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Digital games can in�luence the student’s behaviour in everyday life. Especially, 
in case of boys coming from the Brno-Country District is clear that the game 
can motivate them to activities that are about their age inadmissible and can 
negatively affect their future development. 13% of rural boys tried smoking, 11% 
alcohol and 7% drugs due to the playing of digital game.13 These percentages are 
not negligible and may be related to the rating of games that is mostly not taken 
seriously in local conditions. In girls, the percentage is much lower (see Chart 6). 
The overall results show that rural children are more in�luenced by digital games 
than those living in the city. Most students consider the digital game as any game 
in general and do not recognize its negative impact on everyday life.

Chart 6: Imitation of the activities featured in digital games 
Source: Own processing

Craving for a game most often results in staying up late and waking up in the 
middle of the night, especially in boys. In many cases, they also do not hesitate to 
get up early for gaming. Playing digital games is more attractive to students from 
rural areas, who are increasingly turning to this behaviour than urban students. 
Surprisingly, a negligible percentage of primary school students inclines to 
truancy because of digital games. The overall results show that a majority of 
pupils are not affected by the games to the extent that they would get up early, 
stay up late, skip school or steal (see Chart 7).

13 There is an evidence of a high comorbidity rate of substance use and abuse among 
problem gamblers. It is believed that impulsive tendencies are partially responsible 
for these co-occurring disorders. CUNNINGHAM-WILLIAMS, R. et al.: Problem 
gambling and comorbid psychiatric and substance use disorders among drug users 
recruited from drug treatment and community. In Journal of Gambling Studies, 2000, 
Vol. 16, No. 4, p. 347-376.
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Chart 7: Implementing of activities featured in games into everyday life 
Source: Own processing

Moreover, digital educational games (e.g. containing historical references) may 
provide educational value to the player. Particularly in boys the game is not just 
about thoughtless mouse clicking but gives them a certain added value that can 
later be applied in everyday life. Overall results demonstrate that games motivate 
them to learn and may help them to gain new skills. Nevertheless, responsible 
social policy and adequate methodical framework must be implemented before 
any game is introduced to students.14

Chart 8: First thing students do when they come home from school 
Source: Own processing

14 DEREVENSKY, J. et al.: Youth gambling problems: A need for responsible social policy. In 
DEREVENSKY, J., GUPTA, R. (eds).: Gambling problems in youth: Theoretical and applied 
perspectives. New York : Kluwer Academic/Plenum Publishers, 2004, p. 231-252.
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Conclusion

Primary school students are progressively active online. They use internet for 
social networking, recreation and education. Currently, it is an important issue to 
distinguish accurately between an intense but ultimately benign or even healthy 
interest and prioritisation of gaming, also called ‘engagement’, and digital 
game addiction.15 The differences between the excessive digital game play and 
gambling addiction are interesting topics of research. The dynamics of gambling 
and digital games need to be examined to understand better the behaviors of the 
participants.16 Excessive digital game players may be trapped in a cycle just like 
gamblers, but the fantasy of digital games may have limits. Digital gaming can 
produce an extraordinary realistic fantasy. However, unlike gamblers, gamers 
cannot gain from playing games, so perhaps it might be easier to break out of 
the loop (Turner, 2008: 188-189). More research is needed to determine the 
problems and dynamics of digital games, and minimizing the risks of excessive 
gaming for the healthy development of children.
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GAME MECHANISMS IN MARKETING ACTIVITIES 
OF THEATRES

Katarzyna Walotek Ściańska

Abstract
The paper presents the new way theatres communicate with their audience in the area of 
social media. The author discusses game structures on theatres pro�iles as well as players-
spectators awarding and incentive schemes. She also describes experiments in presenting 
theatres live on Facebook and playing “advise, comment, vote” game with the audience. 
Gami�ication causes the changes in the behaviours of consumers of theatre offer. 

Key words:
Cyberculture. Gami�ication. Social media. Theatre.

