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Abstract 

This study discusses a new concept of "gamified training" through creative-oriented leadership. This concept 
aims to improve individual soft skills, such as communication skills, creative intelligence and collaboration skills. 
Gamified training is a design of training through gamification so that it will produce an effective and targeted 
training. Gamification is a training policy using game pattern. The sampling technique used purposive sampling 
method. The 106 respondents were involved in this study. Data collection technique used questionnaires and 
analyzed by regression method. The results showed that there was significant positive effect between creative-
oriented leadership with gamified training. Furthermore, gamified training has also been proven to improve the 
individual soft skills. 

Keywords:creative-oriented leadership, gamified training, communication skills, creative intelligence, and 
collaboration skills.  
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Introduction 

The era of industrial revolution 4.0 greatly influences the development of work. Individuals who 
become members of an organization are required to be more creative and innovative (Cartensen & 
Salzmann, 2016) in completing their work to face job challenges in the business world. One of the 
skills that must be possessed by individuals is individual soft skills. A work with soft skills is able to 
offer opportunities to develop professionalism, get new ideas, learning experiences, ease of 
communication and network support. Individuals must have soft skills such as communication skills, 
creative intelligence, and collaboration skills in order to support their work productivity (Gordon, 
2002). These soft skills can be obtained through training which is conceptualized with gamification 
or called gamified training. Currently, gamified training is often applied in education, but in this study, 
gamified training is at world of work in order to increase soft skills with completing work. 

There are many potential tools that can be used to design better training and gamification has 
become a choice that is often chosen rather than redesign traditional training (Denny, 2013). 
Gamification does not replace existing training methods but improves methods that are less effective. 
Hence, it improves individual soft skills. Gamification is the use of game elements and game design 
techniques in non-game contexts (Deterding et al., 2011). Gamification is an element of the game that 
has fun concept in the workplace to increase reaction and involvement with the subject matter (Denny, 
2013); (Landers & Callan, 2011). Gamification in training methods is made to produce the desired 
changes. Some types of training that currently being applied in organizations may begin to experience 
burnout, such as on the job training and off the job training methods. Those methods are less relevant 
with the digitalization era that requires new innovations in training. It is because millennial workforce 
currently needs interesting training concepts so that they do not feel bored in the process of knowledge 
transfer from the trainer. It makes them capture the knowledge clearly and applied at work (Armstrong 
& Landers, 2017). Dhar (2015) mentioned 13 methods of training. One training method that suits a 
competitive business world is game-based training, which offers a cheap but effective alternative 
training (Wilson et al., 2009). Galetta et al (2014) state that gamified training is a new training that is 
able to save costs in order to maximize performance in training. The competitive business organizations 
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need to adopt game-based training so that participants in this digital era are increasingly challenged to 
improve their soft skills which can affect their performance for the organization (Adams & Makramalla, 
2015). 

Armstrong & Landers (2017) showed that the elements of gamification are points, badges, 
leader boards, challenges, and rewards. It can be used to determine learning outcomes. By challenging 
the trainees to learn, they will provide the best effort during learning. By involving trainees in game, 
they may be more interested with the content, thus it increases their efforts. If it is applied in the 
training method, each person will get points and rank according to their achievements in following 
and completing the challanges of training. Participants will also get rewards for the achievements they 
have obtained after attending the training. As the result, the contents of the gamification can increase 
their competition in increasing soft skills. In several studies, gamification is able to improve these soft 
skills. Elements that must be considered in designing the gamified training are determining training 
needs, training designs that must be aligned with the specified training needs (including the use of 
game elements) or measuring the problems or trainees’ motivation. The success of gamified training 
is determined by these elements. If one of the identified elements is not right, then it will likely fail. 
A leader must be able to analyze appropriate training needs and material and good game techniques 
so that training becomes more effective. Hence, it needs a certain style of leadership to drive the 
existance of innovative training. One of them is creative-oriented leaders. 

