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COMING TO TERMS



to level up:
to progress to the next level of abilities
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A Universal Ability?
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Serious Game:

a game designed for a primary
purpose other than pure
entertainment, for areas such as
learning, defense, health care,
emergency training, simulations,
marketing etc. requiredtycient domain expers
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Serious Game:

a game designed for a primary
purpose other than pure
entertainment, for areas such as
learning, defense, health care,

emergency training, simulations,

marketing etc. ceairedbycient/ comain expers
But it still should be fun, though!

(insisted on by game designer)
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A Visual Definition of Serious Games

O Fictionality / Pure Entertainment

Interactive . Interactive
Serious Game

Entertainment Simulation
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A Short History of Serious Games
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People get scared of the ‘\\
influence games have over them--

fears that they will ﬁse murderous ramiis on the siﬁts. That's unlikely.
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GAMIFICATION:
THE BIG PICTURE?!



GAMIFICATION



In: EDGE Magazine, Issue 203 (2009).
Created by www.armyoftrolls.co.uk

GAMIFICATION
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B
.Games arethe
emergent cultural
form of our time.”
(McKenzie Wark) i

B

]
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Gamification: Life as a Game?

Following Schell, Jesse (2010): ,Beyond Facebook. The Future of Pervasive Games.” Presentation at D.I.C.E. Summit 2010, Las Vegas.
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Gamification: Life as a Game?
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Gamification using
,Just Add Points”
UX design:

Too Simplistic
(Deterding 2010)



When the Game is Your Life - Launched June 22, 2010 during the FIFA World Cup:
A Narrative Soccer Browser Game by the United Nations Population Fund (UNFPA),
discouraging violence against women and girls in developing countries (feat. Samuel Eto’'o)

spw / sreee: game design & technology consultancy
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GAMIFICATION
A

PAST < » FUTURE
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Wrap Up:
Leveling Up Serious Game
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Wrap Up:
Leveling Up Serious Game

 Games are turning into everyday culture - potentially, a
Jife-game”™ (Wark 2007.) frames how we work, socialize,
spare time etc. - games & ,everything” synthesize
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Wrap Up:
Leveling Up Serious Game

Games are turning into everyday culture - potentially, a
Jife-game”™ (Wark 2007.) frames how we work, socialize,
spare time etc. - games & ,everything” synthesize
Gaming becomes a pervasive societal mindset, creating a
Judoliteracy” (Zagal 2010)

Games serve as collaborative problem solving systems -
players form a ,collective intelligence” (McGonigal 2009)
Workaday life already colonizes games - we are working
when playing (Yee 2006)
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STRATEGIES &
TRENDS FOR
PROGRESSING TO THE
NEXT LEVEL OF ABILITIES
OF GAMES



Media Convergence: 360° IP Worlds & Services

Quelle: Davidson, Drew et al. (2010): Cross-
Media Communications: An Introduction to the

Art of Creating Integrated Media Experiences.
Pittsburgh, PA: ETC Press.
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Media Convergence: 360° IP Worlds & Services

CATHY'S BOOK:
Book + Web + Mobile
+ Game
SO + Merchandise

Art of Creating Integrated Media Experiences.
Pittsburgh, PA: ETC Press.
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Design-by-Connecting

.t's all about connecting the dots.”
(Ralph H. Baer, Videogame Inventor)

+

.Eventually, everything connects.”
(Charles Eames, Architect)

19
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The Mobile & Social Internet of Things:
A Game Design Space of Interrelations

WHAT YOU'RE DOING WHAT IS UP

WHERE YOU ARE WHO YOU KNOW

Home Family

In transit Acquaintances
Co-workers / students

At work / school

At leisure site Friends

20



Game co-projected and designed by spw. Film by Stephan Achermann.

A project collaboration with RWTH Aachen University for the Regensburg Experience Museum
REX & the City of Regensburg, sponsored by Forum Nokia, Nokia Research Center etc..

REXplorer (2005-2007)
cf. http://rexplorer.arch.ethz.ch
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REXplorer: Questenvernetzung, Stand: 24.04.2006
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Play to navigate the website:

http://spw.playbe.com
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Shie Chien University, Taipei /
Taipei 101 Skyscraper

Game design concept & pitch by sreee.

24

LLLLLLLLLLLLLLLLLLLL



buzzyplay

Ultra casual & player-generated quiz games, incl. geo-referencing.
Playable via Website, Twitter & Facebook. Internal prototype.

25



DropPick

Ultra casual location-based annotation game (Android) with Facebook
forwarding, launching 2010. Prototype stage.

