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CharIeS M. Schwab

1904 — 1916 CEQO von
Bethlehem Steel




What did Charles
Schwab do?
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What did he
NOT do?
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Playing a game is the
voluntary attempt to overcome
unnecessary obstacles

Bernard Suits, The Grashopper, P. 41

"Serious” purpose

other reasons

(e.g.
entertainment)

Wolfgang Rathert



The task / world is

Situation

Leadership paradigm
Success criteria
Leadership decides

Employees decide

Required behavior

© Wolfgang Rathert



This is how

www.mrtoledano.com/Gamers/



http://www.mrtoledano.com/Gamers
http://www.mrtoledano.com/Gamers
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What drives people in games?

focussed on
a goal

competent

self
determined

Wolfgang Rathert Flow: The Psychology of Optimal Experience (Mihaly Csikszentmihalyi, Harper and Row, 1990)



© Wolfgang Rathert
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Self Determination Theory (Ryan/Deci): http://selfdeterminationtheory.org/,

Status
Access

CYower

Stuff



Flow is intrinsic motivation in action

Autonomy + Mastery+ Purpose = -
focussed on
a goal
self
determined

© Wolfgang Rathert Flow: The Psychology of Optimal Experience (Mihaly Csikszentmihalyi, Harper and Row, 1990)

Relatedness

together with others



So | should turn
work / learning

iNto a Game?
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Game Designers are influencing behavior
by designing contexts Fun!

Creates
Engagement,

Resilience

Needs
‘ 4 0 N\ nteractions ‘ © Relatedness
designs O Q - behavior meets O Autonomy
— . O ) — =P @ Mastery
feedback
(experience) @ Pu rpose
Designer System / Context Target Audience
(Leader) (structures, processes, culture) (Emp|0yee/CUStOmer)

your job:

Chief Engagement Officer ('CEQ")



Context design ‘ In action
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http://www.thefuntheory.com/piano-staircase
http://www.thefuntheory.com/piano-staircase
http://youtu.be/2lXh2n0aPyw

Game Based Design
is not (primarily)
apout Motivation
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Where to focus

L}

Action
Motivation




The Gap between and

Volition

Volition is the cognitive process by which an
individual decides on and
. Volitional processes
can be applied or they can be
as over time.

© Wolfgang Rathert . https ://en.wikipedia.org/wiki/Volition_(psychology )


https://en.wikipedia.org/wiki/Volition_(psychology)

Five competencies of Volition

effective

management of
emotional states

FOCUSi ng experience of
of attention Self-efficacy

creates self-confidence
and assertiveness

forward-looking

planning |
and creative deeper meaﬂlﬂg

problem solving of the task

© Wolfgang Rathert

focused self-control
through




Smart Feedback as [rigger

to activate action

high |
aktive

C

O °

= Action

)
Z focus

+ self-efficacy
O meaning
=

problem solving
emotional control

low

weak  Volition / Ability strong

in Anlehnung an BJ Fogg, www.behaviormodel.org


http://www.behaviormodel.org/

Motivation-Design D’.
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Relatedness Status
Autonomy - B Access
MOTIVE MEDIUM
Viastery for Action for rower

Purpose Feedback Stuff
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Motivation
(is it worth it?)




Three
Building Blocks
of Gamification



© Wolfgang Rathert
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User Types

© Wolfgang Rathert



Story / User Journey



Goal: Stay in the

high

Challenge Level

low Skill Level hhighoch

© Wolfgang Rathert



Goal: Stay in the Flow Channel

Mastery



Welcome
to your role as

*Chief Engagement Officer



additional
resources
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Which game mechanics do we use? wmnaion W hHiCch dynamics do we want to generate?

rules & restrictions,, activities, challenges, resources, S Cooperation, competition, responsibility, pressure, drama,
(]

sequences, progression & levels, visualization, chance, etc. = humor, etc.

interaction

relation

Story and
Dramaturgy

What is the 'plot’, what the Which needs and emotions do | Which resources do we

goal? What is the challenge? | we target? provide?