Creative-oriented leaders are certainly able to create conditions where the game is applied in 
a variety of training so that it triggers an increase in individual soft skills to create work innovation. 
Leaders must be able to attract the attention of individuals to be creative and help individuals to 
maintain the efforts while struggling to the goal of creativity (Zhang & Bartol, 2010). Leaders can 
encourage creativity by rewarding and recognizing members who produce creative results (Baer, 
Oldham, & Cummings, 2003). Creative leaders are proven to be able to encourage members to 
become creative too. The members see their leader as role model who can push for a better levels of 
soft skills (David et al., 2014). Such leaders are predicted to be able to create a gaming atmosphere 
that is expected to improve the members soft skills such as communication skills, creative intelligence 
and collaboration skills. 

Moreover, communication skills are the basic things that individuals need to have at work. 
Good communication skills are proven to improve work completion by having quality discussions 
with each other and avoiding misunderstandings and conflicts between individuals (Galetta et al., 
2014). In addition, individuals must be creative intelligent in facing the uncertain business world. 
When their level of creativity increases, they can create work completion innovations and create 
opportunities that benefit the organization (Zimmerer and Scarborough, 2008). Work completion can 
also be achieved through collaboration among individuals so that the ability to collaborate with each 
other will maximize work productivity. 

Although there are a lot of discussion with regard of training benefits for work achievement, 
the study about gamified training and creative oriented leadership has not been much studied and 
there have not been many theoretical studies, especially in the business context. Hence, it brings an 
opportunity to discuss these contexts deeper and especially to analyze the impact on individual soft 
skills (communication skills, creative intelligence and collaboration skills). Keep in mind that not all 
industries fit the concept of gamifed training. Gamifed training presents many methods in a game 
that is intended to increase creativity so that it is suitable when applied in the creative industry. 
Creative industries are considered very necessary to implement gamified training because they have 
the same orientation based on individual creativity. Testing is done in organizations that are oriented 
to creativity such as fashion, beauty and cosmetics so that it may be relevant to the training needs that 
can foster the creativity of individuals in the organization. 
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Literature Review  

Creative Oriented Leadership and Gamified Training 

Creative oriented leadership is a style to develop the organization in a new direction that is more 
profitable, has the ability to promote positive change and inspire subordinates to become creative 
individuals (Sternberg, 2007). Creative leaders are leaders who can motivate followers to engage in 
creative processes and produce creative results (Tierney, 2008). The leader must respect the creative 
ideas proposed by the individual for the organization. Besides that, leaders should also be able to 
encourage the members to think creatively and be able to develop their ideas to be implemented for 
the effectiveness of performance and organizational development. Such emphasis tends to be the 
main concern of the individual and facilitates the efforts to be creative. Organizations that successfully 
grow talent are organizations that focus on individual development and knowledge (Harris, 2008). A 
creative-oriented leader must be able to create an atmosphere or stimulus to individuals that lead to 
creativity and aims to improve their soft skills that can be obtained through gamified training.  

Training is a function of human resources that must be available in organizational lines. As 
the result the leader needs to be creative oriented so that the training is effective and in accordance 
with the needs of the participants. Gamifed training is the novelty of traditional training so it requires 
creativity in compiling it. Stoll (2007) explains that creative leaders regulate the tone, climate and 
conditions under which creativity can develop. This includes developing a type of training that triggers 
creativity, collaboration and communication between participants. Bosiok & Sad (2013) said that 
creative leaders are able to capture ideas that provide opportunities for organizational effectiveness 
such as game-based training. Werbach (2014) define gamification as the process of making the game 
active and having much fun. It reflects the use of game pattern including progress mechanisms (such 
as point systems), player control, rewards, collaborative problem solving, stories, and competition in 
non-game context (Deterding et al., 2011; Kapp, 2014). Training is defined as an activity that leads 
to the acquisition of knowledge, skills, and attitudes that are relevant to direct and future work or 
roles (Kraiger and Culbertson, 2013). Such activities may include education or training courses in the 
workplace under close supervision. After the training is complete and individual works in the 
organization, the level of performance must be maintained to achieve organizational results (e.g. 
product quotas, financial goals, etc). 

