Tour_and_Urban_Quest_Game-Plovdiv_Plovdiv_Province.html
https://www.tripadvisor.co.uk/AttractionProductReview-g295391-d25297078-Roman_Plovdiv_Self_Guided_Tour_and_Urban_Quest_Game-Plovdiv_Plovdiv_Province.html
https://www.tripadvisor.co.uk/AttractionProductReview-g295391-d25297078-Roman_Plovdiv_Self_Guided_Tour_and_Urban_Quest_Game-Plovdiv_Plovdiv_Province.html
https://doi.org/10.1145/1774088.1774350
https://doi.org/10.1006/ceps.1999.1020
https://doi.org/10.1080/20518196.2016.1252129
http://www.doi.org/10.1109/ICBL.2015.7387632
https://doi.org/10.1145/3283458.3283484
https://dlib.uni-svishtov.bg/handle/10610/5035
https://doi.org/10.1016/j.proeng.2014.07.017
https://doi.org/10.1145/2818048.2820061
https://doi.org/10.55630/dipp.2016.6.5
https://doi.org/10.1016/j.chb.2017.06.019
https://doi.org/10.3389/fpsyg.2022.970851
https://pd.government.bg/wp-content/uploads/pages/osr/OSR_Tourizm_Pd_Strategy_2019-2027.pdf
https://pd.government.bg/wp-content/uploads/pages/osr/OSR_Tourizm_Pd_Strategy_2019-2027.pdf

Marusya Smokova-Stefanova, Margarita Bogdanova, Evelina Parashkevova-
Velikova, Elitsa Krasteva, Mariela Stoyanova, Lyubomira Todorova 44

International Conference on Web Information Systems and Technologies (WEBIST).
[ResearchGate]

88. Tondello, G., Kappen, D., Ganaba, M., & Nacke, L (2019). A Gameful Design
Heuristics: A Gamification Inspection Tool. Proceedings of HCI International 2019,
Human-Computer Interaction. Perspectives on Design, Springer, 224-244. [CrossRef]
89. Yand, Y., Asaad, Y., & Dwivedi, Y. (2017). Examining the impact of
gamification on intention of engagement and brand attitude in the marketing context.
Computers in Human Behavior, 73, 459-469. [CrossRef]

90. Yang, X., Xi, N., Tang, H., & Hamari, J. (2023) Gamification and Marketing
Management: A Literature Review and Future Agenda. AMCIS 2023 Proceedings. 1.
[ResearchGate]

91. Varinlioglu, G., & Halici, S. (2019). Gamification of Heritage through
Augmented Reality. 37th Conference on Education-and-Research-in-Computer-
Aided-Architectural-Design-in-Europe  (eCAADe) / 23rd Conference of the
Iberoamerican-Society-Digital-Graphics (SIGraDi). [ResearchGate]

92. Vasiliu, O. (2017). Interview. Alex Govoreanu (Questo): Start the Questo and
explore the city. Retrieved on 26.07.2024 from Business Review http://business-
review.eu/news/interview-alex-govoreanu-questo-startthe-questo-and-explore-the-
city-152862

93. Vitanova, N. (2019). Gamification — One Of The Future Education Technologies.
SocioBrains, 63. Retrieved on 18.08.2024 from SocioBrains e-journal
http://sociobrains.com/MANUAL_DIR/SocioBrains/Issue%2063,%20November%?20
2019/4_%?20Natalia%20Vitanova.pdf

94. Wiklund, E., & Wakerius, V. (2016). The Gamification Process: A framework on
gamification. Jonkoping International Business School. Retrieved on 18.08.2024 from
https://urn.kb.se/resolve ?urn=urn:nbn:se:hj:diva-30088

95. WHO Regional Office for Africa. (2008). Guide for documenting and sharing
“best practices” in health programmes. Retrieved on 18.08.2024 from
https://www.afro.who.int/sites/default/files/2017-
06/Guide_for_documenting_and_Sharing_Best_Practice_-_english_0.pdf

96. WHO Regional Office for Africa. (2017). A Guide to Identifying and
Documenting Best Practices in Family Planning Programmes. Retrieved on
18.08.2024 from https://iris.who.int/bitstream/handle/10665/254748/9?sequence=1

97. Wu, J., Liu, Y., & Bretschneider, S. (2023). Best practice is not just “best”: An
empirical study based on judges’ perceptions. Urban Governance, 3(2), 130-137.
[CrossRef]

98. Xu, F., Tian, F., Buhalis, D., Weber, J., & Zhang, H. (2015). Tourists as Mobile
Gamers: Gamification for Tourism Marketing. Journal of Travel & Tourism
Marketing, 33(8), 1124-1142. [CrossRef]

99. Xu, F., Weber, J., Buhalis, D. (2013). Gamification in Tourism. In: Xiang, Z.,
Tussyadiah, I. (eds) Information and Communication Technologies in Tourism 2014.
Springer, Cham. [CrossRef]

E-Journal “Dialogue”, 3, 2024


https://www.researchgate.net/publication/355711175_Integrating_Gamification_The_Human-Centered_Gamification_Process
https://doi.org/10.1007/978-3-030-22646-6_16
https://doi.org/10.1016/j.chb.2017.03.066
https://www.researchgate.net/publication/371912894_Gamification_and_Marketing_Management_A_Literature_Review_and_Future_Agenda
https://www.researchgate.net/publication/341173543_Gamification_of_Heritage_through_Augmented_Reality
http://business-review.eu/news/interview-alex-govoreanu-questo-startthe-questo-and-explore-the-city-152862
http://business-review.eu/news/interview-alex-govoreanu-questo-startthe-questo-and-explore-the-city-152862
http://business-review.eu/news/interview-alex-govoreanu-questo-startthe-questo-and-explore-the-city-152862
http://sociobrains.com/MANUAL_DIR/SocioBrains/Issue%2063,%20November%202019/4_%20Natalia%20Vitanova.pdf
http://sociobrains.com/MANUAL_DIR/SocioBrains/Issue%2063,%20November%202019/4_%20Natalia%20Vitanova.pdf
https://urn.kb.se/resolve?urn=urn:nbn:se:hj:diva-30088
https://doi.org/10.1016/j.ugj.2023.03.005
https://doi.org/10.1080/10548408.2015.1093999
../../../Downloads/1.%09https:/doi.org/10.1007/978-3-319-03973-2_38