Narrative, dramaturgy & course of Relatedness, autonomy, mastery, Tools, platforms, media, space and time,
events, progress & level, identity offers, | purpose (‘RAMP'); curiosity, pride, (Eu-) | hints, knowledge, communication

'win states' Stress, creativity, power, learning, channels, training, etc.

Needs and
Emotions

Resources

relaxing, Core Drives, etc.

Business goals / value flow,

How do we measure customer journey, context. Which feedbacks will
impact? Target group(s) and their target | 'trigger' the target

Performance indicators, user behavior(s) as well as impact on | behavior?

behavior .
. Points, badges, leaderboards,
busmess g04d lS' status, access, power & stuff (SAPS)

www.WolfgangRathert.com
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Which game mechanics do we use? Somination Which dynamics do we want to generate?

rules & restrictions,, activities, challenges, resources, sequences, Cooperation, competition, responsibility, pressure, drama, humor, etc.

< o
progression & levels, visualization, chance, etc. 2 S
: g
3] 2
interaction
U What is the ‘plot’, what the goal? NIRRT Which needs and emotions do we Which resources do we provide?
Dramaturgy What is the challenge? Erreians target? Resources Tools, platforms, media, space and time, hints,

Narrative, dramaturgy & course of events, Relatedness, autonomy, mastery, purpose knowledge, communication channels, training, etc.
progress & level, identity offers, 'win states' ('"RAMP'); curiosity, pride, (Eu-)Stress, creativity,

power, learning, relaxing, Core Drives, etc.

How do we measure impact? (USRNSSR 5 siness goals / value flow, customer journey, context. ST \hich feedbacks will ‘trigger
Performance indicators, user behavior ] ] the ta rget behavior?
Target group(s) and their target behavior(s) as well as

Points, badges, leaderboards, status,

impact on business goa|s_ access, power & stuff (SAPS),

o on Canvas ® www.WolfgangRathert.com
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Which game mechanics do we use? Somination Which dynamics do we want to generate?

rules & restrictions,, activities, challenges, resources, sequences, c . Cooperation, competition, responsibility, pressure, drama, humor, etc.
progression & levels, visualization, chance, etc. % =
: L . " © 3 : : : :
Visualization of the "playground v Humor, collective experience, social sharing
/ interaction / / /
Interactions (step --> sound) melody
U What is the ‘plot’, what the goal? NIRRT Which needs and emotions do we Which resources do we provide?
Dramaturgy What is the challenge? Emotions target? Resources Tools, platforms, media, 'space and time, hipts,
Narrative, dramaturgy & course of events, Relatedness, autonomy, mastery, purpose knowledge, communication channels, training, etc.
progress & level, identity offers, 'win states' ('"RAMP'); curiosity, pride, (Eu-)Stress, creativity,

power, learning, relaxing, Core Drives, etc.

musical "scales" as analogy for the curiosity; social interaction (with modification to the stairs to provide
stairs; invitation to play a melody other passers-by); humor, visual and auditory feedback;
entertainment; creativity speakers, to attract passers-by from

the environment

How do we measure impact? (USRNSSR 5 siness goals / value flow, customer journey, context. ST \hich feedbacks will ‘trigger
Performance indicators, user behavior the ta rget behavior?

Target group(s) and their target behavior(s) as well as Points, badges, leaderboards, status,
impact on business goals. access, power & stuff (SAPS),
percentage of passers-by o visual design (piano keys),
switching to the stairs Passers-by take the stairs instead 2uditory feedback (sound on
of the escalator step on key); other passers-by

using the stairs

as ® www.WolfgangRathert.com
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Welche Mechaniken setzen wir

Regeln & Einschrankungen, Aktivitaten, Challenges,
Ressourcen, Reihenfolge, Fortschritt/Level,

Visualisierungen, Zufall, etc.

Welche Dynamik wollen wir erzeugen?

Aktion

ein?

Heyuj

Kooperation, Wettbewerb, Verantwortung, Druck,
Dramatik, Humor, etc.

