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I. What is a Game?

A physical or mental competition activity, conducted according to rules, with the participants in direct
opposition to each other.

A game is a closed formal system that subjectively represents a subset of reality  (Chris Crawford)





Player interaction patterns

Stefan M. Grünvogel (2005). Formal Models and Game Design. Game Studies 5



KIND OF RELATIONSHIPS IN A GAME CONTEXT:

•Territorial Acquisition. These games are often zero-sum games, where the players fight over a limited amount of
territory or resources. Example: Think about Risk.

•Prediction: Party games or gambling games and luck is involved in making a prediction. Example: Roulette.

•Spatial Reasoning. Often you need to consider how your game pieces work together to create a successful winning
strategy. Example: Tetris.

•Survival. This core banks on our natural instincts to survive and is found in many action games. Example: Dark Souls.

•Destruction. A game with this core allows players to wreck havoc on most things in the game. Ex.: First-person shooters.

•Building. The building and use of structures is a core of many games. Examples: Sim City and Minecraft.

•Collection. The need to collect, own and match things is deeply ingrained in humans. Ex.: Match 3.

•Chasing or Evading. This appeals to our fight-or-flight response and works as a driving core in games. Ex.: Pac-Man.

•Trading. This a very cooperative game core. Sometimes, players want to exchange resources and negotiate the values
with one another. Example: Settlers of Catan.

•Race-to-the-end: Children games



II. What is Gamification?

Gamification is a tool to design behaviors, develop skills and enable innovation. Combined
with other technologies and trends, gamification can cause major discontinuities in
innovation, employee performance management, education, personal development and
customer engagement.

Burke, Brian. 2012. Gamification 2020: What Is the Future of Gamification? 

Gamification is the use of game mechanics and game design techniques in non-game
contexts to design behaviors, develop skills or to engage people in innovation.

Gartner defines gamification as: the use of game mechanics and experience design to
digitally engage and motivate people to achieve their goals.

Burke, Brian. 2014. Gamify : how gamification motivates 
people to do extraordinary things. Gartner, Inc. 



Gamification is the application of game-design elements and game principles in non-game
contexts, in order to improve user engagement, organizational
productivity, flow, learning, crowdsourcing, employee recruitment and evaluation.

Elements of Gamification:

• Game mechanics describes the key elements that are common to many games, such as points, badges,
and leaderboards.

• Experience design describes the journey players take with elements such as game play, play space, and
story line.

• Gamification is a method to digitally engage rather than personally engage, meaning that players
interact with computers, smartphones, wearable monitors, or other digital devices.

• The goal of gamification is to motivate people to change behaviors or develop skills, or to drive
innovation.

• Gamification focuses on enabling players to achieve their goals— and as a consequence the organization
achieves its goals.

Burke, Brian. 2014. Gamify : how gamification motivates people to do extraordinary things. Gartner, Inc. 









III. Background

1996: Richard Bartle identify 8 type models of players

2002: Nick Pelling coined the term: Gamification to describe “applying game-
like accelerated user interface design to make electronic transactions both
enjoyable and fast.”

1973: Charles Coonradt, founded the consultancy The Game of Work

The term "gamification" first gained widespread usage in 2010, in a more
specific sense referring to incorporation of social/reward aspects of games into
software.

Will Wright, designer of the 1989 video game SimCity, was the keynote speaker at 
the gamification conference Gsummit 2013.

In October 2007, Bunchball, backed by Adobe Systems Incorporated, was the first company to provide game 
mechanics as a service



METHODOLOGY: GAMIFICATION DESIGN TOOLS

1 Gamification Tool Kit: Dynamic, mechanical and components

2 Story Cubes: create a story with pictures

3  Deck of Lenses : History, technology, aesthetics, psychology, creativity, teamwork and testing

4 Octalysis:
4.1 Call epic and Meaning
4.2 Development and achievement
4.3 Creativity and Feedback
4.4 Ownership and possession
4.5 Social influence and connection
4.6 Scarcity and impatience
4.7 Unpredictability and curiosity
4.8 Loss and avoidance

5 Gamification Model Canvas
5.1 Renues
5.2 Players
5.3 Behaviors
5.4 Aesthetics
5.5 Dynamics
5.6 Components
5.7 Mechanics
5.8 Platforms
5.9 Costs



GAMIFICATION DESIGN TOOLS:

• Gamification Tool Kit
• Story Cubes
• Deck of Lenses
• Octalysis
• Gamification Model Canvas

STORY CUBES

This is a box with nine dice.

