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BbBEAEHWE

Llenta Ha TO3M Hapb4yHUK e Ja Cce onuta Aa pasrneja BbApoca 3a
NIFPOBUN3ALNATA N HENHUTE MPUIOXKEHUA MO MO-TeopeTuyeH/TeXHNYecKy
Ha4YMH, OTKOJIKOTO OBMKHOBEHO Ce rnMpasBu. ToBa e Taka, 3@ Aa MoXe cej
TOBa Aa Ce NpeAoCTaBAT NPakTU4Yecky HaCoKKM 3a TOBa Kak Aa ce pa3paboTaT
CObCTBEHN TexXHUKU 3a reMMmméeukauus C rnoseye oONUT NO TemarTa.
AnckycuaTta, ocobeHO B 6mM3Heca U obpas3oBaHMETO, Ce e cBena Ao
n3nonspaHeto Ha Kahoot, ctepunHu obnaum ot gymm (KOUTO TPYAHO MOraT
fa ce onpejensat kKaTto reMmudukaumsa) n apyru nNpunoXXeHuUs, KoOUTo ca
MHOro MOMyASAPHW N MbBKaBW, HO 3a TOBa MHOro obww. MpeaBuxaanku
CbAbpPXaHMETO Ha TO3U AOKYMEHT, Lie ce BUAN, Ye e OT CblLueCcTBEeHO
3HayeHMe Ja ce W3NoA3BaT TexXHUKU 3a remMudukKaumsa, KouTo ca
crneymanHo paspaboTeHn 3a Tuna ayauTopus, KbM KOATO Ca Haco4deHwu, 3a
fa Ce NOCTUrHe BBb3MOXHO HaW-rongMa aHraxmpaHoct. Ho e pobpe aa
HanpaBuUM Kpayka Ha3aA. Bb3MOXHO e uuTaTenaTt ga He e 3ano3HaT C
TepMUHa ,renMmudpumnkauyma”.

3a Aa ce cnpaBuM C TOBAa, onpejenieHneTo, JajeHo OT JeTepAnHr, MbpPBUAT,
KOWTO ou4epTaBa KoHUenuusatTa 3a remMmuomkaumaTa, U eauH OT Hal-
N3TbKHATUTE Yy4yeHW, paboTewm Mo TemaTa, Moxe Ja 6bhe MonesHo:
«”TeMmudunKaumaTa” e N3NoA3BaHETO Ha eNleMeHTV OT Au3aliHa Ha UTrpu B
HENrpOBY KOHTEKCT » . 1

EnemeHTUTE Ha AW3aMHa Ha wrpata, COMeHaTW B onpejenieHVeTo, ca
Hanpumep: Knacauum, TOUKN, Meganun, ClyxoBa U Br3yasHa obpaTHa Bpb3ka
N Harpagn. OCBeH TOBA e BaXXHO Ja ce 3Hae, Ye BbMNpPekn Ye 3a Hes He ce
roBopy TONAKOBA MHOIMO B MacoBuTe MeAauW, nMpakTukata Ha
reiMmeurkaumaTa Beye e LUMPOKO PasnpoCcTpaHeHa.

1 Deterding S. et al., From Game Design Elements to Gamefulness: Defining Gamification, Conference paper for “Proceedings of the
15th International Academic MindTrek Conference: Envisioning Future Media”, 2011,
https://www.researchgate.net/publication/230854710 From Game Design Elements to Gamefulness Defining_Gamification.
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Makap u4e Ha npbB norjaes TOoBa TBbPAEHME MOXe Ja u3rnexaa
XnnepbosiM4HoO, eAHO 6BP30 HabAAeHMe Ha HacToswaTa ynotpeba Ha
revimméorkaumaTa, CBbp3aHNTe C Hes Lndpu, KakTo 1 pa3HoobpasmeTo n
KOJINYEeCTBOTO Ha obnacTmuTe, B KOUTO THA Ce npwusiara B MOMeHTa, MOXe Aa
e 0CTaTbYHO, 3a Aa ybeay YoBeKk B 06paTHOTO:

e 70% OT KOMNaHWUUTe, BKAOYeHN B knacaumata Forbes Global 2000
(rognweH cnmncbk Ha Forbes ¢ 2000-Te Haw-ronemy ny6ANYHN
KOMMNaHWM B CBeTa), W3NoA3BaT Wrposmsaumda. Te3y KoMMaHUN
BkntouBaT 2 Nike, Apple, Pfizer, Bayer, Microsoft, Amazon, Nestle,
Coca-Cola.?

e 50% OT cTapTUpaLlmTe NpesnpuaTUa U3nonaseat nrMmomnkaumas

e [Ma3apbT Ha renmudukaymaTa npes 2020 r. uma rnobasHa CTOMHOCT OT
9,1 MApA. AoNapa M ce o4YakBa Aa oT6enexum BrneyaTnsaBall, pbCT OT
27,4%, pocturamkun ctoiHocT oT 30,7 MnpA. Aonapa npes 2025 r. 4

Cnep KaTo M3ACHMXMeE MoHe MaJIko 06xBaTa Ha AUCKYCUATA U 3HaYeHVEeTOo
Ha poNdATa, KOATO TA WUrpae B MOMEHTa, cera rocoyBaMe HaKpaTKo
TOUKUTE, KOUTO We 6baat pasrnefaHu, 3a Ja Cce NOoCTUrHe LuenTa,
NocoyeHa B Ha4asoTo:

-POKyC BBPXY MOHATUATA MOTMUBAUUSA, MOTOK W aAHFaXMpPaHOCT Ha
KNVeHTUTe

-OkTanmsa Ha HO-Kain Yoy

-AHaNN3 Ha HAKOW TEXHWKU 33 rernmMmmndurkauus

-[MonesHn cbobpaxeHus 3a NPOeKTPaHe Ha TEXHUKN 3a UTpoBU3aLUs

Cnes KaTto CMe onpeaenin TeMaTUYHUS MbT, MO KOMTO Aa BbPBUM,
MOXEM Ja 3arnoyHem 6e3 noBeye KonebaHusA. MoTuMBaLMA, MOTOK,
aHTaXWPAHOCT Ha K/INEHTUTE, aHFaXKMPAHOCT Ha CAYXUTeNuTe

2 Elsie Boskamp. "25 Gamification Statistics [2022]: Facts + Trends You Need To Know" Zippia.com. Feb. 15,
2022, https://www.zippia.com/advice/gamification-statistics

3 Ibidem.

4Marke‘csandMarke‘cs(ZOZO), https://www.marketsandmarkets.com/Market-Reports/gamification-market-

991.html
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3awo obuyame ga wurpaem mrpm? Hanm-CNOHTAHHUAT OTrOBOP, KOMTO BCEKM
MOXe Aa faje, e, CbBCeM MNpoCTo, 3aLL0TO e 3abaBHO. 334 Ta3u nociegHa gyma
obaue ce kpue Lsana BceneHa. KakBo TOYHO ce CnyyuBa, A0KATO ce 3abaBnsiBame?
UoBek M3BbpLUIBA AEWCTBME, KOETO HW YAO0BJIETBOPSBA MO HAKAKBB HAUMH,
MaKap N CaMoO CeTUBHO, KaTO HanpumMmep urpata ga ce atoneewl Ha nrska. Ho
TOBa He e A0CTaTb4yHO, HEKa HaB/ie3eM oue No-AbnboKo: ako, 3a Aa ce
3abaBnsgBame, TpsibBa JAa W3BbPLUBaMe JelcTBMe, KakBO HWM Kapa ga ro
npaBnuM? B TO3M KOHKpeTeH c/y4yal - 330 yAoBneTBOopeHmeTo. Ho KakBo e
yAOBNEeTBOpPeHMeTo? HaunHBT, MO KOMTO TO Ce NposABABa, CbC CUTMYPHOCT €
YYBCTBOTO Ha PafoCT, BbOAYLLUEB/IeEHE UK Becesne, HO KakBa e Bpb3kaTa My C
HaweTo JelcTBre?3awo obuyame pa urpaem wurpu? Han-CNOHTAaHHUAT
OTroBOp, KOWMTO BCEKMN MOXe Aa Aaje, €, CbBCEM NMPOCTO, 3aLL0TO e 3abaBHO. 3a/
Ta3nm nocnegHa ayma obade ce kpue udna BceneHa. KakBO TOYHO ce Cy4yBa,
A0KaTo ce 3abaBnsiBamMe? HYoBek 1M3BbPLUBA AEVCTBME, KOeTO HU YAOBNETBOPSBA
N0 HAKAKbB HAUMH, Makap W CaMO CEeTMBHO, KaTO HampuMmep urpata fa ce
nroneew Ha ntonka. Ho toBa He e AOCTaTbYHO, Heka HaBne3emM oule Mno-
AbN60OKO: aKo, 3a Aa ce 3abaBnsiBaMe, TpsibBa Aa U3BbPLUBaMe eNCcTBMe, KaKBO
HW Kapa Aa ro npaBnm? B TO3M KOHKpPeTeH c/ydan - 3aLl0 y40BNeTBOPEHUETO.
Ho kakBO e yaoBneTBopeHMeTo? HauyuMHBLT, MO KOWTO TO Ce MNposABsABa, CbC
CUIYPHOCT € YyBCTBOTO Ha PafocCT, BbOAyLUEB/IeHNe UV Becenre, HO KakBa e
Bpb3KaTta My C HalleTo gencreme?