Introduction

Today we experience the phenomenon of shaping a new culture paradigm – the 
cyberculture. We can approach this process with distrust, yet a better way is to 
prepare the research strategies which would allow to present and explain the 
occurring changes. In the world of techno-cultural transformations the model 
of formulating, presenting and promoting cultural activities must also change. 
Social media is a powerhouse of ideas how to promote and develop culture 
institutions or what kind of cultural offer to prepare. Two-way conversation 
between culture institutions and their audience (possible in social media) 
stimulates the development of the former. 95% of young respondents declare 
that prior to visiting a culture institution they look for information about its 
projects on Facebook or other online community portal.1 The network generation 
also does not agree on the passive consumption of one-way media. They do 
not want to reduce their role to be merely text decoders. They want to have an 
opportunity to express their opinions, be co-creators of various activities. This, 
in turn, requires a special creativity from the message senders and marketing 
activities facilitators. Young people would rather be prosumers than consumers. 

1 Cultural institutions in social media

Cultural institutions should use young receivers’ enthusiasm to undertake joint 
activities and create better services. More than 90% of the interviewed young 
people think that social media allow the effective promotion. None of the recipients 
thinks this is an ineffective marketing strategy. All respondents declared that they 
have a pro�ile in an online community portal. 84% of them check or update their 

1 Author’s own research study conducted among 500 students of Polish public and 
private university level schools.
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pro�iles every day (more than 30% do this several times a day, once every two/
three hours, also at night). The managers of culture institutions need to be aware 
of the growing popularity of social networking services and cannot overlook 
them. A good way of on-line promotion are YouTube or Vimeo services. They 
provide an opportunity to make available the fragments of plays or the whole 
events, to present interviews, reports from �ilm festivals, to advertise theatre 
workshops for school students. This way one can reach millions of recipients 
worldwide and practically costless. 40% of the interviewed young people often 
or very often watch plays and concerts via YouTube and 45% do that from time to 
time. Only 5% never watch such videos. So there is no doubt that these services 
have a great promotional potential. The research results indicate that all young 
people use social media, 98% of them are the users of content-based on-line 
communities and 40% enter the virtual game world. Much less of them follow 
blogs or micro blogs (8%). 85% of the recipients look for information about the 
offers and new events (35%) in the online community portals. 24% want an 
attractive consumer offer – they expect discounts or opportunities to participate 
in events for free. Young people want to watch movies, photographs (26%); they 
search for information about actors, authors (12%), they comment and review 
theatre plays (8%) or take part in discussions (8%). The research results clearly 
show that today a simple information about cultural offer is not enough to entice 
audience-spectators-consumers. It is worth to interact with network users in 
order to promote culture and create better services.  Culture institutions may 
also apply gami�ication and – by means of games – introduce products of culture 
to the receivers and at the same time educate the society. 

2 Gami�ication in theatre

More and more often theatre managers wonder whether a theatre is about 
playing on stage or playing with the audience. The main objective in using game 
mechanisms in theatres is to increase ticket sale, convince young people to spend 
their free time in the theatre and increase cultural competences. A game is to 
evoke emotions and provide satisfaction from performing certain, designated 
activities. It applies mechanisms such as rewarding, providing feedback, 
competing, winning and elements of surprise. The theatre is moved into the social 
media space. Facebook experiments provide examples of such activities. Actors, 
instead of occupying theatre stage, sit in front of computer screens. Novel/drama 
characters receive Facebook pro�iles. Narrator becomes an administrator. The 
character crucial to action development engages viewers in “advise – comment 
– vote” game. Before the live show begins, a few-second long video appears on 
Facebook. It shows a curtain, there is the sound of a ring bell and a sign saying: 
“Quiet! We won’t start until the audience is quiet.” Spectators-players may 
“like” this call, express their irritation or post a comment. During the show the 
registered users:
•  follow changes in characters statuses (e.g. “moved from... to...”),
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•  receive invitations to events (e.g. “wedding with the baron”),
• can give advices (e.g. in choosing the wedding dress or writing a love letter),
•  browse Google in search of e.g. duel weapon,
•  can interfere in the action by suggesting details of the story.