On each side is a drawing.

The dice are rolled and must try create a story with all the drawings.

The only limit is the imagination of players.



GAMIFICATION TOOL KIT

Describes the three fundamental elements for a restful
proposal gamification: Dynamic, Mechanical and
Components.

FOR THE WIN

Careful and clever construction of the games is based on
decades of research on human motivation and psychology:
A well designed game goes straight to the heart of the
motivation of the human psyche.



DECK OF LENSES

The Art of Game Design: A Deck of Lenses Cards

Created by Jesse Schell in august 1, 2008

It Contains 100 unique cards type "magnifiers".

Each one, with key questions that will help you to create a great game.

With great color illustrations to help you remember each principle.

The cards cover all aspects of a game design: history, game mechanic, technology,
aesthetics, psychology, creativity, teamwork, testing and even business issues.

It includes instructions explaining how to use the cards, designing board games,
card games, and video.



OCTALYSIS

1) Call epic meaning

2) Development and achievement: Progress, developing skills and overcoming obstacles. Meeting
points, badges and results table.

3) Creativity and Evaluation: Being immersed in the creative process where the player has to find
things and try different combinations.

4) Property and Possession

5) Influence and social connection: Group Motivation: Acceptance of others, company,
competition.

6) Scarcity and impatience

7) Unpredictability and curiosity: All want to know what will happen next.

8) Loss and avoidance
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V. Why
Gamification?

















Management Association. 2015. Gamification: Concepts, Methodologies, Tools, and Applications. Information Resources IGI 
Global, 2211 p.

INFLUENCE OF GAMIFICATION IN BRAIN ACTIVITY

Several studies shows the impact of intense video gaming had on certain brain sub-
regions. Some of them, are:

• Improve connectivity in certain regions of the brain
• Improve attention skills and eye-hand coordination
• Improve cognitive brain function and memory
• Game experience provide neuro-plasticity in important brain areas for attentional and

sensorimotor functions
• Neuro-plasticity: the brain’s ability to change and develop stronger connections,

memory and cognitive function.
• Improve social skills and emotional abilities
• Improve problem-solving skills







Action video games affects several
aspects of perception, attention, and
cognition.

The skills found to be enhanced by
action video game training, include:
• low-level vision (enhanced contrast

sensitivity function),
• various aspects of attention (ability

to monitor several objects at once,
to search through a cluttered scene,
to detect an event of interest in fast-
forwarding video),

• more cognitive tasks (multi-tasking,
task-switching) and,

• a general speeding during decision
making.





¿What is all this about?















“Technology use isn’t enough. As marketers, we need to dig
deeper and know precisely which devices and programs would
ensure reach of the Millennial consumer”

http://blog.exponential.com/2013/09/30/marketing-to-self-absorbed-selfie-takers-hashtag-obsessors-the-millennial-generation/

http://blog.exponential.com/2013/09/30/marketing-to-self-absorbed-selfie-takers-hashtag-obsessors-the-millennial-generation/




http://www.gartner.com/technology/research/gamification/

http://blogs.clicksoftware.com/index/top-25-best-examples-of-gamification-in-business/

http://technologyadvice.com/gamification/smart-advisor/

http://www.allencomm.com/blog/2015/07/great-gamification-examples-in-training/

http://www.bunchball.com/blog/post/1616/5-gamification-trends-watch-2015

Other Sources of Information

Gracias!!!...

http://www.gartner.com/technology/research/gamification/
http://blogs.clicksoftware.com/index/top-25-best-examples-of-gamification-in-business/
http://technologyadvice.com/gamification/smart-advisor/
http://www.allencomm.com/blog/2015/07/great-gamification-examples-in-training/
http://www.bunchball.com/blog/post/1616/5-gamification-trends-watch-2015
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