The application of gamification in Human Resource Management is used to identify which 
game elements can be applied to non-game contexts either individually or in groups. In the gamified 
training concept, success in utilizing games for learning and game pattern has a major impact on the 
learning outcomes in training at work. Integrated training is the integration of game elements into 
training content or training methodology. As an example of gamified training content (Armstrong and 
Landers, 2017) collaborates on technology security training programs by incorporating elements of 
fiction (i.e. stories) into the content without changing other aspects of the training method. In the 
field of training, game pattern has been applied to increase effectiveness in overall training and to 
increase motivation during training. Thought games in training can have an impact on learning 
outcomes and organizations (Armstrong and Landers, 2016).Training is said to be effective if the skills 
and behaviors learned and practiced during the training can be transferred to the workplace and can 
be applied in the context of work. It must also be maintained over time and can be generalized in all 
contexts (Holton and Baldwin, 2003). The results show that to improve training transfers, 
organizations must design training that gives trainees the ability to transfer learning, strengthen 
training participants' confidence in their ability to transfer, ensure that training content is maintained 
over time, and provide appropriate feedback regarding job performance employee after training 
activities. Creative-oriented leader is able to design interesting training so that they can increase 
participants' motivation during training. 
H1: Creative Oriented Leadership has a significant positive effect on gamified training. 
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Gamified Training and Communication Skills 

Procurement of training with the gamification concept can improve individual communication skills 
in the group. Communication skill is skill in using language and nonverbal communication that play 
the most effective role in the realization of communication (Deniz, 2007). Communication is not only 
limited to the words spoken. This involves nuances such as telephone skills, presenting, giving and 
receiving criticism, motivating and supporting, persuading and negotiating, gathering information, 
listening, and body language (Woodcock and Crow, 2010). 

Providing training with the gamification concept is intended to enable participants to explore 
themselves so that their communication skills are better. The challenges conceptualized by 
gamification also motivate participants to explore their capabilities. Gamification has proven to be 
effective in activating user interests positively, motivating choices, stimulating creative insights in 
problem-solving, improving decision making, predicting future scenarios, transferring knowledge, 
developing individual skills, gaining knowledge, and building communities (Garris et al., 2002). 

Training that is conceptualized using gamification is expected to be able to develop individual 
skills, including improving the ability to communicate and exchange ideas well so that there will be 
no mistakes in group communication. Simões, Díaz, and Fernández, (2013) stated that gamification 
can improve the ability to share knowledge gained through social interaction. After training with 
game concept, participants will be motivated to improve their quality well and can share their 
knowledge with others in a group. If advancements in gamification can be used as a form of instant 
feedback to achieve goals, ranking boards can be as a tool to facilitate desired behaviour such as 
sharing knowledge and contributing to a collection of knowledge (Shpakova et al., 2017). The 
concepts offered by gamification will trigger participants to go ahead and become superior. This can 
increase their knowledge during training and allow them to share it with others. According to 
McGonigal (2011), gamification can create social connectivity that can encourage conversation and 
knowledge sharing. In a training consisting of several people, it will trigger to communicate well. The 
games included in the training will make participants interact more. Osipov, Volinsky, Nikulehev, and 
Prasikova, (2015)stated that gamification can improve communication and interaction among 
participants both in the group and outside the group. 

The training conceptualized by gamification allows improving participant communication. 
Osipov et al., (2015) proved that there is an increase in the communication capabilities of users in the 
application of gamification in an e-learning application. But such system is not all suitable for every 
user, because some people are very shy and cannot communicate with strangers, even when provided 
with a communication scenario predetermined in the e-learning application. Training designed based 
on game pattern will improve quality and communication skills such as the ability to transfer other 
knowledge from their subordinates. 
H2: Gamified training has a significant positive effect on communication skills. 
 
