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Abstract. Corporate social responsibility is the lates trend, and at the same time
an essential dimension of modern successful companies, including the companies
in North Macedonia. Considering the social and climate changes that affect the
way companies operate today, responsible social work, social community in-
volvement and environmental protection become important criteria for assessing
companies’ success. Good corporate and responsible management is considered
today as a prerequisite for creating an attractive investment climate. The
challenge of being socially responsible is not only attractive for the companies,
but it is also popular for individuals. Nowadays, there are many environmental
issues in North Macedonia which can be solved relatively easy. Such problems
include pollution (air, water, soil), generating unsustainable waste, waste dis-
posal, etc. All these problems can be managed by changing individuals’ habits
and encouraging socially responsible behavior. However, the opportunities for
individuals to engage in such activities are extremely limited.

This paper presents the mobile application Challenger which incorporates so-
cial responsibility and gamification. The main goal of the designed and imple-
mented tool is to help companies and individuals in North Macedonia to engage
in activities with positive impact on society. This also helps companies to attract
more customers and motivates individuals to achieve a predetermined goal with
their behavior, set by the game creator.

Keywords: Social Responsibility, Corporate Social Responsibility (CSR),
Gamification, Mobile Application.

1 Introduction

The trend of being socially responsible is global and fast growing nowadays and it is
slowly but surely penetrating the Macedonian market. The main problem addressed in
this paper is the lack of motivation and opportunities for Macedonian companies and
individuals to engage in socially responsible activities. Research shows that 55% of
online respondents, from more than 60 countries, base their purchasing decision on how
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socially responsible the company is, meaning, they are willing to pay more for products
and services offered by companies that are committed to positive social behavior [1].
These insights further reinforce the fact that socially responsible behavior and social
responsibility as a concept in general, plays an important role in company operation.
Therefore, the social responsibility trend can be seen as a powerful competitive
advantage of a company, which can be based exactly on the level of the company’s
social responsibility. There is a national agenda in North Macedonia for corporate
social responsibility, as well as annual awards for the most responsible companies'.
This worldwide trend for social responsibility is an excellent indicator for the necessity
of a tool capable to gather the companies and to produce innovative ideas and strategies
to increase their social value. It is also worth to mention that many companies face with
a lack of resources for organizing socially positive activities, as well as a lack of cam-
paigns for their promotion.

However, the challenge of being socially responsible is not only attractive for the
companies, but it is also popular for the individuals. Nowadays, there are many envi-
ronmental issues in North Macedonia which can be solved relatively easy. Such prob-
lems include pollution (air, water, soil), generating unsustainable waste, waste disposal,
etc. All these problems can be managed by changing individuals’ habits and encourag-
ing socially responsible behavior. However, the opportunities for individuals to engage
in such activities are extremely limited.

The above-mentioned issues prompted the idea for designing and implementing a
tool which can help companies and individuals in North Macedonia to engage in activ-
ities with positive impact on society. The presented mobile application Challenger im-
plements game elements as well.

2 Corporate Social Responsibility

The most general and global definition of corporate social responsibility (CSR) is based
on the relationship between the company, the government, and the people. A more
focused definition is that CSR is based on the relationship between the company and
the society in which it operates. Another definition is that CSR is focused on the
relationship between the company and its stakeholders. Various authors have different
explanations for what CSR is. Some argue that CSR is an incredible marketing tool for
the company and therefore these socially responsible activities should be led by the
marketing department [2], or that CSR should be used to improve company's brand and
reputation [3]. Other authors explain that companies need to be socially responsible,
because that is the right way to behave [4].

Every company willing to compete effectively in the market, is forced, consciously
or not, to implement a strategy to gain a competitive advantage. This means being at
least one step ahead of the competition. The basis of a competitive advantage can be
almost any tangible or intangible asset that has specific characteristics. Recently, the
source of competitive advantage is sought in socially responsible activities. Proper and

! https://economy.gov.mk/Upload/Documents/Jubilejna%20broshura%20ME.pdf
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pragmatic implementation of the concept of corporate social responsibility allows
companies to receive many benefits, i.e., improved performance over a long period of
time.

Global Consumer Survey 2013 found that CSR remains a powerful differentiator,
influencing consumer behavior and company’s reputation [5]. Most of the respondents
emphasized that they perceive companies involved in CSR in a positive way, trust them
more and are more loyal. The respondents also added that it is acceptable for the
company not to be perfect if it is honest and transparent about its CSR efforts. Recent
research has also confirmed the overall positive effect of CSR on consumers’
willingness to pay for the goods and services offered by such businesses [6] [7].