YaoBnetBopeHneTo e mMoTuBaumsa. ToraBa 3awo JevictBame? JleiicTBame
B/HAry v camo 3alloTO BSpBaMe, 4Ye MMa MOTMBaAUMA Aa ro Harnpasum. Tyk
cTurame Ao NbpBOTO GYHAAMEHTAIHO NMOHATME: MOTUBaLWSA. MrpaTa e TO/KOBa
CMOHTAHHO JeWCTBME 3@ BCekW, 3alloTO MOTMBaUMATaA 3@ TOBa € MNpPOoCTa,
UCTUHCKA W MHOro CcuaHa. Mrpata HM Kapa fa ce 4yBCTBaMe fobpe no eauH
6e3Bb3Me3eH HaunH 1 eABa N MOXe Ja ce HaMepu No-A4obpa MoTMBaLMSA 33
Aencreme ot Tasn. OT Agpyra CTpaHa, KakBo Aa KaXKeM 3a AencTBus KaTto paboTa
WAN yyeHe? Te CbLO MMAT CUAHA MOTMBAUMSA - 3an1aTa UM NMoBULLABaHe Ha
3HaHUATA, HO N3BBLPLUBAHETO UM € YMOPUTENHO, PAAKO 3a6aBHO 1 MHOIO YecTo

AOCaHO.
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ToBa e Taka, 3al0To Bb3HarpaXXaeHMeTo 3a Te3n 4eNCTBUA BUHAru ce
npoekTypa B 6beLLeTo, YoBeK AeNCTBa 3a Y40BOJICTBME, KOETO MOXe
6 LWe gonae Mno- KbCHO, akOo K306UW0 npuemem, 4e Lie goune.
Hawwute Mo3buUM 1 Tena, OT gpyra CTpaHa, Ca CKAOHHW Aa TbpCAT
He3abaBHM  YAOBOACTBUS B  AEeNCTBMSATA  CUM; CaMO  4ypes
PALMOHANHOCTTA MOXEM Ja MoAy/vpame noBejeHMeTO UM, 3a Aa
HaCco4YMM YCUANATA UM KbM Lenn, Hammpawmy ce B 6baeLeto. Moxe
NN YyAOBOJICTBMETO OT wurpata fa ce cCbyeTae C MNOJIE3HOCTTA Ha
AeNCTBUA KaTo paboTa maum ydeHe? AKO ga, Kak? ToBa ca OCHOBHUTe
BbMPOCU Ha reMndumKaumsaTa, KoTo, ako TpsibBa Aa 6bAeM TOUHU, He
e HMWO noBeye OT MNOBejeHYECKO WHXeHepcTBo. [Ja ce npaswu
renMmneurkKaLma o3HadaBa fa ce pa3paboTBaT TEXHUKWU, BABXHOBEHM
OT CBeTa Ha Wrpute, 3a fJa Ce HakapaT XxopaTa JAa W3BbpLUBAT
AENCTBUA, KOUTO He ca Urpu. AKO TOBa € HelHaTa uen, ToraBa Tesu,
KOUTO UCKAT Aa MPaBAaT remmmounkaums, 3agb/KNTeIHO TpsbBa Aa
3aMoy4yHaT OT CrnyCcbka Ha A4eNCTBNETO, a UMeHHO MoTmBaumaTa. ETo
3all0 B Tasu rnaea e 6bhaT pasrfiefaHn CbCTOAHMETO Ha MNOoTOoKa,
AHFAXKMPAHOCTTA Ha KJMEHTUTE N aHTaXMpPaHoOCTTa Ha CAyXXUTenuTe.
Heka Aa 3ano4HeM C MbPBOTO.
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pesiome

1.1 MOTOK®BT.....

1.2 AHFa)KMpPaHOCT Ha K/IMeHTUTE.....

3 OkTtanusa Ha Yu-kai Chou .....

3.1 OCEMTE OCHOBHW EJIEMEHTA - 3AABN)XBAHWA .....

3.2 11B MO3bK, AECEH MO3bK .....

3.3 BANIA LHANKA, HEPHA LLIANKA .....

4 AHANWS.....

4.1 TOUKU (CTATYT) .....

4.2 MMMOJIETH/ Bb3MOXXHOCTMU .....

5. MONNE3SHUN CbOBPAXXEHWNA 3A MPOEKTUPAHE HA TEXHUKW 3A

FrEENMNDUKALNA .....
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1.1 [1OTOKBT

CbCTOSIHMETO Ha NOTOK € MOHATMNE, Cb34aAeH0 OT YMKCeHTMMXannun, eanH
OT NbPBUTE N HAMBaXXHW MPUBBPXEHULM Ha NOAXOAA B MCUXONOTUATA,
HapeuyeH NO3UTUBHA NCUXONOTUS.

ToBa ABWXeHMe npaBy NbLPBUTE CU CTbMNKU Mnpe3 60-Te roAvHW Ha
MUHanna Bek ¢ MaptuH CenurmMaH n YnkKceHTMUXanam, KOUTO, 3aefHO C
paboTaTa Ha Apyru aBTopu , opopMAT Tasm crneymdruyHa KoHUenuns 3a
ncrxonoruata. To MMa 3a Len Aa 3acTaHe KaTo peakumsa Ha TpaanLNOHHNSA
noAxo4, KOWTO NpeauMHO Habndra Ha AWAarHoCcTvkKaTa U iedYeHVeTo Ha
NCUXUYHNTE Pa3CTPOWCTBA. 3a Tasun Les TA npmema 3a npuBuiermMpoBaH
06eKT Ha un3cnegBaHe MOJJIOKUTENHUTE acnekTh Ha YOBEeLIKUSA OnuT W
NCMXONOrMYecKoTo baarornonyume.

TpuTe 0OCHOBHU TOYKU, HA KOUTO Ce OCHOBABA, Ca akKLUEeHTBLT BbPXy CuNaTa
n  pobpojgertenta, HayyHOTO  u3C/iegBaHe Ha  MONOXUTENHUTEe
NpexXnBABaHNA U CbCPeAoTOYaBaHETO BbPXY JIMYHOCTHOTO M3pacTBaHe.
MMeHHO B TasuM TeopeTMYHa pamMka e BrpageHa pabortata Ha
YukceHTMmXannun. B gBa oT Han-BaxHUTe cu Tpyaose - ,,OTBbA CKyKaTa U
TpeBorata“ u ,l10TOKBLT: [lcMXo0rMa Ha ONTUMANHOTO MNpexmBaBaHe® -
YHrapckuaT ncuMxonor ce onuTtBa Ja Hanpasu Aucekuma u Aa
KOHUenTyaam3rpa OHOBa YOBELLKO TMpeXxuBABaHe Ha W3KJAYUTEe/Ha
KOHUEeHTpauusa 1 yaoBneTBopeHMe, KOeTo HaCcTblMNBa, KOraTo ce OKaXeM B
cUTyaums Aa U3Nb/HABaMe 3ajayva, KOATO He CcaMO HW MHTepecyBa OT
JINYHA rnejHa To4ka, HO N U3NMUTBA CNOCOBHOCTUTE HM TOYHO Ha ropHaTa
FpaHuULa Ha TeXHUA NoTeHLan.

