.%ﬁ,@gpzﬂ. - - w i
2015 &# 7" F 215-251 EH%EFE\E

R AR UEC A AL B R R <y A AL LR F AP 1

< *k
S

EARP W 103£6 7 13p SAEPH103£97 7p -

TR R A (2014 kY ERHEEEE, (60 25:27 p 0 4 40
CF) CFHUEHREHEL LR SRE - REF A LT TR
oA RF LEGatedpl

TENELEGs A E BREERE L4 5 e-mail: yunerr@gmail.com o
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(%)

A PR FEIITE R T AR AR R £ AL PRk 1
(gamification) 8% # (s I H K A#H > €37 & FH EE MK
TSR R E o A BRI R RS T S

Rikyp - HAp PR PEG R E B EH BT D
R o A2 R AEEIES L AAH S L SRR T
Bv o E xRk LR BB R F AR S T IR
K EIRZGENT TH B D8 T XU L Bl
LRV IL AN R B o Bav (TR A RTFAIF Y FHEE SN
v e~ ) LR I=IE o

MgEF ¢ o WML FAEE AR SR MR
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= BEEAANTER

DRk TN ESUHP DA > B MEEBR N ~ 5
FEFT O 5 25 1l 17 ISR 2R SR I B B S0 fE ~ BRE & E B (Castronova,
2005; Murray, 2006) - #ELATEAE NS & —EHE P EEEE A -
2 SRH VRIS - IS ISP e HE A0S+ - bR 7 &EIt
TN ST EDE RN SRS - S SEE ~ AEFREA B B 4ERS
PARATENFE B e R T - WRAEREASIAFRA ~ 3
NOHIFFE (Zichermann & Cunningham, 2011) - Fe{TArEBEaE I HE
B R A LMY oAt H HY

2010 4 - Foursquare——— KB (E I S8 TR ~ AR U Bt
BEAHEERES 85 T REHEHEESHITR (check-in) -
&t—E 5 (Starbucks ) T 1 3 I F 0 ] & ¥ 100 25 IS0 Y B0 - B
Foursquare & 7EHEH SRR BEAERE - 5[ HZ AT HHT
RIHE - BETR - SFBAMALL TRk ) A S S A R BT BBk PR R
WEEEN ~ (BHESBIRTFE (Wingfield, 2012; Workman, 2013) - #FE%
LSRN GE 28 2B HEH ( Marczewski, 2012; McCormick,
2013) - fEFFHEIBEN R R R AT A - RERFIALHYRHESE S
AR A F] Gartner Bt 2011 FRFF Y LA Ry B 191 HAVE R 2 —

(Brockmeier, 2011) « BoA b T #EEL , fRHVEF A M ZEE Il
HIR M S B RARE S B N RS - R AR = 0k ~ H 25 A SRR
BV RS I TG ARETEEIEIE - 205 FUE R E(ERE kg = 22 E )
% (Raymer, 2011; Simdes, Redondo, & Vilas, 2013) - #FZ% KA ZEWEE
daE B AL TR RS ML (Markoff, 2010; Saini, 2008 ) =0E(F M A&
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Jll%kE T E (Huling, 2010) -

AR DUNE S BT O HRS R T EAE T - mEm s RS
TRV IR LI TEH 0% - IR ALIRENA T SR &5 & R D B B sy Rk
TCEFRIHEL - REHEE " 18 SENGB R B UES TS
HYEEY o MATEN4ERS ~ (HEFEL T Y38 AR S AR E BE BT @D
R Ry ST S RS BB VERa T 2 T S RAY T REME: -

BEIPER - 2010 A4 Mini By 7B BT o EAEER T EAY
GPS ThaE - RERE(E 18 F f EE SR R R 8k355 - 2R T — B RE R EHTR
B ok sk ——Getaway  JHERFIAEME Mini Sy R E 2 A (F e
P EF R A BN BN GE A T R R Mini ) PRE(LE - NEEEEH
FrEZ R, - (R AT B AR - (BEFRFAR R Mini (1Y
Dok R BT - R FTARERE 50 JTREERINIIRE AINEE
EE - WEGEHRE > F LRFAEER Mini 1 \FREESE—EEIIHEK
H o EEVEEMEEE T RAVEBHR - R T 11,413 2B AR
{E AP RS Ry 5 /N S 6 738 - FEfsE MINI fle 2 B 2K 73R
AT 1,500 AEHZEE - FERFERSTRE 90 {EERAVA LR IEE)AE
uh e EEEGIHALL 2011 GG RS 5 E AR R & e S A EE

( & http://www.coloribus.com/adsarchive/promo/mini-countryman-getaway-
stockholm-14474405/ ) > 3B Fsf 78456 5tam B RN B I S 12 Sy ZE 61
(Roberts, 2012; Schreiber, 2013) -