Some of the companies with the best CSR reputation are Google, Microsoft, The
Walt Disney Company, BMW, Lego, Datmler, Rolls-Royce, Rolex, Intel, etc?.

3 Gamification

Gamification is an application of game elements and principles into nongame environ-
ments [8]. It can also be defined as a set of activities and processes for solving problems
using the characteristics of game elements. The popular opinion is that video games are
just a form of entertainment. But what is interesting is that they have many more uses.
The psychology behind the games can be used to motivate people [9]. There is a
growing trend of using games to actively engage and motivate employees [10]. Turning
users into “players”, a term that indicates proactive effort and activity, is a key element
of the gamification process. It’s about turning passive consumers (or employees) from
recipients of products/services (or commands/orders), into active, involved,
enthusiastic advocates of companies’ products and offers (and powerful drivers of
business activities) [11].

3.1 Using Gamification to Strengthen Corporate Social Responsibility

An increasing number of companies implement gamification in their communication
strategies. This way they are trying to attract the attention of various stakeholders in
their efforts to protect and sustain the environment, as well as to deliver innovative and
convincing messages to their audience [12].

The implementation of gamification in business practices takes advantage of the
natural human desire to play games. Gamification uses elements of a game but adapts
them in a context whose main purpose is not the game, but to achieve a sense of
involvement that will motivate people or encourage a change in their behavior.
Gamification highlights positive emotions and experiences and therefore it may
significantly affect people's behavior. Gamification is successfully implemented in
various areas and contexts such as education, health, sports, transportation, civic
learning, sustainability, as well as in online communities and social networks [13].
Specialists in marketing, human resources, public relations, and communication use
gamification for a variety of purposes. Some of these goals are raising awareness of

2 https://youmatter.world/en/companies-top-100-best-csr-reputation/
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environmental issues, facilitating sustainable behavior, improving work efficiency,
increasing motivation to learn, desire for information, improving the early stages of the
innovation development process, increasing productivity, and contributing to social
networking.

Gamification is a useful tool that can be used to deliver a CSR campaign [14]. To be
successful, and satisfactory, the primary focus of such a campaign should be on the
quality and content. For the successful implementation of gamification in the CSR
campaign, several elements of the game are particularly important. Essential
components include a meaningful story with an exciting context, clear goals and rules,
valuable rewards, progress tracking, instant feedback, social recognition,
communication between people, achievable tasks, and the ability to track the activities
of other users. Not all elements need to be included, but it is important to use the various
elements of the game in combinations made according to the specific needs of the
company and the stakeholders. Gamification is proved to be an innovative and popular
method through which companies manage to involve and engage their stakeholders in
solving problems related to social responsibility and sustainability [15]. According to
IDC Energy Insights, 60 percent of the world's energy retailers will have used at least
one gaming app by 2016 [16].

Involvement in entertainment and games can greatly improve stakeholder awareness
of environmental issues and increase their participation in environmental activities.
This is good for both business and society. Gamification proves to be an effective tool
that plays a major role in achieving CSR activities through the involvement of
employees and the community like never before. Employees have a key role in the
success of any company. As part of a company's socially responsible program,
gamification techniques can increase employee interest and long-term commitment
[17].

Some of the companies that use gamification to strengthen their corporate social
responsibility are the following: The Social Coin’, White Wave Foods*, WeSpire, SAP,
Toyota, City Bank, RecycleBank®, Nissan® (with Carwings challenge), Nike (with
Stronger Ever Run campaign), Medigenix’.

4 Mobile Application — Challenger

The inspiration for the presented idea in this paper is primarily the air pollution in
Skopje (Republic of North Macedonia) and the lack of motivation among people to take
action to reduce it. Driven by the fact that more and more people are affected by the air

3 https://medium.com/@GamificationPlus/the-social-coin-gamification-in-csr-strategy-that-

works-af5e5d568cd6

4 https://www.prweek.com/article/1314544/value-gamified-csr

3 https://www.givingforce.com/5-businesses-using-green-gamification-to-save-the-world/

¢ https://www.businessinsider.com/game-mechanics-everywhere-nissans-leaf-rewards-you-for-
eco-friendly-driving-2010-12

7 https://www.mediagenix.tv/news/celebrating-earth-day-mediagenix-launches-lease-bike-pro-
gramme-as-part-of-greater-commitment/
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pollution, there is a potential to motivate them to become active participants in the pro-
cess of managing this problem, rather than keep standing on the side and be the cause
of increased CO2 emissions.