FRE Co-funded by the
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o gymuTe Ha YNKCEHTMUXANAN NOTOKBT e:

YcewjaHemo, 4e ymMeHUAMA HA Yo08eka Cd hooXo0AwU 30 cnpassHe ¢
npedu3zsukamescmeama, 8 eO0HO HACo4YeHd KbM yeama, 068bp3aHA C
npasusia cucmema 3a delicmeue, KoMo 0084 fACHU yKA3GHUS 30 mMoed
K0/1Ko dobpe ce cnpass. KoHyeHmpayuama e moskoea UHMeH3UBHQA, Ye He
0Cmasa HUKAK8O 8HUMOHUE 30 MUC/eHe 30 Hewjo HecbWecmeeHo uau 3d
npumecHeHue om npobsaemu. CaMoCb3HOHUEeMo uU34ye38a, a yceuyaHemo 3d
gpeme ce u3skpussea.®

TYHrapckmaT rncuxosor CMmaTa, 4Ye TOBa UYBCTBO TpsibBa fJa ce Tbpcu B
eXeAHeBHUTE HU AeHOCTW. 3a LuenTa YoBek TpsbBa fa AencTBa 1 ga popmumpa
MNCNEHeTO N peanHOoCTTa CM NO TakbB HauuH, Ye Aa popMupa cpesa, KOATo e
KanmbpupaHa cneuranHo 3a TO3U KOHKpeTeH BWUA CTUMynaums, KOATO e
yAo0B/ieTBOpsABaLla 1 edebHa. 3a Te3n, KOUTO ce 3aHMMaBaT C renMudpuKaums,
TOBAa NCUXONIOMNYECKO CbCTOSAHME NpeACTaBAsABa MHTepeC, Tbi KaTo TOBa e
BUABT NpeXnBaBaHe, KOETO AbPXM XopaTa NPUKOBAHMN KbM TAXHATa AeNHOCT,
He3aBMCMMO Aanun CcTaBa BbNPOC 3a Urpa uav 4pyro.

[MprBANYaHETO Ha BHUMAHMETO N aHraXupaHeTo Ha noTpebuTtenmTe Tpabea Aa
6bAe OCHOBHAaTa Len Ha BCeKW Au3aliHep Ha rerimudukauma. MNMpuymnHata e
MHOFO MNpPOCTa: KOJKOTO MO-rosiiMa MpuMBBHP3aHOCT KbM JA3AeHO JeNcTBue
ycneete Aa NpeAu3BrKaTe y NoTpebuTens, ToNKoBa NoBeye BpeMe Le npekapa
TOW B M3NbJHeHVeTo My. Ka3aHo no Apyr Ha4yvH, CbCTOSAHMETO Ha MOTOK e
cBoeobpasHo En Jopasao 3a BCekn YOBeK, KOVTO UCKa Aa 3a4bpXN BHUMaHMETO
Ha NoTpebuTennTe KbM CBOS CAalT KbM CBOS BU3Hec.

YcnexsT B NpeAn3BUKBAHETO My rapaHTMpa NoJly4aBaHEeTO Ha
Bb3MOXHO Hali-roNsiMO KONMYECTBO aHIraXKMPaHOCT.

° Csikszentmihalyi M., Flow: The Psychology of Optimal Experience, New York,

HarperCollins Publishers, 1990, p.71
S, Co-funded by the
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Taka ce cnyyBa, Ye nrpata e egHo OT AeNCTBUATA, KOUTO Ha-MHOro cnocobcrear
3a No/ly4aBaHeTO Ha TOBa CbCTOSHME, 1 3aTOBa BCEKW, KOWTO MUCKa Aa npunara
reiMnUKaLMOHHU NPaKTUKKN, TPSAOBa Aa € HasiCHO C

noTeHUMana Ha CbCTOAHMETO Ha NoToKa. MrpaTa, KoATo MoXe Aa AoBeje A0 TOBa
CbCTOAAHME, obaye He e Ob6MKHOBeHa urpa. He e goctatbyHO ga ce f06aBAT
pesyntatm WAM Khacauum KbM HHAKOA JAeWHOCT, 3a Ja CTaHe TA TOJIKOBa
aHraxxmpauwia. Kakto nocovsa YmkKceHTMUXannun, eiHOCTTa TpAbBa Aa € TakaBga,
Ye @ TeCTBa YMEHUATa Ha NoTpebuTensa B Nb/AHUS UM

noTeHUMasn, KaTo MOCTOSAHHO MNpejocTaBa obpaTHa Bpb3Ka 3a KayecTBOTO Ha
N3MbJHEHNETO N HaW-BeYye ACHW YKa3aHWSa Kak ja ce 3aBbpliun. MIMeHHOo ToBa
TpabBa BUHarm ja ce nMa npesuz B npoueca Ha npuiaraHe Ha rMpakTUKUTe Ha
reiMnourkaumaTa: NpexmnBaBaHeTo TPSA6Ba Aa e y40BAeTBOPSBALLL0, aHIaXMpPaLLo
n fobpe NpoekTMpaHo, 3a Aa BOAMN NOTpebuTens npes BCsKa CTbIKA; Cb3HAHWETO
My TpsibBa Aa € Bb3MOXHO Har-Manko aHraXmpaHo C MUC/IeHe KakBO Aa npasu;
CUFYPHOCTTa Ha AencTBueTo TpsibBa Ja e TakaBa, ye Ja Mo3BOASABA MbJHO
noTansiHe, KOeTO B KpavHa CMeTKa e CbCTosAHMeTO Ha lNoToka.

1.2 AHraXXMpaHoCT Ha KINeHTUTe

Heka cera ce cbCpefoTOUMM BbPXY aHraXMpaHoOCTTa Ha noTpebutenuTe.
3n4yepmaH, eanH OT NMUOHEPUTe Ha UHAYCTPUATA Ha renMmmoukaumaTa v
aKkaZemMvik B 061acTTa Ha Urpo3HaHmeTo, 0606wy MHOro acHo npes 2013 r.
TOBAa, KOETO 3a CBeTa Ha MapKeT/Hra KbM AHeLUHa AaTa Ce e NPeBbpHasno B
HeocropvmMa WUCTUHa: ,BmecTto octapanata wvgea jga ce noaTukeaT
notpebutennTte Aa ,,KyrnyesaT noseye!“, aHraxmpaHeTo Ha noTpebuTennTe C
e/l rTeHepupaHe Ha MpUXo4M e MapPKeTUHroBMAT MOZen Ha 6baeLueTo.
KasaHO nmo-NpocTo, aHraXXmpaHeTo He cnejBa npuxogmTe. HanpoTtue, 3a4
aHraXupaHocTTa cneaBaT npmuxoauTte.”

Co-funded by the
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3a fa pa3bepem no-fobpe KakBO O3HayaBa BCUUYKO TOBA, MOXeM Ja ce
Bb3Moa3BaMe OT cTaTudaTa Ha JxxeHn BaH JoopH 1 ap.