Beziehung

+

Interaktion

‘ Story und
Dramaturgie

Wie ist der 'Plot', was das Ziel?

Was ist die Herausforderung?

Aus der Perspektive der Zielgruppe: Narratiy,
Dramaturgie & Ablauf, Fortschritt & Level,

Identifikationsangebote, '"Win States', etc.

Wie messen wir die
Wirkung?

Performance Indikatoren, Userverhalten

) -k

sowie dessen gewlnschte Wirkung auf und

‘ Ressourcen

Welche Ressourcen stellen wir

zur Verfiagung?

Werkzeuge, Plattformen, Medien, Raum und
Zeit, Wissen, Kommunikationskanale, Content,
Hinweise, Training, etc.

. )

Welche Ruckmeldungen

'triggern' das Zielverhalten?

Trigger' wie Punkte, Badges, Ranglisten,
Status, Access, Power & Stuff (SAPS)

‘ BedUrfnisse und
Emotionen

Welche BedUrfnisse und

Emotionen adressieren wir?
Relatedness, Autonomie, Mastery, Purpose
('RAMP'); Neugier, Stolz, (Eu-)Stress,
Kreativitat, Macht, Lernen, Entspannung, Core
Drives, etc.

Business Ziel / Value Flow,
Customer Journey, Kontext:

Zielgruppe und Zielverhalten

Nutzen fUr unser Business Ziel

(WER soll WAS tun? Was bringt UNS das?)

www.WolfgangRathert.com
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Welche Mechaniken setzen wir ein? Aktion Welche Dynamik wollen wir erzeugen?
Kooperation, Wettbewerb, Verantwortung, Druck, Dramatik, Humor, etc.

Regeln & Einschrankungen, Aktivitaten, Challenges, Ressourcen,
Reihenfolge, Fortschritt/Level, Visualisierungen, Zufall, etc.

Visualisierung des "Spielfelds"; |
] ) Interaktion
Interaktion (Schritt --> Ton)
NI \Vie ist der 'Plot’, was das Ziel? s Welche Bedurfnisse und Emotionen Welche Ressourcen stellen wir zur
N Ll Was ist die Herausforderung? R Ty adressieren wir? Ressourcen  RVESENUES
Werkzeuge, Plattformen, Medien, Raum und Zeit,

Aus der Perspektive der Zielgruppe: Narrativ, Relatedness, Autonomie, Mastery, Purpose ' orm ¢
Dramaturgie & Ablauf, Fortschritt & Level, ('RAMP"); Neugier, Stolz, (Eu-)Stress, Kreativitét, Wissen, Kommunikationskanale, Content,

Identifikationsangebote, 'Win States', etc. Macht, Lernen, Entspannung, Core Drives, etc.

Beziehung
ljeyuj

Humor, gemeinsames Erlebnis, Social Sharing,
ggf. Melodie

Hinweise, Training, etc.

auf- und absteigende "Tonleiter" als Neugier; soziale Interaktion mit modifizierte Treppe fur visuelles und
Analogie zur Treppe; ggf. Melodie anderen Passanten; Humor, akustisches Feedback; Lautsprecher,
spielen Unterhaltung; ggf. Kreativitat um Passanten aus der Umgebung
anzulocken

Wie messen wir die Wirkung? Business Ziel / Value Flow, Welche Rickmeldungen 'triggern’
Performance Indikatoren, Userverhalten Customer Journey, Kontext: das Zielverhalten?
Zielgruppe und Zielverhalten "Trigger' wie Punkte, Badges, Ranglisten,
sowie dessen gewinschte Wirkung auf und Nutzen fur unser Business Ziel Status, Access, Power & Stuff (SAPS)

: Visuelle Gestaltung
Passanten nehmen beim AUfgang (Klaviertastatur), akustisches

aus der U-Bahn Station die Feedback (Ton bei Tritt auf

Treppe statt der Rolltreppe Taste); andere Passanten, welche
die Treppe benutzen

www.WolfgangRathert.com

Prozentzahl der Passanten, die
neu die Treppe nehmen
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Literatur zu Gamification
(Click auf das Cover springt zur Webseite des Buches)