Gamified Training and Creative Intelligence 

Creative is defined as the development of ideas, products that are new, original, and which have 
practical value, usability, or appropriateness (Gino and Ariely, 2012). Whereas according to Zimmerer 
and Scarborough (2008), creative is defined as the ability to find new ways to create opportunities 
that benefit the organization. Akinboye (2002) defined creative as an individual’s ability to create new 
ideas, new designs, and new concepts, update old ideas into unique ideas, and have unusual ways of 
completing work. Santrock (2007) defined intelligence as a skill to solve problems, the ability to adapt 
to new things and from everyday experiences. Another definition of intelligence is a single and general 
ability that is owned by someone at different levels and applied to several tasks (Ormond, 2009). An 
individual who is able to create new ideas is predicted to be able to solve problems with various 
solutions to be effective. Based on the definition of these experts, creative intelligence can be defined 
as the ability to think and act creatively in completing work. 
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The impact of gamification can result at innovation and a change in knowledge management, 
give effective improvements to the process of social learning and increasing creativity (Ninaus et al., 
2015). Gamified training will trigger participants' creativity in completing training levels. McGonigal 
(2011), states that game factors that can facilitate and enhance the transmission of knowledge, social 
learning and encourage people to behave positively (best practices). McGonigal said: "When we're 
playing games, we're not suffering", which means that gamification is able to reduce stress levels in 
the execution of tasks, enable better concentration, activate attention mechanisms in problem-solving 
by stimulating new ideas and creative solutions. 

Gamified training is expected to be able to make participants more creative after attending 
the training. They easily complete the work because of the creative process they are going through. 
Gamification can increase the creativity of the players because they are required to complete the game 
(Kapp, 2014). Kapp (2014), mentioned that gamification can trigger elaboration (linking new 
information with previous information). Gamified training will trigger participants to think creatively 
such as characterized by elaboration. This can help individuals to complete their work in the presence 
of prior experience and current circumstances. Burke (2012) mentions that gamification can design 
behavior, develop skills, or involve people in innovation. The emergence of innovation is caused by 
the presence of creative ideas produced by someone due to the influence of gamification. 
Gamification is able to motivate people to always want to be champions so that the gamified training 
process will shape employees to always want to be ranked first. A culture like this will affect their 
performance so that the work will be maximized. According to Landers and Landers (2014), 
gamification can encourage and enhance learning effects. Werback and Hunter (2012), believed that 
the gamification mechanism can also lead to the acquisition of knowledge so that it can improve their 
quality. The concept of gamified training requires individuals to think creatively so that they complete 
the challenges given by trainers who can later be applied in the workforce. 
H3: Gamified Training has a significant positive effect on creative intelligence. 
 

Gamified Training and Collaboration Skills 

Ramus and Vaccaro (2017), defined collaboration as participation in a meeting and sharing 
information to identify common solutions for complex tasks. Collaboration is the act of working in a 
team for a common goal (Collins et al., 2010). Collaboration is also defined as a process in which two 
or more parties work to achieve mutually beneficial results. It also aims to build the intrinsic 
motivation and trust in order to facilitate the creation of shared ideas or knowledge (Miles et al., 
2005). Collaboration must consider that all team members must demonstrate strong communication 
skills, the ability to share knowledge, and the willingness to find time to support teamwork where all 
members are responsible. So collaboration skills can be defined as the ability to work in teams that 
show strong communication skills, the ability to share knowledge, and a willingness to find time to 
support teamwork where all members are responsible. 

Zicherman and Cunningham (2011), said that when used to increase individual involvement, 
gamification can improve teamwork and change routine tasks that are often tedious by motivating 
individuals through games and competition in the same team and across teams. Training can link 
collaboration skills to teamwork within the organization. Gamification reflects the use of game pattern 
including progress mechanisms (such as point systems), player control, rewards, collaborative 
problem solving, stories, and competition in non-game context (Deterding et al., 2011). 

Marczewski (2012), stated that gamification can make teamwork more compact in 
completing their work. Kay, Yacef, Maisonneuve, and Reimann (2006), also mentioned that games 
are able to bring more motivation and involvement and increase one's collaboration and interaction. 
Blohm and Leimeister (2013) explains game mechanism and collaboration. Games pattern can make 
team work cooperate well and they can finish their work effectively. 
H4: Gamified Training has a significant positive effect on collaboration skills. 