3HaYeHMEeTOo Ha Ta3m paboTa ce CbCTOM BbB paKTa, ye - OCBEH Ye e Ae/o Ha
BOJeLl, um3cnejoBaten B 06n1acTTa Ha MapKeTUHra, KOWTO e 0cobeHo
AHraXXMpPaH C U3y4yaBaHeTO Ha aHraXnpPaHoOCTTa Ha NoTpebuTenuTe - B Hes
e npeanoXxeH mMogenbT MoBeeHMEe Ha aHraXMpPaHOCT Ha KAMeHTuTe -
Customer Engagement Behavior (CEB), KoiTo oTToraBa ce WM3MNo/3Ba
LLUMPOKO OT KOMMaHUW, AOMUHUPALLM Ha Ma3apa KbM AHeLUHa gaTa, KaTo
Amazon, Coca-Cola n Spotify. B Tta3m cratna BaH [opH 3aaBaBa, 4ye
»AHFAKMPAHOCTTA Ha KAMEHTUTe e noBegeH4Yecka KOHCTPYKLUMUS, KOATO
HaAXBBbPAS CaMO NoBeAeHVeTO Npu Nokyrnka [...] Ta BkAUBa 3aAbpXKaHe U
KPbCTOCAHO KyrnyBaHe, Nokasatenuy 3a nNpoaaxobwu n TpaH3akuum, ,oT ycTa
Ha yCcTa“, Nnpenopbky N NpenpaTky OT KANeHTW, 6aorose 1 nybamkaumm B
WHTEPHET N MHOro Apyrv noBejAeHWs, KOUTO OKasBaT BAUSHME BBbPXY
dupmata 1 HeliHUTE MapKn.»°

BaH [lopH Ka3Ba, Ye 3a Aa pasbepem KakBO e eCTeCTBOTO Ha aHraXKMpPaHOCTTa Ha
notpebutTennTe, TpssbBa Aa pasrnejame C/I0XXKHa Mpexa OT NoBefeHUsA, KOUTO
nMaT udna nopeguua ot npejluectseHNUM (YyCnoBUS, KOUTO T akTUBUPAT) U
nocneacTsus. BaH [JopH 06ACHABa, Ye Te3nm TOKY-LO0 M3BpoeHU noBeseHUs
MOraT ga 6BbAAT KakTO MOAOXMUTENHW, Taka N OTPULATENHM 3@ KOMMAHUATA
(QymMunTe oT yCTa Ha ycTa MoraT Aa 6b4aT 3a npenopbyBaHe UM NPOTUB, KaKTO Y
OHMaViH OT3UBUTE U T.H.) U Ye OYEeBUAHO e OT peLlaBaLLlo 3HaYeHne a ce TbpPcu
N CTAMYNNPA MONOXUTENHATa aHraxumpaHocTt. MogenbT, npeAcTaBeH B
ctatuata, CEB, ce ocHOBaBa Ha TeopeTu4yHaTa [MOCTAaHOBKa, 4e
NOTPEbUTENCKOTO MoBejeHVe W Ha4vyMHUTe, MO KOWTO noTpebutenute ce
OTHACAT KbM MPOAYKTA N HeroBaTa Mapka, Ce CbCTOAT OT MeT U3MepeHus:
BaJIEHTHOCT, Ha4YVH, 06XBaT, Bb34eNCTBME N NOTpebuTesncka Luen.

6 J.Van Doorn et al., Customer Engagement Behavior: Theoretical Foundations and Research Directions,
Journal of Service Research ,volume 13, 2010, p. 253.
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3a Hawarta paboTa Mo OTHOLWeHMe Ha remMmuomkaunsatTa Tpsabea da ce
CNpeM caMO Ha WU3MepeHuATa Ha HauMHa Ha noaxoh W uUenTa Ha
notpebutend. 3anouBaiku ¢ nbpBoTO, Van Doorn 3aaBfABa, 4ye MMa
Pa3NINYHU HAaUYUHWN, MO KOUTO MOTPEebUTEeNAT NPOSBSABA aHIaXXMPAHOCT KbM
AaZleH NPoAYKT Uan Mapka. OnuTeankm ce ga rv knacupumumpa Ham-obLLo,
Morar fa ce onpejensart Tpy KaTeropuu:

BbTpewHoponeBo nosejeHWe, W3BbLHPOJEBO MNoOBejeHVMe U U3BOPHO
nosefeHve.BbTpelHOPONeBMTE MNOBEAEHWNSA, KAaTO HanpvMmep MoBeAeHUNEeTo
npy nojaBaHe Ha >Xanbum, O6BUMKHOBEHO Cce rMposBABaT B pPaMKUTe Ha
napameTpuTe, onpejeneHn oT opraHusaumaTa. MisebHponesmTe nosejeHms ca
ANCKPELMOHHN AeVHOCTW, B KOUTO KJIMEeHTUTE MoraT Aa nsbepar ga ce BkaroyaT
[...] EnekTnBHUTE noBeAeHUs Ca Te3u, KOUTO NoTpebutennte npegnpuvemMarT B
paMKUTe Ha CBOWTe Lenn 3a notpebneHue’ . Taka vMMma NOTPe6GUTENCKM
noBefeHWs, KOUTO ce NpeABMXAaT OT MapkaTta, 4PYrv, KOUTO ca ANCKPELMOHHW,
HO BCe NnaK ce 0bMUCNAT, N TpeTu, KOUTO ca usbupaemmn, N3bpaH C NPeANMCTBO
OT K/JMEeHTa 3a uenutTe Ha CO6CTBEHOTO My noTtpebneHme. Cera Heka ce
CbCPefOoTOUMM BbPXy MOC/NeAHUTE, KOUTO Ca TOYHO APYro M3MepeHme Ha
aHraXXnpaHoCTTa, NnocoyeHo oT BaH JlopH.

XONaHACKUAT m3cnegoBaten 06siCHABA, Ye CbLLECTBYBAaT MHOXECTBO
daKkTopn, KOUTO BAMSAT BbPXY LeNTa Ha KAMEeHTa U CbOTBETHO BBbPXY
BPpb3KaTa 1 BMAA Ha aHTraXXMPaHoOCT, KOSTO TOM MMa C MapkaTa.

Te Bapupat OT No- MaTepuanHn CbobpaxkeHWs, KaTo CNecTsiBaHe Ha napwu
WA KAYecTBO Ha MpoAykTa, A0 MOPAJIHX HaK/JIOHHOCTK (4YOBeK e Mo-
MOTMBMUPaAH Ja Kynn JajeH MnpoAykT, ako KOMMAaHWATA, KOSATO Tro
Apou3BeXa, MHBECTMPA B Kay3U, 3@ KOUTO HU € TPUXKa).

7 J.Van Doorn et al., Customer Engagement Behavior: Theoretical Foundations and Research Directions,
Journal of Service Research ,volume 13, 2010, p. 255.
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B HAKkoM cnyyanm MoTMBauuAta 3a notpebneHne Moxe jga  b6bje
CaMOYCbBbpLUEHCTBaHe (3akynyBaHe Ha bsrawia nbTeka v KO3MeTmnKa)

AN Jopun 3apaBe U1 61arocbCTodAHME Ha O06LWHOCTTa (3akyrnyBaHe Ha
XpPaHUTENHW TMPOAYKTU, KOWUTO Ja Ce JapAT Ha MeCTHU 6/1aroTBOPUTENHU
opraHusaumm). PellaBalloTo CcbobpaxeHwe, m3BefeHO OT BaH JoopH o
OTHOLUEHVEe Ha TOBa W3MepeHve, e, 4e  MHAVBUAYAJITHATE UYepTn W
NpeApasnosioXeHVss Ha KJIMeHTUTE CbLLO MOraT Aa NoBANSAAT Ha BEPOATHOCTTa
M HUBOTO Ha Yy4yacTme Ha KaMeHTuTe. MHOro oT Te3n WHAVUBUAYASTHU
XapaKTePUCTUKN MOraT Aa NOB/UAAT Ha KOTHUTUBHUTE MpPoLecy N B3eMaHeTo
Ha pelleHnsa Nno npejckasyemMm HauuvH, 3@ Aa MOBAUAAT Ha NPOM3TUYALLOTO OT
TAX noBejeHne.” . iManku npeaBuA ropHoOTO, ,£I,VI3aI7IHep'I:§T Ha urpuy TpsibBa Aa
ce onuTa Aa Harnpasw ABONHO

noneseH xo4. Ton TpsibBa fa HanpaBu AeVCTBUETO Bb3MOXHO HaW-Urpmeo, T.e.
TO TpsibBa Aa HanoAobsBa akTa Ha Urpa No Bb3MOXHO Haln-406pnsa HAUVH.

