
Top 3 reasons to adopt gamification as  
part of your healthcare marketing plan

Here are 3 reasons to enhance your  
marketing mix with gamification:

In the four years since we published our What’s in a Game? whitepaper, the gamification 
market has continued to grow exponentially.  While gaming is ubiquitous for entertainment 
purposes, healthcare has also seen a steady rise in the creation and use of games to 
educate both patients and clinicians.  In fact, according to Global Market Insights,  
the healthcare gamification market size is set to surpass USD 40 billion by 2024.

Strengthens the learning experience: Without a doubt, game play reduces 
knowledge gaps and improves clinical outcomes among clinicians. As more studies 
substantiate the credibility of gamification as a learning device, adoption is steadily 
increasing among major medical institutions. For example:

To reduce the number of preventable deaths among patients not promptly transferred 
to trauma center, the University of Pittsburgh School of Medicine created Night Shift - an 
adventure video game featuring a fictitious, young emergency physician. As a result, doctors 
who played the game were quicker to recognize the patients who needed higher levels 
of care than their counterparts who only engaged with traditional, text-based education.  

Qstream, offers 3-5-minute quizzes covering mandatory training for clinicians 
over spaced intervals. The platform includes scoring and leaderboards, while 
reporting back on program effectiveness to ensure outcomes are met.

http://healthcaregroup.advanstar.com/mmn/2018/newsletter/images/Insights_Gamification_0714.pdf
https://www.gminsights.com/pressrelease/healthcare-gamification-market
https://www.sciencedaily.com/releases/2017/12/171213095549.htm
https://www.sciencedaily.com/releases/2017/12/171213095549.htm
https://qstream.com/


Competition drives engagement: People are more engaged when they know they are 
competing with someone for something. We see it in our every day lives – in sports, politics, 
our work…even our social interactions.  It’s baked into our DNA. Games are the embodiment 
of the competitive spirit, so why not leverage them to drive engagement? The easiest way 
to accomplish this is by including leaderboards.  Whether it’s Orangetheory or Fortnite, 
participants always like to know where they rank against others and often put in  
time and effort to improve their standing.

A mix of fun and excitement: Great marketers like Drew Davis will tell you to grab hold of 
your audience’s attention, you need to tap into their curiosity factor – the void between what 
they already know and what they want to know. If you’re among the 1.2 million viewers who 
tuned in daily to see April the giraffe give birth, or the 800,000 who watched two BuzzFeed 
employees blow up a watermelon (one rubber band at a time), you know what we mean. 
Audiences will make time to consume content that holds their interest - just ask the millions 
of players who play HQ every night.

To learn more how we’re using gamification among our 
specialty audiences, contact your ModernMedicine Network 
rep, or reach us at www.modernmedicine.com.

https://twitter.com/DrewDavisHere
https://abcnews.go.com/US/april-giraffe-birth-gained-millions-followers-pregnant/story?id=56809482
https://www.buzzfeednews.com/article/tasneemnashrulla/we-blew-up-a-watermelon-and-everyone-lost-their-freaking-min
https://www.buzzfeednews.com/article/tasneemnashrulla/we-blew-up-a-watermelon-and-everyone-lost-their-freaking-min
http://www.ubmmedica.com/