AN 0 2011 R TR SEI59p sl & 1 B i & B R AR
S T ARG BRI, Chok 1% o D4EE H BB G AT LA
SEREEEIG TR AR - AR U2 BB A & A RY AT SEBRR S Ul 1%
FEnED - BRPHEE AFENIIER T Bamgi - &8
(B[S B2 8 il B A R B B ER e 5 | 7 R B E AR e bR A
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ERAICE RS2 EEEL - fliE 7B g e ESEE R - s
it WELEAARE N EEEE - L - ZEF 2012 FHES T
RO S pa R EE Y B € (R’ http://www.coloribus.com/adsarchive/tv-
commercials/coca-cola-chok-chok-chok-video-15534555 ) - [E]HS IRk A2
Fratam ek LAY E M1~ — (Kuo, 2013; Sayanthan, 2013) -

LTI TR EG R BT AN [E] o IR AR SR
TR 2% e 111 A ) B 5 5 e B B IR 2 5 R AR R Ry — T Fh /D B D 3 ) ~ |
FITHIEREBIRE - JHEE R EA RS - e L EEE TR
Mk HEERHEZ A ERBEAEME (Prahalad & Ramaswamy, 2002,
Schmitt, 1999 ) -

1B P A A A o 25 e A RS ORI A U - BRAUH B BaLG
BENT L ERRCE I A - MR EERE - HECREUEH - MG+
BiEEE A - R MTAE EEREE (Mitchell, 2006) - {ELL[E
I 24 N A BRI f » BRAOSEE RN TR 27 sk
A (Berthon, Pitt, & Campbell, 2008; Pankraz, 2010; Stewart & Pavlou,
2002) - fiffEARE VI LR - FEtREE) - HI§¥ 28l (Poulsson &
Kale, 2004 ) - #1457 B e i 228 56 3 oo R R 72 9 77 88 07 S 48T R
o WNEBRACHEE PR ZBEMMUI SHER - HifaER - A8
1B ~ BEFRS [HLFIH ARY L BF1AG SR (Schmitt, 1999) -

TERINLE » anff T8 B R R A 25 DU Sn B A 38 R i LB
DL TOBEE | Rl RZERTIARR AR EIRVE M ERIE T - RoHEE
et &AM ABIRRIEE - Be5HEE T BB R ) - IL[E
A R SR E 2 A\ Z [EIHIRAN - Prahalad & Ramaswamy (2002) &%
Ry mhRELHEF LIRS TR T avEGhs - A SR H B
NFVIERRSA §RAGMDFEE LT - MG T REEENRRS
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HY THEEE ) RS TEEERRAVEES N ARy T s s A
W EENERE TR — -

MR - (TR LR R E AR R & TRV ?ﬁﬁ
RV EE R S - B EAERAERNVEE - F B A (2012 /4
SEaE 0 2013) JRAEHY - R EGIE R B RVAVE EGEES - R &
—HE - REBESHENRERME T EE R BRAE - (H S5
BUEHRIERLLER - A4S - 8% - (THERET R T ERIE
b - ANt - EEATHEEER LAV S - WMIEIEREEEY: - SiE
EHVERFRRIGRAN LAARRE - SRR EOE AR T - SR H BT T8
ERET IR IVRR (R DU B E T B B I B R EE -

ZATT » ARBE SRR 3 B - BRPS B S LS & DL A R B B 2 R T
I - B THEEUE ) MRS E R AR Z R - iR#5 Deterding,
Dixon, Khaled, & Nacke (2011) fy¥5& » " #EEE | A —ETBELETH
SRS - Makat e AV e » R — et 2 i Eib - JEE - T i
B, B TR E  ZRISRA R RE ? SRR LR EE M ? ER
%Eﬁfﬁméfé?ﬁ@éﬁ gk B s A S —20

B TEEIE ) B EIER TiTiE R 25T bA
EN Eﬁi "R FHRAEITT S AT AR AR — e N E
W~ EmE AR B A A ER ATy T EE S, (advergaming ) R BST
(Okazaki & Yague, 2012; Terlutter & Capella, 2013; Wise, Bolls, Kim,
Venkataraman, & Meyer, 2008) - DR A FEITIEE T E A E S
By TS NS, (in-game advertising ) Fir ey AR AY 1T B5 7 28 SR
(Winkler & Buckner, 2006 ) -

st TS ) S B RES ARy TRz, - BB
UGN B AT IR AIE P R R R SRS o EREEAERE S
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T LB R EE TR ESEA (placement) MHEL - @ " EATTH
FEEE - BLASCRIERY TS ) MERRE - =R T EEES ) Al
R R T H AR THYRET R, - BLEE b — Bt EE R B &
Peftmse - AR T SRS BT AT RS LTI E R R P A
a5l 7 RS EE A T SRR 7 SO (TR AR 2 IS TE AT FeFr
AR A B E Y

F= o EEREE S BCE R E SR E BB B LG Eh Rt
FHIAEARE R 0 RS T 2 EE R FERGIATE) - ERAVER PR
N HEETT IS B HE G T (e T2 i 2 BB 2 SR T H Y - {E 3
BALRESTE T T TR A SR B R 2 (T AR S A MRy 2B
B ? e TN RAERS DB S T2 8 7 BT LEEE
AOfRT R I 2 35 S SO A FH s B S A A T T 3R 0 - S SRR
B NIEBY ESEVEIRAFRE R A AT 2R -