Gamified training: a new concept to improve individual soft skills 

132 © 2019 The Authors. Jurnal Siasat Bisnis. Published by The Management Development Centre, Department of Management, 
Faculty of Economics, Universitas Islam Indonesia 

 

 
Figure 1. Research Model 

 
METHOD 

Data 

The population in this study was industry engaged in the field of creativity, such as fashion, 
accessories, and beauty cosmetics in Indonesia. These fields were chosen because they include 
creative industries which require attractive training to create individuals who have a high level of 
creativity. In addition, leaders in the creative industries certainly have a high level of creative 
intelligence and it is often oriented with the members’ creativity. The population in this study is 
amount unknown, so the questionnaire distributed were 180. In total 155 questionnaires were filled 
by respondents, but only 106 (59%) questionnaires were valid because many data were not relevant 
to the characteristics used in this study. The sampling technique used in this study was purposive 
sampling. This sampling pays attention to population characteristics so that samples representation 
(Rahi, 2017). The characteristics of the sample are individuals who work in creative industries where 
they are demanded to have high creativity and have worked for at least 6 months. 

The data source in this study used primary data. The primary data source is data obtained 
from the first source of information so that a researcher can collect the relevant data (Emmanuel and 
Ibewawuchi, 2015). Primary data of this study were obtained from the distribution of questionnaires 
to individuals who worked in cosmetic companies for 4%, individuals who worked in the field of 
fashion and medicine for 66%, and individuals who worked in the beauty sector for 30%. The primary 
data obtained is the respondents' perceptions of creative oriented leadership, gamified training, 
communication skills, creative intelligence, and collaboration skills. 

 
Measures 

Creative oriented leadership 

Creative Oriented Leadership is a leadership style that direct the members to have a creative attitude, 
provide opportunities and facilities that encourage the member’s activity creativity. Variable 
measurement consists of 6 items, they are 1) Receiving new ideas from subordinates without scathing 
criticism 2) Willing to explore subordinate ideas that seem not promising 3) Encouraging renewal of 
the process of making new products 4) Encouraging updates on new ways of working 5) Encouraging 
the creation of new ideas for completing work 6) Encouraging changes to fundamental changes in 
existing products and services. These indicators were adapted from the research of Amabile (1985) 
and (Ahmadi & Nasirivahed, 2007). The indicators measured by using a Likert scale of 1 = strongly 
disagree to 5 = strongly agree. 

 
Gamified training 

Gamified training is training given to organizational members using game pattern, starting from 
determining needs, preparing facilities, materials, locations and post-training rewards. There are 6 
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indicator items adopted from Palmer, Lunceford, and Patton (2012) and (Dahar, 2015),they are; 1) 
Training determined by participants' proposals 2) Forms of training according to participants' needs 
3) Training facilities in accordance with participants' proposals 4) Training materials designed 
according to the tastes of participants 5) Trainers understand the training needs needed by participants 
6) Participants get training rewards when they reach the target in training. 

 
Communication skills 

Communication skills are skills to express meaning to others to reach agreement and skills to use 
language and nonverbal communication that reflect the skills of building effective communication. 
Indicators were adopted from (Ferguson, 2002) and (Iksan et al., 2012)consist of 8 items, namely 1) 
Communication ability to complete work through oral 2) Communication ability to complete work 
through writing 3) Communication ability to complete work through body language 4) Ability to 
provide feedback in communicating with others verbally 5) Ability to provide feedback in 
communicating with others in writing 6) Ability to provide feedback in communicating with others 
through body language 7) Ability to achieve mutual understanding 8) The ability to reach agreement 
when communicating. 
 
Creative intelligence 

Creative intelligence is the ability to think and act creatively in completing work. Five-point Likert 
scale with 4 items was adopted from (Torrance, Fitzgerald, and Batson, 2000) and (Woodcock and 
Crow, 2010)including 1) Ability to produce new ideas or ideas that do not exist previously to complete 
work 2) Ability to learn new things 3) Ability to obtain and use knowledge from anywhere 4) Ability 
to adjust requests requested by consumers. 