To3u xo4, OT eAHa CTPaHa, yBepsiBa KJIMEHTa, Ye HaUYMHBT Ha NoTpebsieHneTo My
e n3brpaem; reiMmorKaLnaTa BCbLUHOCT € Hello, KOeTO MOXe fa ce Harnpasu
caMo CBO60AHO, N3bKpanky ro. Hewlo noeeye, TO3M Ha4YMH Ha NOTpebieHve e
TakbB, Ye VMa Bb3MOXHOCT Aa ce npeBbpHe 1 BcaMaTa Len Ha notpebsieHmeTo.
Hain-apkuaTt npumMep 3a ToBa ca NporpamuTe 3a N0S/IHOCT, KOUTO Ca rnpumep 3a
renMmnomrkauma. HYecto ce cyyBa notpebutennte ga npaBaT HEHY>XXHU pasxoam
C eAVHCTBEHAaTa uen Aa TpynaTt TOYKM 3a NOSNIHOCT. BTopaTta nosiiesHoCT ce Kpue
BbB dakTa, 4ye uUpe3 npeBpbLLAHETO HAa MNoBeAeHVeTO Ha KINEHTUTe B
n3brpaemMo ypes npesBapuTeNnHoO onpegeneHn (M Mo TO3M HAYMH XenaHw oT
MapkaTa) AeucTBuUs, Te cTaBaT MH- poJieBWU, T.e. NpeABUAVMUN N KATO UANO
NONOXUTE/IHUN. AKO B AeNCTBUTE/IHOCT MOTPebuTenaTt yyactBa B AeWHOCTU C
UrPOBW XapakTep, YNATO 3aMUCH/ UABa OT CaMaTa KOMMaHWSA, e ACHo, Ye, OT
eJHa CTpaHa, KJIMeHTbT Bb3Npmema, ye ,MpaBu TOBa, KOETO UCKA“, a OT ApYyra,
KOMMAAHUATA 1Ma Moj KOHTPO1 06XBaTa Ha Bb3MOXHOCTUTE Ha pe3ynTaTtuTe oT
Te3n AenNcTBuS.

8J. Van Doorn et al., Customer Engagement Behavior: Theoretical Foundations and Research Directions,
Journal of Service Research ,volume 13, 2010, p. 257.
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Greerj skiil_s:
3. OkTanmza Ha YU-KAI CHOU

KakTo 6elue NocoYeHO B HA4asioTO, OCHOBHUAT KOMIMOHEHT Ha UTPOBU3aLMATA
e MoTumBayusaTa. [lo3HaBaHETO HA HEeWnHUTe TaWHW W HavyuHWUTE 33
N3MN0N3BAaHETO W e OT pelaBawo 3HayeHue 3a npwuaaraHeTo Ha
reiMmmpumkaumaTa B 6busHeca. ETo 3awo cera we 6bae WAKOCTPUPAH
OKTOaHann3bT Ha Yu-Kai Chou - kKoHuenTyaneH MHCTPYMEHT, cnocobeH Aa
pasysieHN CblUecTByBallla TexXHWKa 3a revMuukaums MAM TakaBa, KOSATO
npeAcTon ga 6bAe Cb3jajeHa, 3a Aa pa3bepe KakBM MOTMBATOPMU U3MOA3BaA U
cnefoBaTesIHO Kak ga a4 mMoamduumpa, 3a ga a4 ontummismpa. Yu-kai Chou,
cb3gatenart Ha Octalysis, e eaHa OT HaW-U3TbKHaTUTe ¢uUrypm B chepaTta Ha
reiMnunkaymara. Tosn npectmx ce AbKM MMEHHO Ha MNaTeHTOBaHeTo U
npunaraHeTo Ha TO3W TeopeTMYeH WHCTPYMEHT, KOWUTO Ca pasrnefaHu
0bcToMHO B KHWrata my Actionable Gamification (2015 r.). To3n Tpysa vma
roONIIM OT3BYK W MOCTOSIHHO Ce uuTUpa B HaM-HOBUTE TPyAOBe, 3acsArawim
obnactra. Cera MoOXemM Ja npeMmHeM KbM TMpeAcTaBigHE Ha HeroBuTe
XapaKkTepuCTUKN 1 gerictere. 3a NO-rosisiMa siCHOTa, Mo BpemMe Ha TO3W aHanun3
Ha OkTannc e pobpe Aa AbpXUTe Mo OKO TpUTe M30b6paxeHUs TyK KaTo
NKOHorpadcka crnpaBka 3@ N3NOXKEHUTe KOHUenumu n GyHKLUN.

Meaning

White hat

Left brain Righ brain

Ownership
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Black hat

Avoidance
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NpeanHaTa oTnpaBHa TOYKa 3@ pPasroBop 3a TO3U WHCTPYMEHT e
npn4yMHaTa 3a mn3bopa Ha reomeTpmyHata ¢opma, KOSATO o nNpeAacTaBs
rpadnyHO, @ UMEeHHO OCMOBIb/IHUKBT. KO-Kan Yoy B kHUrata Actionable
Gamification, makap Aa He UNTUpPa ANPEKTHO U3TOUHMLUTE CU, 0BSICHABA
n3bopa cn no cnegHMs HauuH: ,locnefHOTO AeceTuneTve rnpekapax B
paboTa no cb3gaBaHeTO Ha LUANOCTHA paMKa 3a aHaln3 U n3rpaxgaHe Ha
cTpatermm OKOMO  pPas/INYHUTE CUCTEeMW, KOUTO MpPaBAT uUrpute
npuenekatenHn. Bngax, ye noutm Bcska ycrewHa nrpa ce obpblia KbM
onpeseneHy OCHOBHW ABMXELW CUAN B HAC U HU MOTUBMPA KbM
Pa3NNYHU peLleHns N AeNHOCTW. 3abensasax CbLyo, Ye pasInyH1Te BUAOBE
NTPOBU TEXHUKW HW TAackaT Hanpej MO pasiMyeH HauuH; HAKOM upes
BAbXHOBEHME ¥ OBJlacTaABaHe, ApPYyrv 4ypes3 MaHunynauyms m obcebsaHe.
3aabnboynx ce, 3a Aa OTKPUSA KAakBO OT/IMYaBa efunH BUA MOTUBaAUMA OT
Apyr. KpalHuaT pe3yntat e pamka 3a Au3aH Ha renMmumomnkaums,
HapeyeHa Octalysis, uneTo nme nponssnmi3a oT OCMObIbJHA dopma C 8
OCHOBHUW ABMXewmn CuUnn, npeactaBasBaliy Bcaka cTpaHa.&quot; llo
CbLlecTBO Yoy oT6enasBa, ye aHraXxmpaHocTTa, KOATO eAHa wurpa wawu
TEXHMKA MOXe Aa NpeAv3BUKa, 3aBUCK Hali-Beye OT MOTMBAUUATA, KbM
KOATO TA ce obpblia. ETo 3aw0 HeroBmAT aHanms ce ¢oKycmpa OCHOBHO
BbPXY TAX U B KpaiHa cMeTka Ton ngeHtuoumnumpa ocem Core Drives, KOUTO
Ca OHe3V OCHOBHM MOTMBAUWW, KbM KOUTO TpsbBa Ja ce obpblya
BHUMAaHVe Npu NPOEKTUPAHETO Ha reiMrudUKaLMOHHN NPaKTUKK. 3a Aa ce
pasbepe OKTO/AM3aTa, € HeobxoaMMO Ja ce MNO3HaBa MOHe HakpaTko
ecTtectBOTO Ha OCHOBHUTe ABumxewm cuam 9, 3atoBa TykK wWe 6baat
nokasaHw onpegeneHunaTa, Kouto Yoy pgasa, MPUAPYXEHW OT MHOro
KpaTbK aHanms.

10During this discussion they will also be called "motivators" in order to make the text more streamlined and less verbose
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3.1 OCEMTE OCHOBHW EJIEMEHTA - 3SAABV>XBAHWA

MmeTo Ha OcHoBeH eneMeHT 1 e ,ENMMYHO 3HauveHVe 1 NpusBaHKMe® n ce
onpezens, KakTo cneasa: ,EnnyeH cMmMCbA N NpusBaHue“ e OCHOBHUAT
ABUraTen, KOUTO ce nposBsABa, KOrato YoBek BAPBa, Ye BbPLUM HeLlo MNo-
ronssMo ot cebe cn n/nnn e ,M36paH“ ga N3BLPLUMN ToBa AencTeue.” Ton
B/I3a B AeNCTBME B MOMEHTA, B KOWTO YOBEK Ce YyBCTBA BK/HOYEH B HELLO0
NO-rofIsMo, T.e. KOraTto CcybekTbT e ybejeH, ye gencTBa B pPaMKUTE Ha
CMUCBA, CrogensiH OT O6LUHOCT C uen nocturaHe Ha obwo 6naro. Yoy
f06aBs M eAnH HecnomMeHaT Aocera efieMeHT, @ MUMeHHO MOTMBAUUATA,
nABaLLa OT yCellaHeTOo 3a npegonpeseneHocT. Ton 065CHABA, Ye B Urpute
TOBa HaM-4yecTo ce npejum3BMKBA 4Ype3 Taka HapeydeHus ,KbCMeT Ha
HauvHaewma“: Npru3oBaBaHeTO Kapa XxopaTta Aa MUCIAT, Ye ca YHUKANHO
npegonpejeneHu 4a HanpasaT HeLo.