“Characters’ pro�iles” talk to one another through chat, audio podcasts and 
comments regarding their next actions. They kiss using emoticons (;-*).2

Table 1: The theatre on Facebook
THE THEATRE “ACTS” ON FACEBOOK.

DYNAMICS MECHANICS COMPONENTS MOTIVATION
Element of �iction 
(play, actual 
screenplay, plot 
adopted from a novel)

Opportunities 
(to score points, 
uncover secrets 
of the virtual 
characters and real 
actors)

Rankings (of 
characters, actors, 
possible solutions)

Points awarded for 
activity and exchanged 
for tickets or meetings 
with actors or director

Emotions (more 
intense than in 
a theatre as receivers-
players are co-creators 
of events, can change 
the course of action)

Collaboration 
on several levels 
(player – other 
players, player 
– play character, 
player – director)

Achievements (e.g. 
in solving the plot 
riddles, typing 
the characters 
responsible for 
certain actions)

Power – real in�luence 
on the course of events

Relations between the 
players (interacting 
e.g. mutual decision 
regarding the weapon 
a character should use 
in a duel)

Rewards (the more 
active players are 
in voting and group 
collaboration, the 
more points they 
get, which can be 
then exchanged for 
a ticket to the real 
theatre)

Avatars Ranking of players 
who contributed the 
most to shifts in action

Increase of 
competences 
(becoming familiar 
with the play, 
information about 
the given culture 
institution, virtual 
tour through the 
theatre)

Competition 
and challenges 
– decoding the 
structure or the 
system of game 
levels

Gifts (e.g. points 
exchanges for 
tickets to the real 
theatre, the title of 
the “Friend of the 
Theatre” etc.)

Unlocking the 
content (e.g. 
regarding 
characters’ secrets)

Source: Own processing

2 See: https://www.facebook.com/groups/MGTOB/ (retrieved: 10.12.2014), 
 http://wyborcza.pl/1,76842,11002732,Teatr
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For the description of these activities we can apply the term “con�iguration” 
which allows a distinction between interactivity from productive entertainment.3 
A theatre game is not about “click, comment, vote” interactivity but about the 
productive entertainment during which players-receivers signi�icantly interfere 
with the game world and the story. In the ancient theatre spectators were to 
experience catharsis, the puri�ication of souls through artistic experiences. In 
the “theatre” game receivers-players immerse in the virtual world, experience 
emotions resulting from the deep, intellectual and physical involvement in both, 
the story and the game technology. Another signi�icant difference is between 
participation in a theatre play and immersion in a simulated game world. One 
needs to discern between the speci�ic subjectivity of a theatre play spectator-
receiver and the subjectivity of a player. It is the simulation that is the key 
element pointing to the distinctness of these forms. Simulation is hermeneutic. 
Other of narratives; the alternative mode of discourse, bottom up and emergent 
where stories are top-down and planned. In simulations, knowledge and experience 
is created by the players’ actions and strategies, rather than recreated by a writer 
or moviemaker.4 Undoubtedly, through simulation one can gain knowledge about 
a theatre play and particular theatre. Computer game or activities involving 
game elements enforce the participation of users-receivers in the world of the 
play. Spectators cease to be simply consumers of the cultural offer. Culture is 
not something ready-made which we “consume”; culture is what we make in the 
pracitces of consumption.5 Receivers-spectators-players actively create meanings, 
acquire the status of participants in the story being told. They have a real power of 
commenting and affecting the course of events. Consumers become prosumers. 

3 Consumers of theatre offer

Today’s consumers of cultural offer are often cinema or theatre audience who 
tweet during watching a movie or a play6 – multi-screeners using several screens 
simultaneously.7 They are not only passive recipients but also creative individuals 

3 Con�iguration is the term appearing in the works of Steve Woolgar. See also DOVEY, 
J., KENNEDY, H.: Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu 
Jagiellońskiego, 2011, p. 8-10. 