 
Collaboration skills 

Collaboration skills are the ability to work in team that show strong communication skills, the ability 
to share knowledge, and the willingness to find time to support teamwork where all members must 
be responsible. This is measured by using 6 items obtained from (Bosch-Sijtsema, Rouhomaki, and 
Vartiainen, 2010; Fruchter and Ponti, 2010; Dyer and Reeves, 2000) they are; 1) the ability to 
cooperate in a team to achieve common goals 2) the ability to motivate members in a team 3) the 
ability to adjust to group dynamics 4) the ability to avoid issues that harm the group 5) the ability to 
overcome misunderstandings that exist in a team 6) the involvement in solving problems in a team. 
 
Results 

Descriptive statistics and hypotheses testing 

The data was analyzed using SPSS 22 software program. The use of this software makes the 
researchers easier to find out whether the proposed hypothesis will be accepted or rejected. Data 
analysis techniques used included descriptive statistics, Pearson product-moment correlations, 
multiple regression and absolute difference in reliability and moderation. Table 1 describes descriptive 
statistics and discriminant validity. 

 
Table 1. Summary of Descriptive Statistics 

Variable Means SD COL GT CS CI ColS 
Creative Oriented Leadership (COL) 3,94 3,519 1     
Gamified Training (GT) 3,48 3,844 0,350* 1    
Communication Skills (CS) 3,87 4,553 0,560* 0,496* 1   
Creative Intelligence (CI) 4,03 2,244 0,473* 0,344* 0,706* 1  
Collaboration Skills (ColS) 4,06 3,387 0,518* 0,442* 0,705* 0,715* 1 
Note: *Correlation is significant at the 0.05 level 
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Table 2. Summary of Hypotheses Testing 

Hyp 
Dependent 

Variable 
Independent 

Variable 
Beta T-Test R² F-Test Conclusion 

H1 Gamified Training Creative 
Oriented 
Leadership 

0,382* 3,812** 0,123 14,528** Supported-
positive and 
significant effect 

H2 Communication 
Skills 

Gamified 
Training 

0,588* 5,827** 0,246 33,952** Supported-
positive and 
significant effect 

H3 Creative 
Intelligence 

Gamified 
Training 

0,201* 3,741** 0,119 13,996** Supported-
positive and 
significant effect 

H4 Collaboration Skills Gamified 
Training 

0,389* 5,020** 0,195 25,204** Supported-
positive and 
significant effect 

Notes; * (beta) **sig at p<0,05 
 

Table 2 shows the results of hypothesis testing. Hypothesis 1 shows a significant positive 
effect between gamified training and creative oriented leadership. This is indicated by the existence 
of a significant value of 0,000 (p <0.005) with t-count value of 3.812 (t-count > 1.6596) and 
coefficient of 0.382 so that this hypothesis is accepted. This is possible if a leader is oriented with 
creativity, accepts new ideas from members, is willing to explore subordinate ideas, is able to 
encourage renewal of the process of making new products, update new ways of working and new 
ideas of conceptual training. So that, it produced a training that can motivate individuals to do tasks 
pleasantly and interestingly, and maximize their learning and retention. This supports the research of 
Kiryakova, Angelova, and Yordanova (2014)about gamification in education, teachers who are able 
to think creatively and understand the needs of their students are able to create gamified training to 
motivate and engage them in learning. This allows a leader who is oriented to creativity to be able to 
create gamified training for his subordinates. 

Hypothesis 2 states that there is a significant effect between gamified training and 
communication skills. Based on the table above, the significance value is 0,000 (p <0,005) with a t-
count value of 5.827 (t-count> 1.6596) and a coefficient value of 0.588. So that this hypothesis is 
accepted, if the company implements training that is determined by the participants' proposals, 
according to the needs and tastes of the participants and giving rewards as appreciation for the 
participants during the training allows participants to improve their ability to communicate both orally, 
textually, and body gestures. The concept of gamified training can improve the ability to communicate 
with others so that work becomes easier with sharing experiences. This supports the research of Fisher 
(2007); Russell and Fisher (2009), it is stated that games can improve technical communication, cross-
cultural workplace communication(Robinson et al., 2000), logistics and supply chain management 
(Reiners et al., 2012), history (Corbeil and Laveault, 2011),and interpersonal relations (Witte, 2014). 