¢ “Ludify” pre-
existing

patterns

e Flavor them
with uncontro-
versial and
playful, but
alike behavioral
patterns.

eThe ,,Simile
Principle®
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M.A.D. Countdown (2002):
X-media & mobile defuse-the-bomb team game

27



- 2010 ETC Press / Carnegie Mellon University‘s open source & multimedia publisher -
The book's text is freely available Online at

(or purchase the print version with figures, tables etc.)



Some Play-Grounds from TLA

. : Labyrinth .

Possible
Worlds

Playground

Outer Space Campus

World

Mobility Theater

Topology Stadium

Kinder-
garten

Society

Technology

- Amusement
City Park

Castle

Panopticon

29
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Value chains have changed

Klassische Wertschopfungskette

-

N

ENGINE PRODUZENT/ PUBLISHER

(Vorprodukte) ENTWICKLUNG (MARKETING) GROSSHANDEL

Online-Wertschopfungskette

-

_

SaAlLS PRODUZENT / ENTWICKLUNG & PUBLISHER OPERATOR

(Vorprodukte)

Geschaftsmodelle:

1. Konsument abonniert Game, Game-Erweiterungen oder ,Epsioden” eines Games.

2. Free-to-play oder Freemium: Umsatz wird durch Mikrotransaktionen erzielt.

3. Zukunftige ldeen: Spieler erzeugen Elemente des Spieles, die gegen Kommission verkauft werden (Bsp.).

J
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e Collect feedback

¢ Filter requirements

¢ Check feasibility
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Value chains have changed
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Check feasibility

Conceptuall design features / tools
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Value chains have changed

Klassische Wertschopfungskette
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Geschaftsmodelle:

1. Konsument abonniert Game, Game-Erwe Production & Feedback Loop

2. Free-to-play oder Freemium: Umsatz wirc

Collect feedback

3. Zukunftige ldeen: Spieler erzeugen Elem Filter requirements

rden (Bsp.).

Check feasibility J
Conceptuall design features / tools
Produce features / tools

e Publish features / tools
(Source: Lars Janssen / Lead Product Manager, Acony GmbH & Co. KG)
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Online enables e.qg.
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Online enables e.qg.

Social interaction modes: (realtime) multiplayer modes, e.g. multiple
players vs. game; cooperative play; team competition etc.

Virtual consumption: primary means of Online player participation is
purchase of virtual goods, which are designed to be desirable, e.g.
customizable, rare etc. (Lehdonvirta 2009, 2010).

Socialization of gameplay: friend-of-a-friend, broadcasting, community,
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Contextual & situational access: ,Spielzeit wird zum Zeitspiel.” (Blanck
2010) -> player availability becomes crucial design factor, Online
connectivity provides flexibility.
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All Platforms: Online!

Video Game Consoles

Mobile Phones

TV / Set Top Boxes

Sensorized Spaces:
Board, Room, Street, City

Mobile Consoles

Browser

Immersive Virtual
Reality Environments

Pervasive / Cross-
Media Games

Personal Computer

Social Networks

Theme Parks /
Interactive Rides

Ludic Objects:
E-Readers, Toothbrushes
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Trend Indicators
Social Networking Services

Quelle: Morgan Stanley Internet Research 2010
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Trend Indicators
Social Networking Apps / Category Overview

prashcorpgps  tdesTosls et toraggy S
Games 13.537 23 418 96
Lifestyle 4.778 8 42 8
Utilities 4.604 8 59 8
Lernen 2.279 4 66 5
Unterhaltung 2.015 3 76 11
Business 1.981 3 5 1
Sport 1.431 2 5 0
Just for Fun 400 1 44 10
Freunde & Familie 0 0 37 3
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Quelle: Morgan Stanley Mobile Internet Report, Dez. 2009
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Trend Indicators
Convergence Between
Social Networking & Mobile

Quelle: Morgan Stanley Mobile Internet Report, Dez. 2009.
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Kategorie

Trend Indicators

Anzahl der Apps

% des Totals

Anzahl der bezahlten

Bezahlt als % des

(000er) Apps (000er) Kategorien-Totals
Games 22,6 19.1 15,7 69
Entertainment 17.2 14,6 12,5 72
Biicher 14,8 12,5 13,5 91
Reisen 7.9 6,7 7.1 89
Utilities 7.7 6.5 5.5 71
Lernen 1.7 6.5 6.4 83
Lifestyle 6,7 5.6 4,7 71
Nachschlagen 4,7 4,0 3.9 82
Musik 4,0 3.4 2,2 56
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Quelle: Morgan Stanley Mobile Internet Report, Dez. 2009.

Apple App Store (IPhone & iIPod Touch) / Category Overview
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Consequentially, Farmville goes Mobile:
Get Ready for Multichanelling
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GAMIFICATION?
GAMES AS CULTURAL
FORM!



Maybe not yet Gamification, but:
Understanding Games as a Function Across Society

i sreee
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