C KbCMeTa Ha HayvHaellnss xopaTa Cce 4YyBCTBAT KaTo efHU OT MankoTo
n3bpaHun ga npegnpmemar gencTBme - KOeTo NpaBu MHOMO NO-BEePOSATHO Aa
ro npeanpuemart. VimeTo Ha OcHOBeH enemeHT 2 e ,Pa3BnTtme n nocturaHe
Ha pe3yntatn®. Yoy ro onpegensd no cneiHVsa HauuH: ,Pa3zButve wu
NOCTUraHe e HaWUAT BbTpelleH CTpeMeX 3a MOCTUraHe Ha Harnpeabk,
pa3BMBaHe Ha YMeHUs, NocTUraHe Ha MaWCTOPCTBO U B KpalHa CMeTKa
npeoAosisiBaHe Ha npeamn3sBrkaTesnicTeaTa.“ Han-npocTo kasaHo, ToBa e BUJ
MOTMBAaLMSA, KOATO Ce Mnopaxja OT XefaHMeTo Aa Ce yCbBbpLUeHCTBaTe
WIn Aa oBnageete ymMeHus. To3n OCHOBEH ABuraten e Abl60Ko CBbp3aH
CbC CbCTOSHMETO Ha MOTOK, KOeTo € WMEHHO CbCTOSAHMEeTO Ha
N3KAHUYUTENIHA  KOHUEeHTpauwus, wuaBawo OT  M3npob6BaHeETO  Ha
CNOCOBHOCTUTE A0 NbAHUA WM noTeHUwan. ToBa e 0CobeHo
YAOBNETBOPABALLO CbCTOSIHME N CleJ0BaTeNIHO e pecypc 3a 3ajencTBaHe
Ha MOTUBaLUMATA.
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MmeTto Ha OcHoBeH paBuraten 3 e ,OBnactdBaHe Ha KpeaTUBHOCTTa WU
obpaTHaTa Bpb3ka“. Yoy HsMa SICHO onpegeneHue 3a To3M BUA MOTUBALUSA U 3a
Aa s oyepTae no-gobpe, ce onuMTBa Aa OMNULIE HaudnHa, MO KOMTO TA Ce
nposBaBa: "OBnacTaBaHEeTO Ha TBOPYECTBOTO M 0O6paTHaTa BPb3Ka Ce N3Ppa3sBa
B TOBa, Ye MoTpebuTennTe ca aHraxxmpaHu B TBOPUYECKM NpoLec, Npu KOMTO Te
MHOFOKPaTHO M3MUC/IAT HOBW HeLa M ONNUTBAT PasINYHN

KOM6VIHaLI,I/II/I. XopaTa CE€ HYXAadAT HEé CaMO OT Ha4YuMHW Aa N3pa3daBaT CBOATA
KPeaTMBHOCT, HO 1 OT TOBA Ja BUXAAT Pe3ynTaTuTe OT CBOSITA KPeaTUBHOCT, A3
nonyyaBaT o6bpaTHa Bpb3ka M Ha CBOWM pej Ja ce npucnocobasart.”
I'IpvmaraHeTo Ha INYHNTE peeHnA Ha dad€eHa UTPOoBa

CUTyaumsi B AeliCTBME M BUXAAHETO Ha TEXHUS yCrex nopaxaa ocobeH BuA
YAOBJIETBOPEHNE, KOETO HA NPAKTUKA € N3TOYHUK Ha TO3U BNA MOTUBaLNA.

The name of Core Drive 4 is "Ownership & possession." Chou defines it
thus, "It represents the motivation that is driven by our feelings of
owning something, and consequently the desire to improve, protect, and
obtain more of it." Unfortunately, this is not the appropriate forum to
delve into the analysis of the tendency of human beings to accumulate
and collect. In this case, simply this will suffice: Core Drive 4 is nothing
more than the desire to possess, gain, and preserve what has been

obtained.
The name of Core Drive 5 is "Social Influence & Relatedness." To specify

its content, Chou writes, "[it] incorporates all the social elements that
motivate people, including: mentorship, social acceptance, social
feedback, companionship, and even competition and envy." This
motivator is often used through competitiveness. This particular activity
calls into play the gazes of the subject and the audience who bestow
rewards and punishments that generally consist of increases or
decreases in prestige, the ultimate social currency. In addition to the
motivation triggered by these aspects, in this Core Drive Chou also adds
other elements belonging to social ties that are capable of prodding the
will to act such as the responsibility of being a mentor and the sense of
duty instilled by having one. Envy, a kind of perverse form of social
bonding that is nevertheless zealously employed by a certain kind of

gamification practices, also appears.
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The name of Core Drive 6 is "Scarcity and Impatience" and is defined by
Chou thus, "Scarcity & Impatience is the Core Drive of wanting something
simply because it is extremely rare, exclusive, or immediately
unattainable."

Again, we will not dwell on the various issues surrounding this kind of
motivation. Fascinating and mysterious phenomena such as collecting,
luxury, and in general the relationship between human greed and rare
objects is something that cannot be analyzed here.

However, given the relevance that the things just listed have in society-
just think of the market for art, precious stones, and exclusive products
such as sports cars, clothing, and technological gimmicks-one can
consider the proposal to count this kind of motivation among the most
impactful ones in human action as reasonable.

The name of Core Drive 7 is "Unpredictability & Curiosity," and Chou
describes it thus, "[it] is the main force behind our infatuation with
experiences that are uncertain and involve chance." It would be nice to
say that fascination with mystery is why this kind of motivation is listed
as a powerful trigger for action, among others. Unfortunately, as the
section on this Core Drive in Actionable Gamification testifies, the reason
Chou includes it in his Octalysis is its ability to generate obsessive
patterns of behavior. . Trepidation for the unexpected is the foundation
on which all gamification is based. Its power is such that it succeeds in
triggering behavioral disorders that can escalate to the point of leading
to the onset of a disease, namely, ludopathy. Manipulating the factors of
unknown and randomness thus turns out to be an extremely effective
and dangerous tool for arousing motivation.
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The name of Core Drive 8 is "Loss & Avoidance." Chou defines the last
component of Octalysis this way, "it's the motivation to avoid something
negative from happening"; "It motivates through the fear of losing
something or having undesirable events transpire."

This kind of motivation is essentially the complementary of Core Drive 4.
While on the one hand there is the will to possess and accumulate, on the
other hand there is the will not to lose and to avoid those scenarios in
which the possibility of loss is contemplated. Again, we are dealing with a
Core Drive with gloomy hues and problematic characteristics.

S2LEFT BRAIN RIGHT BRAIN

Having illustrated the eight motivators, we can move on to analyze the
two subdivisions, one vertical and the other horizontal, that Chou
operates in Octalysis.