The results of hypothesis 3 state that there is a significant positive effect between gamified 
training and creative intelligence. This is evidenced by the significance value of 0,000 (p <0.05) with 
a t-count value of 3.741 (t-count> 1.6596) and a coefficient value of 0.201 so that H3 is accepted. 
The concept of gamification in training allows participants to think more creatively to solve challenges 
in training and motivates them to learn new things to achieve the rewards provided by trainers. This 
will be applied in the world of work so that work will be easy and produce new innovations for the 
emergence of these creative ideas. This is supported by the research of (Skarzauskiene, 2015)that 
defines gamification as one of methods that can encourage collective intelligence through collective 
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creativity so that individuals can solve work problems well and bring innovation to existing business 
developments. 

Hypothesis 4 states the influence of gamified training and collaboration skill. Based on table 
2, the significance value is 0,000 (p <0.05) with a t-count value of 5,020 (t-count>1,6596) and a 
coefficient value of 0,389. This shows a significant positive effect between gamified training and 
collaboration skills so that H4 is accepted. The effect of the gamification concept which gave rise to 
the ability to cooperate in a team is to achieve a common goal. Gamification also enables the ability 
to motivate others and increase individual involvement in solving problems in groups because of the 
implementation of game elements such as prizes, points, leaderboard, and achievement badge so as 
to increase collaboration skill within a team. In accordance with the research of (Li et al., 2013), 
gamification can foster a participatory approach and collaboration skill among colleagues and 
motivate participants to help each other to achieve common goals. Collaboration skill is very 
influential on the success of a team in completing work so it needs to be improved with a gamified 
training concept. 

Finally, the table also shows the results of R² for the research model. The findings indicate 
that a 12.3% variation in gamified training is caused by the presence of creative-oriented leadership. 
Then, gamified training can explain communication skill variable of 24.6%, creative intelligence 
variable of 11.9%, and collaboration skill variable of 11.5%. 

Table F explains whether there is an influence between the independent variables and the 
dependent variables. Hypothesis 1 has a significance value of 0,000 (p <0.05) with F-count of 14,528 
(F-count> 3.93). Hypothesis 2 shows a significance value of 0,000 (p <0.05) with F-count of 33,952 
(F-count> 3.93). Hypothesis 3 shows a significance value of 0,000 (p <0.05) with F-count of 13,996 
(F-count> 3.93). Hypothesis 4 shows a significance value of 0,000 (p <0.05) with F-count of 25,204 
(F-count> 3.93). Therefore, the model used in this study is feasible or fit. 

 
Discussion and Conclusion 

This study contributes to the literature on the concept of gamified training. It is specifically integrating 
the concept of gamified training and individual’s soft skills in an organization through creative 
creativity. Creative-oriented leadership is proven to be able to create a pleasant training atmosphere 
such as gamification. A leader who is oriented towards creativity has the ability to conceptualize 
training with great interest so as to achieve efficiency. Some individuals who have different needs 
and tastes must be analyzed carefully so that training is on target so that they can maximize 
performance after getting training. Then as technology develops, leaders must also be able to develop 
their subordinates' ability to optimize their skills through good training. 

In addition, gamified training can improve the communication skills of participants because 
gamification stimulation directs them to exchange information and discuss about how to complete 
games in the context of training. Osipov et al., (2015) prove that there is an increase in the 
communication capabilities of users in the application of gamification in an e-learning application. 
Gamification is felt to be able to improve communication and interaction between participants both 
within and outside the group. Communication skills possessed by individuals will greatly influence 
the results of their performance and allow them to exchange experiences of new ways of working 
and new ideas in completing work. 