4 AARSETH, E.: Genre Trouble: Narrativism and Art of Simulation. Cited after: DOVEY, 
J., KENNEDY, H.: Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu 
Jagiellońskiego, 2011, p. 13.

5 STOREY, J.: Cultural Theory and Popular Culture. Cited after: DOVEY, J., KENNEDY, H.: 
Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu Jagiellońskiego, 
2011, p. 17.

6 Due to the commonness of this phenomenon the idea introduced by the Chinese 
movie theatres owners (which did not passed unnoticed by the world media 
in August 2014) to install additional screens for tweets — see, for example. 
ENGELKING, W.: Tweety na ekranie kina. Najgłupszy pomysł Chińczyków. [online]. 
[2014-09-12]. Available at: <http://natemat.pl/114055,tweety-na-ekranie-kina-
najglupszy-pomysl-chinczykow>. 

7 The research conducted by IAB Poland (Internet Advertising Bureau) indicate 
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who got the role of producers (prosumers8) and, at the same time, “socializers” 
who share – through social media – every important event with their network of 
friends.9

Table 2: The characteristics of modern consumer – prosumer

PROSUMER
CREATIVE inventive, searching for new solutions, experimenting

INTERACTIVE
ACTIVE
COMMUNICATIVE

Communicating with other users, sharing own opinions, experiences, 
open to the dialogue with producers, business representatives, 
searching for information about products

INDIVIDUALIZED
looking for unique, personalized products that meet his/her own 
needs; aware of his/her expectations

INNOVATIVE
pursuing everything that is new, different, unique; valuing the latest 
technological solutions, willing to experiment, able to co-create new 
solutions

DEMANDING
INELLIGENT
AWARE

Knows the objectives of business marketing. Is familiar with the 
methods to achieve them. Has access to the world news (not only 
local information) and use them before purchasing certain products. 
Has high expectations towards the products. 
Is an aware purchaser and consumer.

INFLUENTIAL
Gives advise to other users and this way affects their purchasing 
decisions; creates products images and patterns of behaviors.
Co-creates brand values.

Source: Compiled by K. Walotek-Ściańska, M. Harasimowicz based on M. Samek: Zmierzch 
ery konsumenckiej. Prosument w komunikacji marketingowej (The Decline of the Consumer 
Era. Prosumer in Marketing Communication). In: Nowe trendy w reklamie. Między nauką 
a praktyką (New Trend in Advertising. Between Science and Practice). Ed. M. Wierzchoń, J. 
Orzechowski. Warszawa 2010, p. 177-180.

Modern technologies have a signi�icant impact on the cultural practices. The 
following features begin to de�ine culture: interactivity, virtuality, new status 
of receivers, new type of author-receiver relation. More and more often we 
encounter the cyberculture and gami�ication used to promote culture institutions. 

that 83 % of Polish Internet users aged 15 and more are multi-screeners — 
TV+WWW=Razem lepiej. Raport z badania. Lipiec : IAB Polska, 2014. [online]. [2014-
09-11]. Available at: <http://iab.org.pl/wp-content/uploads/2014/07/20140714_
IABPolska_TVWWW_raport_�inal.pdf>. 

8 See e.g. SIUDA, P.: Kultury prosumpcji. O niemożności powstania globalnych 
i ponadpaństwowych społeczeństw fanów. Warszawa : Instytut Dziennikarstwa 
Uniwersytetu Warszawskiego, O�icyna Wydawnicza ASPRA-JR, 2012.