To begin with, we will start with the first, and so it is good to keep an eye
on image number 2. Dividing the octagon vertically, we get two
symmetrical zones distinguishable, by position, into Left and Right. As
you might expect, the first is called the "Left Brain" and the second the
"Right Brain." The location of the eight Core Drives is not random, and
the arrangement attributed to them by Chou serves to be able to
determine their characteristics from the very first glance (assuming, of
course, that we know the meaning behind the subdivisions). Regarding
the vertical division separating into left and right, Chou explains "The
Left Brain Core Drives involve tendencies related to logic, ownership and
analytical thinking [...] The Right Brain Core Drives are characterized by
creativity, sociality and curiosity."
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Because of the possible perplexities that this nomenclature may raise, it
is necessary to point out, as Chou does, that "The terminology of "Left
Brain Core Drives" and "Right Brain Core Drives" does not necessarily
mean that they are physically located on the left side or right side of our
brains. These references are merely symbolic in that some of the Core
Drives are influenced more by the 'logical brain,' while other Core Drives
are influenced more by the 'emotional brain." So, the Core Drives
associated with the left side of Octalysis appeal to the rational and
analytical nature of our brain, while those associated with the right side
to the curious and creative nature. To this Chou also adds a distinction
more relevant to the use of Octalysis. He states that the motivators
present in the Left Brain section are much more likely to generate
extrinsic motivations, while those present in the Right Brain tend to bring
out intrinsic motivations. The latter two notions have already been
discussed but without delving into the analyses of these concepts.

While this is not the right place for a psychological matrix examination of
the notions of intrinsic and extrinsic motivation, it may be useful to
report the way Chou conceives of them so that we can better orient
ourselves in the use of Octalysis and, at the same time, have at least a
minimal clarification with respect to their meaning and use: "Extrinsic
Motivation is motivation that is derived from a goal, purpose or reward.
The task itself is not necessarily interesting or appealing, but because of
the goal or reward, people become driven and motivated to complete the
task [...] Intrinsic Motivation, on the other hand, is simply the motivation
you get by inherently enjoying the task itself. These are things you would
even pay money to do because you enjoy doing them so much."
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At this point the picture regarding the division into Left Brain and Right
Brain is sufficiently complete.

Trying to recapitulate, keeping image number 2 as a reference, vertically
dividing the Octalysis in half yields two areas containing different Core
Drives. Those on the left, in the Left Brain area, namely Accomplishment,
Ownership, and Scarcity are motivators that appeal to the calculative
nature of our rationality to push us to act.

They therefore tend to generate extrinsic motivators, i.e., those whose
purpose is not the action itself but the reward that can be obtained from
its performance. In contrast, those on the right, in the Right Brain zone,
namely Empowerment, Social Influence and Unpredictability, are
motivators that use the desire to express oneself, socialize and learn to
arouse the will to act.

They thus generally lead to the formation of intrinsic motivators, i.e.,
those that target actions that we find beautiful and enjoyable or that
enable us to have valuable experiences and that we would therefore do
even without the promise of any reward. Chou glosses over the
significance of the positioning of the two Core Drives that lie on the axis
of symmetry, namely Meaning and Avoidance.

It is reasonable to think that this is a kind of design "typo" that is not
entirely correctable as functional to the second subdivision that will now
be illustrated.
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S3WHITEHAT BLACKHAT

To deal with the second subdivision, the horizontal one, it is good to keep
an eye on image number 3. Chou calls the upper half White Hat and the
lower half Black Hat.

The origin of this nomenclature, explained by Chou, comes from the field
of SEO (Search Engine Optimization) and has little relevance to the use of
Octalysis. Although simplistic, it turns out to be correct to approximate
by stating that the color white (White Hat) is associated with a positive
value while, on the other hand, the color black (Black Hat) is associated
with a negative value. Chou's description of Core Drives belonging to the
upper or lower zone from this point of view speaks clearly: "White Hat
Core Drives are motivation elements that make us feel powerful, fulfilled
and satisfied. They make us feel in control of our own lives and actions.
In contrast, Black Hat Core Drives, make us feel obsessed, anxious, and
addicted. While they are very strong in motivating our behaviors, in the
long run they often leave a bad taste in our mouths because we feel
we've lost control of our own behaviors."

So the Core Drives in the upper half, i.e. Meaning, Accomplishment and
Empowerment turn out to be positive motivators, enabling people to feel
satisfied and in full control of themselves. In contrast, those in the lower
half, namely Scarcity, Unpredictability and Avoidance, while much more
effective at prompting action, tend to cause feelings of negative sign and
make us feel at the mercy of our behaviors. Unlike the previous
breakdown, this time Chou provides an explanation regarding the
placement of the Core Drives located on the axis of horizontal symmetry,
namely Ownership and Social Influence:
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"Generally speaking, Core Drive 4 and Core Drive 5 have the duality of
being able to be either White Hat or Black Hat. [...] Owning things make
us feel like we are in control, that things are organized, and our general
well-being is improving. We feel powerful and enriched. However,
sometimes the stuff we own starts to own us instead. [...] On the other
hand, for Core Drive 5: Social Influence & Relatedness, we obviously
enjoy and have fun when hanging out with our friends [...] However,
sometimes peer pressure can cause some of the worst moments in our
lives."

Now, although a reflection on the issue of the positivity or negativity of
Black Hat Core Drives is beyond the scope of this paragraph, i.e., the use
of Octalysis, it may be useful in eliminating some of the biases that might
arise in the use of this tool in the analysis phase.

So, it comes naturally to think that, from a moral point of view, designing
gamification that appeals to Black Hat Core Drives is something
deplorable and manipulative.

In fact, in most of the products that make use of these motivators and
that we use every day, this is indeed the case. It is common experience to
find physical or virtual advertisements warning that a "must-have" offer
is about to expire, that there are only a few pieces of a certain item or a
few units of a certain resource left (Core Drive 6, Scarcity and
Impatience).

So is exposure to sweepstakes games with random prizes in
supermarkets, stores and apps of all kinds, suffice it to say that every
year the Italian state itself (and many others around the world) holds a
lottery during the Christmas season (Core Drive 7 Unpredictability &
Curiosity).
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It happens to anyone's experience of points-based loyalty programs,
whether they are physical stamps or not, that always have an expiration
date and failure to use them within specific time frames always results in
the complete loss of every point accumulated (Core Drive 8, Loss &
Avoidance).

These are now well-established techniques and are used in so many and
varied areas precisely because of their proven effectiveness. This is not
the place to determine their degree of behavioral manipulation,
assuming such an indicator exists. However, it is evident how each of
these practices has as its purpose the performance of an action desired
by the person employing the technique, generally getting the consumer
to buy more, and that in doing so it leverages features of human
psychology that trigger irrational behaviors that are often undesirable
and unpleasant to the person performing them, sometimes even
harmful.

In Chou's view, however, reducing Black Hat Core Drives to something to
be avoided at all costs almost as if they were taboo is incorrect. For him,
it is physiological that companies and businesses need engagement
regardless of the positive or negative value of their goals

To try to summarize his thinking on this issue, it can be said that for
Chou, White Hat Core Drives are fantastic tools for creating engagement
in the long run, and they are the ones that should be valued and for all
intents and purposes also the most profitable. But by not producing
stringent motivations in the short term (everyone may have happened to
wake up and want to change the world or improve themselves only to
lose motivation as the day-to-day unfolds) they tend not to achieve that
threshold of engagement necessary to make one feel fully embarked and
responsible for a project.
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The task of Black Hat Core Drives would be just that: to engage the
subject in an action through psychological gimmicks so as to develop just
enough engagement in the short term, in preparation for those nobler
motivations (White Hat) that would be the real goal and source of
positive, long-term engagement. This, for Chou, is as valid for companies
as it is for individuals.

"Some people voluntarily use Black Hat gamification to force themselves
to live healthier and achieve their short term and long term goals. | would
personally love to be addicted to eating more vegetables or confronting
the tasks that | tend to procrastinate on."

To explain this concept Chou uses a funny example, "SnuzNLuz alarm
clock app [...] automatically donates the user's money to a non-profit
they hate if they hit the snooze button (the 'wake me up 10 minutes later’
button)." Therefore, the use of Black Hat Core Drives is something that it
would be unfair to taboo and that can be exploited to improve one's
condition, yet it is a powerful and potentially terrible tool on which to fix
a critical and watchful eye.

Trying to recapitulate, the motivators present in the upper (White Hat)
part of Octalysis are able to produce positive actions that have a
beneficial function and allow one's behavior to be under control
Unfortunately, they do not generate urgency and therefore often tend
not to consistently stimulate action.

