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0. Definition of Gamification
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1. Definition of Gamification (1)

Gamificat
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P < Game Thinking and

/ Game Mechanics to
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Gabe Zicherman engage users

The use of game design
elements in non-game
context
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1. Definition of Gamification (2) *p
- the concept of applying game-

new normal” i | @7@)5)//_@///7/ th////W//((////W_g/ to non ~game

Wl applications to make them

more fun and engaging

about the power of Gamification at the 2011 Games for

I Al Gore says that "Games are the new normal" and talks
O :
- Change Festival.

San Francisco

® Game Thinking
® Game Design Elements
® Game Mechanics
® Make them more fun and engaging
Point! = Motivating
® In non-game contexts

Common



2. Gamification vs. Serious Games (1)
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Detering etals, Gamification: Toward a Definition, CHI 2011, May 7-12, 2011,



2. Gamification vs. Serious Games (2)

Human Behavior
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3. Importance of Gamification (1)

® [VI2 Research,

® Gatner Research Report, by 2015, more than 50 percent of
organizations that manage innovation processes will
gamify those processes.
http://www.gartner.com/it/page.jsp?id=1629214

® marketing, web design, sales, PR, business, health care,
smartphone App., advertising, collective intelligence,
social contribution 20 C}2Fol A2 Al
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http://www.m2research.com/gamification.htm
http://gamification.org/wiki/Gamify
http://www.gartner.com/it/page.jsp?id=1629214
http://www.gartner.com/it/page.jsp?id=1629214

3. Importance of Gamification (2)




3. Mechanics of Gamification (1)
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Gamification

Point System

3. Mechnics of Gamification (2)
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Game Design

Leveling

Badging and Status

Leaderboards

Challenges

Rewards/Incentives

Challenges

Competition

Sense of Control

Uncertainty/Expectation

Instant Feedback

Rewards
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Acknowledgement

Hungsup Yoon, A Study on the Evauation of
Fun in MMORPG, 20009.




4. Cases of Gamification (1)

1. Foursquare
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SLS e St 4 different Starbucks! Be sure to pick
Otto Enot Pi i 2
() Apple Store V| rna s s up a double tall latte for your friend
767 5th Ave (btw 58th & 59th St) I 0.3 e - I'm sure they'd do the same for

5 & 19 people

Starbucks m The fun to sit around
while waiting for tables under the
rallway st me r

13-25 Astor Pl (at Lafayette St) L
(col) A
e Q 00O @E 0@ G S
including gluten-free pasta dishes ‘ A ‘ (‘{"?
and over 750 ltalian wines, plus a

you.

liles & 10 people

Marriott Marquis Hotel




4. Cases of Gamification (2)
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4. Cases of Gamification (3)

3. Healthcares
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4. Cases of Gamification (4)

4. NKEHS SW, Wiy &4

|l A

l—-

Changing The Game: How \

AHUS H|XL|A O]

=2l X|H A (Siemens)?| EHEH
A Ha
xas0l 3RolM sues eg Age | HIZERS|H
ot s mZ =0 “Zall E Bl(Plantville)” 7} & 7“°|—°- Ol-g- 'OL'I E—I
29 AHee Z7|/HA CIE TtEo| A=t * .
L O O=2 =2 [ — [ —
O{F 7 SOI7H=XIS XA 0|85} O =7t AU 7} = OFRX LY.
5 2o =EN N 30| 2822 REE




4. Cases of Gamification (5)
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4. Cases of Gamification (6)

6. Change Behaviors
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4. Cases of Gamification (6)

6. Change Behaviors
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5. Limits of Gamification
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6. Prospect of Gamification (1)

Market Size and Projections
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Gamification Market Forecast
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(in S100m)

2011

2012

2013

2014

2015

2016

(in millions)

2011

2012

2013

2014

2015

2016

Total

S100

$242

$522

$980

$1,707

$2,830

Source: M2 Research




6. Prospect of Gamification (2)
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6. Prospect of Gamification (3)
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