HOW
ACTIONABLE 2 4
GAME THINKING BRIAN BURKE
GAMIFICATION CAN REVOLUTIONIZE AR

YOUR BUSINESS G A

FY

KEVIN WERBACH HOW GAMIFICATION
DAN HUNTER MOTIVATES PEOPLE TO DO
EXTRAORDINARY THINGS

YU-KAI CHOU @

Pp= =¥

THE
GAMIFICATION

REVOLUTION

HOW LEADERS LEVERAGE
@ GAME MECHANICS 3

A /8
-{‘.(}\ TO CRUSH THE S/l
) COMPETITION 5/

' GABE ZICHERMANN
O'REILLY* CEO OF GAMIFICATION CO AND DOPAMINE
— JOSELIN LINDER

Jor';e Mcéoﬁigal

© Wolfgang Rathert
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+ GAMIFICATION

OF LEARNING AND INSTRUCTION

FIELDBOOK

Ideas into Practice

KARL M. KAPP
LUCAS BLAIR
RICH MESCH

oo BASTD WILEY
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+ GAMIFICATION

OF LEARNING AND INSTRUCTION
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http://amzn.to/2hqBQ4G
http://amzn.to/2zwRJgm
http://amzn.to/2zxKZ23
http://amzn.to/2ho9XtS
http://amzn.to/2jhz8yS
http://amzn.to/2jjGim3
https://amzn.to/2JRwfAw
https://amzn.to/2t7RKml

The Art of Game Design: a Deck of Lenses (App

https://itunes.apple.com/us/app/the-art-of-game-design-a-deck-of-lenses/id385531319

Screenshots iphone iPad

GAME DESIGN

by Jesse Schell

“The Ultimate Creativity App
for Game Designers”

=

SCHELL GAMES

© Wolfgang Rathert

Designer

Player

Emotion

Essential Experience

Surprise

Curiosity

Endogenous Value

Problem Solving

Experience Process

GAME DESIGN

The Lens of
Endogenous Value

Version 2.12 r8

Ilustrated by Melanie Lam

To use this lens, think about your players'
feelings about items, objects, and scoring
in your game. Ask yourself these
questions:

What is valuable to the players in my
game?

How can | make it more valuable to them?

What is the relationship between value in
the game and the players' motivations? E

SCHELLGAMES

Designer


https://itunes.apple.com/us/app/the-art-of-game-design-a-deck-of-lenses/id385531319
https://itunes.apple.com/us/app/the-art-of-game-design-a-deck-of-lenses/id385531319

Framework



Das Octalysis Framework: Core Drives (Level 1)

'Epic Meaning'
& Berufung

Entwicklung, Wachs- Kreativitat und
tum, Zielerreichung Wirksamkeit

Kontrolle, Besitz, Sozialer Einfluss
Ressourcen & Beziehungen

Knappheit, Uberraschung &
Ungeduld Neugier

Verlust &
Vermeidung

&

A% v"u’bi’l\.aul
© Wolfgang Rathert Quelle: http://yukaichou.com/



Level 2: Berucksichtigung der User Journey

Discovery Onboarding Scaffolding Endgame

© Wolfgang Rathert
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Level 3: BerUcksichtigung der Use

s3I}

SEYAT ThYely

sJaJ0|dx3

SJ9A3IYIY

Scaffolding
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Discovery

© Wolfgang Rathert



Das Octalysis Framework

© Wolfgang Rathert

tendenziell
extrinsisch

tendenziell
intrinsisch

'Epic Meaning'

& Berufung

Entwicklung, Wachs- Kreativitat und
tum, Zielerreichung Wirksamkeit

Kontrolle, Besitz,

Ressourcen

Knappheit,

Ungeduld

Sozialer Einfluss
& Beziehungen

Uberraschung &
Neugier

Verlust &
Vermeidung

"White Hat"

"Black Hat"