Starting from the fact that the people in RN Macedonia are price-sensitive and that
there is a lack of motivation for undertaking activities to solve the given problem, we
see the need for a tool, a mobile application, which will combine these two issues.
Challenger is an application which encourages socially responsible behavior. Users of
this application can participate in challenges and complete them by doing one of the
following activities:

— Cycling

— Hiking

— Walking.

The aim is to raise the awareness of people for building a better society, and to give
motivation to users to choose alternative transport methods as often as possible. Mile-
age by bicycle or on foot is converted into Challenger points, which can then be used
to get free or discounted products/services at the Challenger Store. With the number of
kilometers traveled, users compete among themselves and climb to the top of the lead-
erboard, and together with their friends and the whole Challenger community, are mo-
tivated to be better each day. Challenger can be considered as the first green marketing
channel, which lowers CO2 emissions. The main screens of the Challenger application
are represented in Fig 1.

Fig. 1. The Challenger application

4.1 Business Opportunity and Limitations

Small and medium-sized businesses (SMBs) are economy drivers not only in RN Mac-
edonia, but worldwide as well. Having in mind the fact that Macedonia is a developing
country which depends completely on the development of small and medium-sized
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businesses, the government of Macedonia adopted a strategy to encourage and
strengthen SMBs in the period of 2018 to 2023. Thus, SMBs are considered as drivers
of inclusive economy growth and a basis for productive and sustainable jobs founda-
tion. This fact indicates that in this period it will be possible to establish new businesses
that will need promotion on the domestic market, as well as strategies to attract cus-
tomers. Start-up and small businesses usually have problems with attracting prospective
customers, while existing businesses face obstacles in creating loyal customers and at-
tracting new target groups.

With the Challenger app business model, small businesses have a new marketing
opportunity which is more effective since Challenger brings customers directly to their
stores/bars to try their products/services. Additionally, this marketing type is still in-
completely exploited in Macedonia, thus there is a space for new companies on the
market. It should be emphasized that Challenger motivates people to be more socially
responsible, and thereby significantly differs from most of the companies.

When it comes to potential limitations and challenges associated with the implemen-
tation of the Challenger application, we can anticipate and name a few:

— Legal and Compliance Considerations: Depending on the geographic location
and industry, there may be legal and compliance requirements that need to be
addressed. It's important to ensure that the product adheres to relevant regulations
and guidelines, such as data protection laws and employment regulations.

— Competitive Landscape: As the market for employee engagement and sustaina-
bility solutions grows, there may be increased competition from similar products.
Staying ahead of the competition and continuously innovating by introducing Al
and superior data analytics will be a MUST in order to meet evolving market
needs and maintain a competitive edge.

— Data Privacy and Security: Since the mobile application involves tracking and
collecting user data, there is a need to prioritize data privacy and security. It is
crucial to implement robust security measures to protect user information and
comply with relevant data protection regulations.

— No investments for rapid growth and entrance into various European mar-
kets. Even though we are using different ways (free of charge) to enter Balkan
markets we definitely saw that we need to have PR and marketing budgets in
order to take the lead in each respective market.

4.2  Opportunities for Long-term Market Existence

First of all, Challenger users are active people that consciously choose walking, cycling
and public transport to protect nature. They enjoy those activities in their everyday life,
so this application gives them further motivation. Additionally, the fact that the Chal-
lenger users get something in return for every passed kilometer, offers a potential to
create a large group of users. On the other hand, social responsibility is becoming an
actual theme, that will be developing significantly in the following period. This trend
has recently started in North Macedonia and the number of people participating in so-
cially responsible behavior increases constantly. All businesses in North Macedonia are
welcomed to be part of Challenger concept. According to our knowledge, there are no
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tools and platforms in Macedonia which can help businesses to promote their social
responsibility. In this direction is the statement of Semos company?®, which is one of the
companies in Macedonia practicing socially responsible activities. When Challenger
idea was presented, the company expressed considerable interest to participate in spon-
sored challenges, because so far, they didn’t have an opportunity, or a tool to promote
and highlight their socially responsible activities. Social media, printed materials and
TV were the only way for promotion. Due to the popularity of socially responsible
activities, and the growing number of users, we strongly believe that Challenger is a
platform with sustainable growth and has an opportunity for long-term market exist-
ence.

4.3  Competition

The following part presents Macedonian and international competitive companies, as

well as their services, strengths, and weaknesses.