The application of the game on training enhances individual creative intelligence. They will 
be motivated to produce ideas or innovations in solving challenges in training. The participants will 
try to explore their creativity to get the top in the training so that they get the desired reward. Burke 
(2012), mentioned that gamification can design behavior, develop skills, or involve people in 
innovation. Moreover, implementing certification in training can increase collaboration among 
participants so that it makes people easier to work together in achieving common goals. 

This research contributes to the importance of using gamification in training. Our first 
contribution is that individual perceptions of their leaders reflect that their leaders accept individual 
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ideas well. The leader was able to encourage the renewal of new ways of working for the existence 
of the company in competing. At present, the training provided by the company has been 
conceptualized in such a way without any proposals from subordinates. The gamified training tries to 
modify the training by giving rewards after participants complete the training. The reward after 
training has not been fully implemented so that individual motivation may be lacking. Leaders who 
are able to be oriented towards creativity are also proven to be able to create appropriate training for 
their subordinates so that they are right on target and get feedback on improving their performance 
after training. 

Second contribution is that individual perceptions about the training currently provided by 
the company can improve their soft skills and make them easier to do their assignments both 
individually and in groups. Gamified training is proven to be able to improve their abilities which they 
can then apply in the real world of work. They have good communication skills and the creativity to 
create ideas so they can share with groups to complete the work. 

The third contribution is addressed to the Creative industry to apply Gamified training. 
Creative industry such as fashion and beauty cosmetics companies can design training by giving 
opportunity for employee to have service skills to customer by wearing company products. For 
example, training on how to mix and match clothes and accessories that are appropriate to use and 
match the events determined by the trainer (for example formal, non-formal, and casual events). 
During the training, the participants presented the results on how to mix and match clothes in all the 
events that had been conceptualized by the previous trainer. The effect of this gamified training is 
that all participants try to practice and compete with others to further explore their knowledge and 
creativity in order to reach points and occupy the first rank so that they are rewarded by the trainer. 
This kind of effect can later be useful when participants serve the needs of fashion consumers deftly, 
helping to recommend an outfit that suits what consumers need.  

Additionally, in the field of beauty cosmetics, participants were given training on how to apply 
makeup properly along with information about various cosmetics, various skin types and solutions to 
various skin problems and their solutions. Participants competing to show their results in decorating 
themselves in accordance with their respective skin conditions. The best application of makeup will 
be rewarded so that the competitive effect is very visible. This is what triggers them to improve various 
kinds of soft skills such as creativity, communication between peers and collaboration to solve existing 
problems, in this case is able to recommend and inform cosmetics what suits the needs of each 
consumer and also proficient in providing application examples to consumers if needed.  

 
Managerial Implication and Research Limitation 

The managerial implication obtained from this study is that a leader must have creativity oriented to 
be able to encourage members to think creatively. In addition, leaders must also create training that 
is conceptualized with gamification, so that the training becomes interesting and fun. Such fun 
training can foster an attitude of continuing to learn and improve the skills they have. These soft skills 
are very useful for creating efficient individual performance. But keep in mind that gamified training 
is not the single most effective training method. The organization must also adapt the training method 
to existing conditions and needs such as who will receive the training and how the training is 
appropriate for the participants at that time. The challenge is not just updating existing training 
methods, but also understanding what methods are needed by participants along with consideration 
of the analysis of the costs incurred and the results. 

This study has several limitations such as the limited number of respondents and only covers 
the field of fashion and beauty. Then, distributing questionnaires online and indirectly makes the 
information collected is lacking. In selecting respondents, further researchers are recommended to 
select individuals who enter digital organizations who work in training centers as respondents in 
research. It is expected that they can use the gamified training concept if their clients use the training 
services they provide. Future studies may be able to examine the relationship of other variables that 
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can improve gamified training such as Culture Innovation or Bleisure Motivation. The concept of 
gamified training that has been tested in this study can be further developed in the form of modeling 
concepts and experiments on training that are visualized with certain game techniques on certain 
research objects. 
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