
How big of a reward does it have to be 
to make your Facebook fans overcome 
their fears, put their lives on the line, 
tell your message to everyone, and 
stand in a cage full of tigers? 

This is just what happens in a cam-
paign from my last agency where we 
had Domino’s Facebook fans doing 
that. An understanding of the reward 
system and the implications of it’s 
longevity and scalability is a tip I have 
for you.

Rewards fall into 4 categories. I like 
to call them ‘The 4 Gs’: Goods, Glee, 
Glory and God.

Goods are the physical goods and 
discounts given as prizes. These re-
wards supply our basic animal needs. 
I’m sure you’ve tried your share of 
coupons, sweepstakes and raffles to 
get some product reward. GOODS 
are a great way to get a fast boost of 
players. The problem is that over time, 
it gets harder and harder to scale and 
keep interesting. Even if you start at 
just 10% discount coupons, to keep 
the players interest, eventually that 
raises to just giving away everything. 
The alternative is it stays and just 
becomes that weekly spam coupon 
discount throughout the mail. 

Glee rewards tap into our inner youth, 
and is how we were wired to learn 
since we were babies. The glee reward 

is often triggered once a challenge has 
been achieved using some creative 
solution. This gives a player a deeper 
insight into their own capabilities. 
Simply put, they learned something 
new, or found a new skill. You know 
you have accomplished this when 
players let out little chirps of GLEE as 
they successfully complete a chal-
lenge. What is happening is that when 
players overcome some challenge 
using new skills or creative thought, 
new neural connections are formed in 
the brain. These neural connections get 
stronger with increased challenge and 
repetition. The mind loves learning new 
things. After every successful chal-
lenge, the brain lets out small amounts 
of Dopamine. This chemical release 
gives us the same feeling as getting 
high in many ways. That’s one reason 
why games are so addictive. So GLEE 
can be a great scalable reward as long 
as the challenge is able to increase 
with the player’s skill.

Glory. What’s the point of winning 
if you can’t share it on Facebook? Or 
as Aristotle would say, “Whatever 
pursuit it is that constitutes existence 
for a man or that makes his life worth 
living, he desires to share that pursuit 
with his friends.” The GLORY reward is 
what drives gamers to make it top of 
the leader boards, earn the gold medal, 
to wave to mom from the winner’s 
podium, with everyone watching. When 
integrated correctly, your glory reward 

with grow in scale along with your 
loyalty program.

God is the highest reward puller of 
them all. Games are incredibly clear in 
how the outcome will turn out. Through 
the use of feedback loops and interac-
tive environments, players feel that 
they have a clear influence on their own 
destiny. They will beat the challenge and 
win, or mess-up and loose a life. The 
clear decisive outcome as a reaction to a 
clear action, is something that does not 
happen often in the real world for most 
people. Most people feel that many 
outside forces are more in control of 
their destiny than they are. Games allow 
them to put influence on life’s destiny, 
however virtual, and feel in control. Time 
and time again, when in a campaign, 
and we gave control over to the audi-
ence, they amazed us every time.

To trigger the GOD reward, access and 
influence are key. To put these rewards 
into context, let’s look at the example 
of a music artist on tour.

Would the fans prefer :
a. Discount on the upcoming album
b. Discover new secret trivia facts 

about the artist
c. Receive a RT from the artist
d. Get exclusive access to the artist’s 

backstage video diary, and Q&A
 
Think about your reward program and 
how it will scale over time.
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