Those of the lower part (Black Hat), on the other hand, tend to make
people adopt harmful behaviors to the point of developing real
addictions, their strength, however, lies in the fact that they are able to
generate the feeling of urgency and therefore are able to give constancy
and consistency to desired behaviors.
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4 ANALYSIS

For completeness, two case studies of two gamification techniques are
now proposed, one definable as White Hat gamification and the other as
Black Hat gamification.

4.1 POINTS (STATUS)

The first technique considered is the implementation of status points.
Although the latter are a classic feature of many games, particularly role-
playing games, it is good to specify what kind of points we are talking
about.

They, in fact, can be declined in an infinite number of ways and there are
a variety of categories. In this case we are talking about status points,
which Chou explains precisely: "Status Points are for keeping score of
progress. Internally, it allows the system to know how close players are
toward the win-state.

Externally, it gives players a feedback system for tracking their progress."
In short, you are not considering the kind of points used in competitive
games to determine who is ahead, but those that give an indication with
respect to attributes of the subject (hence the status nomenclature).

So we are talking about experience points, strength points, intelligence
points, and so on. To try to give as general a definition as possible, status
points are quantitative representations of qualitative characteristics
belonging to a subject, measured according to a reference grid internal
to the system employing this technique.
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Turning to Octalysis analysis, it is clear that the implementation of status
points in any activity leverages primarily Core Drive 2: Development &
Accomplishment. Knowing the level of one's quality measured
quantitatively (and therefore comparable with a reference system that
indicates the minimum and maximum) in any context, in fact, triggers the
motivation linked to the will to improve it. We must pay attention to one
detail, however: this dynamic is triggered almost only for those scores
that give indications of characteristics that matter to the subject. By
managing to combine these two things (score and interest), what
happens is exactly what was discussed in chapter two dealing with flow.
Since the score is a quantitative indicator, the distance there is between
the current step and the next one is always calculable and clear. This
allows a more convinced and effective channeling of efforts by the
subject who, through this system, does not feel disoriented and knows in
which direction to move.

This results in a method that increases the possibility of entering the
state of flow, which, as we have already seen, is a condition of extreme
satisfaction and therefore desirable and motivating. This technique also
has the ability to take advantage of Core Drive 5 (Social influence). The
moment the scores are made public, in fact, it motivates subjects to
perform the specific action to increase them so they can appear better in
the eyes of those participating in the same activity, thus inserting an
element of competition.

To conclude the Octalysis analysis, note that the technique of
implementing status points appeals mainly to a Left Brain Core Drive -
calculate and act to improve - and partly to a Right Brain one - compare
oneself with others. Moreover, both fall into the area of White Hat
gamification since increasing one's score is an activity that, at least
theoretically, is in the subject's full control and drives him or her to

improve.
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42 EVANESCENT OPPORTUNITIES

The second technique considered in this analysis is the implementation
of evanescent opportunities. The definition of this feature of games that
Chou provides is, "An Evanescent Opportunity is an oppurtunity that will
disappear if the user does not take the Desired Action immediately."
There are multiple examples of this kind of mechanic within board and
card gamgs. Again, not many are found in sports. The reason is the
randomness factor that is involved in evanescent opportunities. These,
in fact, are generally something desirable that appears suddenly and
without warning, and this does not fit with the rational nature of the
regulations of sports.

To try to better understand how evanescent opportunities work, one can
refer to the game of "One-two-three star!" As is probably familiar to
everyone, the objective of this game is to get to touch the surface where,
with his back turned, one of the players recites "one-two-three star!"
with his eyes closed. The latter can turn around and look only after fully
pronouncing the formula. Players caught moving at the moment this
happens must back up to the starting point. There are no rules as to the
speed and pace at which the formula must be uttered, so the designated
player may speed up or slow down in order to mislead other participants
who are moving in the meantime. The evanescent occasion is thus
precisely the moment when the formula "one-two-three star!" is recited.
Players, in fact, have a limited and uneven amount of time (the
completion of the phrase) in which they must perform an action (i.e.,
move) in order to achieve something desirable, namely the advancement
of their position, which is necessary to win. Having clarified how
evanescent occasions work, we can now turn to Octalysis analysis.
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The implementation of this mechanic in sites and apps through
gamification certainly appeals primarily to Core Drive 8 - Loss &
Avoidance, i.e., that motivation that drives us to avoid losing something.
To better represent what we are talking about, one can refer to the now-
common experience of advertisements from supermarkets, car
dealerships and physical or virtual businesses of various kinds in which
sensational limited-time offers are announced. The psychological
dynamic is basic.

By placing in front of the subject something desirable that is known to be
about to disappear, the obvious reaction is the implementation of that
behavior that allows the reward to be obtained. The short time interval
that does not always allow for reasoning about the consequences of
actions coupled with the sense of urgency that is stimulated by the
threat of the disappearance of the reward, act as an effective goad to
action.

Very often designers who make use of this technique also employ Core
Drive 4 (Ownership) motivations by using as a reward of the evanescent
occasion objects whose possession is desirable. There is also the appeal
to Core Drive 7 (Unpredictability). Since we do not know when these
extraordinary offers will appear, the time when this happens seems to be
special, and this contributes to the persuasion to act. It is certain that
this technique is not intended to appeal to the rational side of human
behavior, and its strong use of Core Drives 7 and 8 confirms that it
belongs to the Right Brain zone but, more importantly, to the Black Hat
zone.

The appeal to emotionality and the stimulation to urgency and obsessive
behavior leave no doubt about it.
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S5 USEFUL CONSIDERATIONS FOR
THE DESIGN OF GAMIFICATION
TECHNIQUES

To conclude, we now list some useful suggestions for the design of
gamification techniques based on what we have observed so far.

What turns out to be fundamental is surely that in order to persuade any
user to act, it is necessary to produce appropriate motivations.
Gamification, after all, is essentially this: design of game-inspired
activities that trigger motivation to act.

From what we have seen so far, it is clear that for users the best
motivations are the intrinsic ones, that is, those having to do with self-
improvement, socialization and well-being. However, these motivations
have the shortcoming of failing to produce the feeling of urgency. For
this reason, it is effective to complement them with extrinsic
motivations, i.e., rewards, or to exploit some psychological gimmicks. A
good design of gamification techniques should therefore first of all
profile its user, understand his or her intentions, needs but also frailties.
the designer must also be aware of his or her purposes.

Gamification can be used as a marketing tool but also as an educational
expedient,as training or coaching.Once these two aspects, namely the
designer's purpose and his target audience, are specified, one can begin
to work toward an effective design.

In concrete terms, if, for example, the purpose is education, one must try
to implement elements in one's lesson or presentation that stimulate the

feeling of competence.
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If | administer to students a themed game with various well-calibrated
degrees of difficulty, it is likely that upon passing each one the student
will feel that he or she has achieved competence. This calibration must
be done expertly, always making sure that the student has the tools to
test his or her skills to the fullest and that the goals and objectives of
each step are always clear.

But this, of course, is not enough. A sense of urgency must be nurtured
and possibly extrinsic motivations must also be incorporated. Putting a
time limit, for example, is helpful for the former, establishing rewards for
the latter. These need not be material.

The rewards of social experience or status prestige should not be
underestimated. In short, the possibilities are many and essentially
endless. What must always be kept in mind is that it must be worth it to
the user, so the action must be either fun to the highest degree, or
honorific, or even well rewarded.

It must not be believed that using gamification is some kind of shortcut,
or else its use will fail completely. Kahoot! and related are tools that
work for once or twice, as long as the user thinks it is fun because of the
novel feeling. Using gamification and doing it effectively is anything but
employing a prepackaged tool and hoping it will work for anything.

Knowing your target user and their motivations and creating a playful
design around that is complex and resource-needing work done through
trial and error. Touching the right chords and generating the right
stimulations for your users requires knowing their needs and your
product and, after that, carefully selecting game features that can fit
them. In short, there is no exact practical advice for this kind of
technique. Games are infinite and their features are even more so.
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Knowing how to select and implement them in one's activities has to do
with careful investigation and profiling. Summing up, from a practical
point of view, to do gamification it is important to:

-profiling the user and their needs
-analysis of one's product and its characteristics

-research of playful features

-analysis of the user's possible motivations and the possible motivations
that can be generated through the product

selection of playful features that can marry with the motivations
identified in the user and those of the product.
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