Macedonian competitive companies:

1.  Grouper’

Services: 20% - 70% discount on selected products.
Strengths: 8 years on the MK market, direct money transaction, 200 000 sub-
scribers, 30 000 active users of the application, alternative marketing tool.
Weaknesses: Retain 50% of conducted transactions, target groups for buying
certain products/services can’t be identified.

2. Kupinapopust!"

Services: 20% - 70% discount on selected products.
Strengths: Alternative marketing tool.
Weaknesses: Retain 50% of conducted transactions, target groups for buying
certain products/services can’t be identified.

International competitive companies:

1. SweatCooin

Services: A rewarding application for hiking.
Strengths: Large number of users, direct money transaction, easy to use.
Weaknesses: The app requires the location from the mobile phone, as well as
permanent Internet connection, the design should be improved.

Services: App that encourages socially responsible practices (collecting
garbage, water/electricity savings, etc.).

Strengths: App that offers various types of activities that help the cycle of sus-
tainable living, global app, does not depend on local sellers.

Weaknesses: There is no tracking system to prove performed activities, lack
of reliable method to prove activities that produce points, users are not
rewarded, adding friends is difficult, additional features are charged extra.

8 https://www.semos.com.mk/
9 https://grouper.mk/
19 https://kupinapopust.mk/
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2y idokick
3. b},f{ deKeck

Services: Fitness and tracking application.
Strengths: The app is linked to all existing apps, can be connected to smart
devices, generates individualized fitness programs.
Weaknesses: Users are not rewarded, there aren’t any challenges that motivate
users, additional features are charged extra.

.

Services: Wellness application.

Strengths: Loyalty program for wellness centers, health and life insurance pol-
icies, partners (Nike, Spotify, Netflix, Amazon), have their own Wellness city
Weaknesses: Limited to US market, certain app features are chargeable.

5. (lncent

Services: Fitness and tracking application.

Strengths: Fitness center fees, rewards/discounts for certain users for fitness
centers.

Weaknesses: For companies only, chargeable.

In the competitors’ section we also want to dedicate a place for the tracking
applications. In the first few months, our application had its own tracking mechanism.
After gathering feedback and testing, we recognized that on the market there are well
established tools that specialize in tracking kilometers, so instead of competing with
them, we decided to use their services and incorporate their tracking mechanisms into
the Challenger application. For this reason, today, we use Strava for kilometers biked
and the services of App Health and Google Play for the kilometers walked. In the future
we would like to offer users an opportunity to choose which application they would
like to sync with.

4.4  Functionalities of Challenger

The Challenger application consists of the following functionalities:

Challenger Points. A “green” kilometer is every kilometer travelled on foot or by
bicycle. Every green kilometer is equal to 5 challenger points. The more challenger
points users get, the higher they climb on the leaderboard and the more discounts they
can buy from the Challenger Store.

Challenges. Challenges have a target and a predetermined prize. Normally, users are
asked to join a challenge, collect the green kilometers on foot or by bike before the
other participants of the same challenge and win the prize. The reward and the number
of rewards of the challenge is determined by the company that sponsored that certain
challenge. By sponsoring challenges, these companies at the same time are doing good
for the society, motivating others to participate in socially responsible activities. On the
other hand, companies gain a greater competitive advantage and position themselves
more favorably in the eyes of their customers. The design and functionality of the
challenges is shown in Fig.2 where we see the goal of the challenge and the prize users
can win.
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Challenges

Direct REWARD from

businesses to the users Slasping besuty cereote
that complete the
challenge

Fig. 2. Available challengers in the application

Challenger Store. In the Challenger Store, as displayed in Fig 3, companies can place
discount coupons for their services or goods. After collecting enough Challenger points,
users can exchange them for a discount voucher for the products currently available in
the store.

Challenger
Store

Fig. 3. Challenger store

Statistics. The statistics sum up the users’ progress, showing their total green km,
awards received, CO? emissions saved. Statistics serve as a visual representation of the
good achieved together with the Challenger community, giving a sense of pride and
motivation to be more socially responsible with each coming day. Fig.4 displays the
design of the statistics screen within the Challenger application.
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Jovana Gerasimoska

gerasimoskaj@yahoo
* 171

Fig. 4. Challenger statistics

Leaderboard. The users collecting the greenest kilometers will be at the top of the
leaderboard, visible on the design screen in Fig.5. Users can share their current rank on
social media to motivate others. Periodically, there are prizes for the first few on the
leaderboard.