9 See WALOTEK-ŚCIAŃSKA, K., HARASIMOWICZ, M.: Advertising in the World of New 
Technology – an Overview of the Selected Issues. In Zeszyty Naukowe Wyższej Szkoły 
Humanitas. Zarządzanie. 
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4 The Theatre “Game”

Games can be studied by applying the methods of literature science and 
linguistics (narratology) or the opposite – one can decide that games are not 
static media texts but rather an activity, entertainment (ludology).10 Is theatre 
game on Facebook becoming an entertainment? Can we call a spectator-receiver 
an agon who competes with other persons? Do such games contain also aleatoric 
elements (alea – games of chance) or the elements of mimicry (games of 
stimulation, role playing). We can also use other categories and try to describe 
Facebook theatre games as rule-based games (ludus) and at the same time 
creative and open-ended (paidia). We can apply the rhetoric of self (game permits 
the receivers to choose different avatars and experience esthetic satisfaction), 
rhetoric of imaginary (game allows to release creativity, improvisation), rhetoric 
of identity (game facilitates and sustains the identity of players community), 
rhetoric of progress (game serves the development of cultural competences).11 
The aims of launching a play on Facebook, a game played live with the network 
users are the following:
•  To gather a group of people interested in the theatre – fans who comment, 

create videos, click “I like it”, recommend us to others.
•  To acquire information about what the receivers think and what kind of theatre 

offer they expect.
•  To present the theatre building and theatre’s achievements (during the theatre 

virtual tour).
•  To increase ticket sales (points, rewards).
•  To increase receivers’ competences regarding creation process (education 

through fun). 

Live theatre on Facebook is, on one hand, a theatre experiment. It opens 
a discussion about the understanding of the stage space, actor-spectator 
interaction in the Internet space etc., and about cyberculture in a broader 
sense. However it is more dif�icult to evaluate it unequivocally (also in terms 
of semiotics) if virtually played show, allowing the audience to decide on the 
characters fate (by means of Facebook mechanisms: sharing, “likes”, or Google) is 
later performed on the real stage. So there will be the real meeting of spectators 
and actors. Thus both, virtual and real spaces will exist. It will also be more 
dif�icult to determine the subject of such theatre “game”. Internet users (the most 
active during the theatre game) receive free tickets to real plays, the best seats in 
the theatre, opportunity to meet with the director, actors, to visit the backstage. 
Others are given tickets discounts. There is a ranking of “creators”. And the most 
important for real theatres: they are “talking about this” on Facebook, young 

10 See more: DOVEY, J., KENNEDY, H.: Kultura gier komputerowych. Kraków : 
Wydawnictwo Uniwersytetu Jagiellońskiego, 2011, p. 27.

11 More about Sutton-Smith’s rhetoric’s in: DOVEY, J., KENNEDY, H.: Kultura gier 
komputerowych. Kraków : Wydawnictwo Uniwersytetu Jagiellońskiego, 2011, p. 36-
38. 
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people “invite” others to take part in such undertaking. This, of course, translates 
to the ticket sale. Thus, we can state that theatre experiment is also a “marketing” 
operation. The general outline of Facebook live game is planned by its director in 
advance. But it is Internet users who will decide which character turns out to be 
e.g. a murderer. So they have what counts in the game – a real power. Besides, this 
power is given to the spectators in the real theatre environments. There are more 
and more plays in Poland, in which the audience (through their applause) decide 
how the play would end or what would happen in the second act. One can watch 
one show in three completely different versions (which is a very interesting 
experience). What is the point of such game with the audience? The same stage 
set, the same actors and play, yet some spectators – intrigued by the “game” – 
comes to watch the same show again hoping they would see its other version, 
another �inal (though it may turn out this does not happen). The audience take 
the risk tied to such game, they want to experience more intense emotions. This 
kind of experiment evokes discussion in media – is it allowed, does it not violate 
freedom of creativity, is it not just another advertising trick. There is the media 
buzz – and in case of movie and theatre productions it is the key activity. If the 
goal was to raise interest in theatre among the young people (network generation 
representatives) and to encourage them to visit certain theatre house and watch 
the play – this goal may be achieved. 