Leaderboard

teodora
tcizbanoska@amail.com

Green km bring
you to the top of
the leaderboard
and progress can
be shared!

Fig. 5. Leaderboard — users’ ranking
4.5  Sales Methods

Challenger is a free mobile application which can be downloaded on smart phones from
Google Play Store and Apple AppStore. Because of its type, this application requires
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direct sales (face to face) in attracting small businesses that will offer their product/ser-
vices with discount through the Challenger store. This means that our sales agents
should meet with small businesses representatives or communicate with them through
email to determine the terms of collaboration and define marketing service contracts.
Once the product/services quantities and discounts are defined, Challenger team will
post them in Challenger store. After certain time on the market, the goal is small busi-
nesses to be qualified to post their own products in the Challenger store. This should be
accomplished first by filling a form that will have to be approved by Challenger team.
Google Form will be used temporarily for this purpose.

4.6  Achievements for the Past Several Years

In the past several years, Challenger has been recognized and won the following
awards:
— 3rd place at the Skopje Startup weekend, 2018
Finalist at European Youth Awards, 2019
Finalist at Social Impact Award, 2019
Ist place at the Balkan Green Foundation, 2019
FITD Macedonia — grant
Total investment of 20.000 $

Since Challenger started as an idea in 2018, after winning the first investment, a
company was formed with 5 co-founders. The mobile application was officially
launched in September 2020 and for 1 year it was a B2C only application. In 2021 we
recognized an opportunity to do more and form a partnership with SOS Children Vil-
lages. This is when we started a campaign named IT4Charity where we motivated IT
companies to be more active and donate money for each kilometer their employees
make. The campaign continued in 2022 and 2023, spreading regionally in Croatia, Bos-
nia and Herzegovina, Kosovo, and Armenia.

Additionally, we seized a new opportunity to start offering the Challenger applica-
tion as a B2B solution and in 2021 we started collaboration with companies that used
Challenger as an internal tool to motivate their employees. This was a new revenue
stream for our solution. Having in mind the above development we can state the fol-
lowing statistics and impact in the past few years:

Challenger’s impact in numbers:

— Users— 11016

— Companies who use Challenger as a tool to motivate employees — 55

— Employees — 2820

— Small Businesses who motivate users by giving rewards — 132

— Total Green Kilometres by the Challenger community

e Walked: 2.885.579 km

e Biked: 844.601 km

e Total: 3.730.181 km
— Saved CO2 emissions by the Challenger community - 969.847 kg
— Fundraising campaigns for SOS Children Villages - 10 campaigns
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4.7  Business Model

Every business can decide whether it is interested to participate and be part of the Chal-
lenger application by sponsoring a challenge or by placing a discount voucher for its
products or services in the Challenger store. Businesses get their own page, with infor-
mation of their business, brand, contact, location, and details of what they offer. Con-
sumers become aware of the brand, but also of the socially responsible side of this
business.

Placing the business on the Challenger app, to either sponsor a challenge or be a part
of the store, is considered and charged as a marketing service, for which Challenger
charges a certain marketing fee. Depending on the package of services that the business
will choose, the prices vary.

5 Conclusion

Conducting the research for the purpose of this paper, we perceive the importance and
the effect of gamification in our daily lives, learned the level of awareness of companies
for social responsibility, as well as the level of awareness of individuals.

Every individual behavior is based on a previously formed habits. It has been scien-
tifically proven that gamification can affect peoples’ habits, and this is the essence of
the need to create a mobile application, such as Challenger. Gamification is easy to
implement in almost all the activities of a company, and the examples show that it is
used to increase motivation and change behavior.

Nowadays, companies are interested to increase their social responsibility and
networking, involving their employees. One of the main companies’ priorities is the
health of their employees and therefore many companies decide to invest in employees’
general well-being.

In North Macedonia, we need a great deal of motivation to change some of our habits
for better, such as not choosing to travel by car as a means of transportation in a city
where there is no need for that. This habit can be changed by raising the awareness
about the pollution coming from cars and how much harmful CO? emissions are saved
when we walk or cycle. The awareness about socially responsible behavior is increasing
every day and now is the right time to place such a product on the market.

Research shows that social responsibility already plays a major role in corporate
business strategies, becomes part of their daily routine, their annual goals, and plans,
and is incorporated in the marketing strategies. This confirms the need for a new
product, which will motivate companies, their employees, local businesses and, in
general, the citizens of our country, to go one step further towards socially responsible
behavior.
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