5 Gami�ication mechanisms in marketing

The analyzed theatre marketing projects use various rewards (e.g. for the 
number of posts on a forum) and systems of achieving successive levels by 
collecting points (e.g. participation in dress rehearsal, invitation to premiere 
or meeting with play director). Players (consumers) compete with one another 
with the numbers of points collected. Social media publish rankings of players. 
The bene�its from implementing gami�ication in the promotional campaigns are: 
involvement, loyalty and brand awareness. Gami�ication in social media also 
involves:
•  contests in which one has to create advertising slogan of the show – the winner 

is the one that receives the most “I like it” clicks,
•  inviting the biggest possible number of friends to take part in a show or sharing 

certain content on one’s own notice board,
•  receiving ticket discount e.g. for signing up for a newsletter,
•  best show votes (stars, “I like it”), number of “shares” of a certain content in 

social media,
•  rewards for inviting friends to like the theatre pro�ile, e.g. on Facebook,
•  ticket discounts for posting play comments-reviews etc.

There is also online ticket booking that includes the elements of gami�ication. In 
the Silesia Theatre in Katowice the booking process begins with the question: 
“What would you like?” It is the spectator that decides if he or she chooses 
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modern and bold productions or prefers more leisurely evening with a good 
comedy, or would rather see some highly acclaimed drama. Each play has its own 
special marking so spectators can quickly �ind out if certain play is a proposition 
for students, presentation for adults only or perhaps the stage bestseller. 
Spectators-players then make a choice if they would like to see it on the Main 
Stage, the Chamber Stage or the Mall Stage. On the next level they must answer 
the question when are they free and what time they will visit the theatre (they 
then receive the map of the theatre venue in order to avoid late arrival to the 
show). The last question at the end of the booking procedure is: “When will 
you come back?” Spectators receive via e-mails repertoire lea�lets, invitation to 
follow the theatre’s pro�ile on community portals and a request to bookmark the 
theatre’s website and to subscribe for the newsletter. 

Picture 1:  Application of gami�ication in the ticket booking system. The Silesia 
Theatre in Katowice

Source: h ttp://www.teatrslaski.art.pl/bilety/miejsce

 
Picture 2: Application of gami�ication in the ticket booking system. The 
   Silesia Theatre in Katowice
Source: http://www.teatrslaski.art.pl/bilety/miejsce
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Conclusion

In order to develop incentive systems that use gami�ication the concepts of 
behavioral psychology (conviction that behaviour may be changed by applying 
an adequate system of rewards and punishments) and cognitive science are 
applied. Collecting points and rewards is not the only way to motivate receivers-
players. A lot of attention is given to emotions and inner motivation. Receivers-
spectators may get involved in a project because they feel the need to increase 
their knowledge, they are curious about the world. Motivations depend largely 
on the demographic characteristic of the players, their lifestyle, life goals and 
cherished values. Apart from the material goods – points, discounts, vouchers, 
rewards – players have the power. They can make decisions on behalf of others 
or decide about the course of common affairs e.g. how the theatre play would 
end (by voting), when it will be presented, they can choose the best actor etc. 
Spectators-players also gain access to the unique resources or tools (in games 
it may be unlocking hidden levels or characters; in social media – access to 
photographs of actors, news about their life received only after completing 
a certain task). Their social status is determined, they are respected by other 
“gamers” (e.g. by awarding the title of “friend of the theatre”, posting such 
information on one’s social media pro�ile). Culture institutions managers de�ine 
the desired behaviours (encouragement to take part in cultural events, active 
promotion of those events by adding “likes” on online community portals, 
sharing information) and then they form an engagement loop (by providing 
players with feedback, encouraging to remain active). The experiences that 
increase players’ engagement are: winning, collaboration, leisure, role playing, 
collecting, problem solving, being appreciated, creativity, discovering, learning, 
overcoming. It is worth to recognize the needs and motivations of the audience 
groups (also those connected with new technologies) in order to have a chance to 
create the model of spending free time with the art. Theatre is a play, pretending, 
mimesis, entertainment. Street theatre requires the maximum engagement from 
the audience. In theatre which does not separate stage from the audience the art 
is always interactive. Live Theatre on Facebook, gami�ication-based application, 
theatre pro�iles on online community portals are also the game of status, number 
of fans and “likes”, number of positive comments and site entries. Creating 
a pro�ile in social media (which would meet audience’s expectations) may be 
a way to tell institution’s history and to invite to the theatre world. 
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