Rt > ASCZHZE HRYBIE © (1) B T HEEME ) BUSFT e LHE
SO AR EIE o D R UE 5 IS b R A BRI S AT T R T A <E Y &
Al (2) oRIfeEsAiESE) T IREtE ) DU T 28 ) (VAT
SR BT E E RS SRR o TR R T R ST S AR R
BoH AR (3) fRHTTEEE BBk (L E T HY B AR A - AP EHE
RAERS > 1E *ﬁ@%ﬁﬁmlﬁiﬁﬁﬁ Z IR E USSR R AT PR S TS
B3Il R Fo v o A AU SRR ALRRE - B R4S R (B AE R e HBANT STV ER =
fé/%ﬂ‘H{uffEﬁEAZF’aﬁB’ﬁ%ﬁﬁﬁﬁ':ZF@ tAE Ry R 2RI T B i A kA L AH R
W fR (I AT RERY ) B AR R -
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Bl TdEsk . B " EEiE

9% McCormick (2013) Ay%EH - TFEI(L ) W& FAE
1980 HA(ECTFAE @ BEAAEIFIRMA T EEUL ) ElEFE% - HEH
B RS T 2R R R T E R B S B0 - RS [REACKH]
2, F %) 2010 4EHEE Foursquare (3% K A BIAGZ FIEH -

CIEEAE ) —E B AT R N E R EEE - T EE S
2 DL R 2% Jel A ARl ke 5 [ 8 FH 8 5 A G Al figg R R, ((Zichermann &
Cunningham, 2011) - DLR " 7EIRMERLIB SRS s (0 I BB B T 2 DA
FESHE B R (1 ARZE , (Deterding et al, 2011) %5 - f¢ b
AEFE A PAE T - # BT HAGIRERA S - AR E 5
k&S AR T 28 DA S IR A R ~ 5 I A AGHIERES - FDABR At
i - o [HEEE R TEHE A (engage) - DUZFITHRS HARHTFEL -

PRI - HATS S T oTER T EEEE], BV ER R —
2 o Zichermann & Cunningham (2011) 2 FrE8 " igE Tt | » 1519
EENESHVEAEER » ERES I R(EEEUBIR I THVERE » B T
AR o AZEH DUBAL - TiseiFsioT & AYaatT - Hunicke, LeBlanc, &
Zubek (2004 ) #EHiHYy MDA 7 5% 48 1 e 25 % 1Y 4H B 70 B 1% 1)

('mechanics ) ~ &jfE (dynamics ) F13EE2 (aesthetics) - f{FTE5AY
T RV RS R RO THYE DL - AR TSI R
RIFTERE - TEIRE RHEERHICTAHE ST R 0 T3 AIED
FATBIE F TRV A1 88 s - 2 R AR BB R B - Werbach &
Hunter (2012) $2ti#y DMC Z&GHILL T #fH1TE , (mechanics) #51#
HeB B R AERR FIET X 2 B EARAR - EFEPRER - tE - [BlEE - sk
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RESE 5 AEPL T4 TER S (components) St BRI BEG TR - &
FEECE - BRE - PRI -

BEAR BALE N ERRE RS A EREGER - HREME » Aam &8y
HEFMEENE  HRME— D55 - o] DI IS 505 5 R iR
MDA ZEtE 2 #iE - A I » Zichermann & Cunningham (2011) 3%
(9 Ti##gkoT2R , ~ Werbach & Hunter (2012) PRy " HEHITER | B
MDA ZefErpry i, FIRFS RIS E S BV TTAV AR - BiE
THEEHR] - B BFEIRRBIVER - IEEUIR AR O8RS T -

TR 2 TAIREE S T USSR G s R B AT - ek
& Werbach & Hunter (2012) Frsify "4H(FTZ o FIAIBEEL - B -
4l ~ HHTHEE - 1 Zichermann & Cunningham Frfgey " Egki%s] &
H sVt S L BRarVait - (ErFIIFRE ARV E RS R > D TiE
SLAH AR G B RS IS (P e B M - (R B SR RV A B
EEH 2R E NI TT ~ BANEA o B0 LABEF TR S E OSSR
SCH S TR B R VR M E 5 S - ARIERVER] ~ HE &
HYHEIRRAR I - RipE Sk et HI SRS SRRV R SRR - SETTIERRAYHT 2T RN
TRk S -

HaEEsR o TR BRI EAERVIZ . o TS AR ISR AR 1
AT DURF B I ST AL« R DT AT 2 B SR B B AR ke A
BYENRE MR E BB LRSS - BBRAT kAT AT A ~ 0B A0
HYIREERS SR - (R 2k B IS MPTBRY ISR EE (RE—) -
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B — : MDA 5248

WHl > #RE oy EE
2
L

BRIAE © 44@H Proceedings of the AAAI Workshop on Challenges in Game
Al (p. 04-04.), by R. Hunicke, M. LeBlanc, & R. Zubek, 2004.

AOPERE T ARAYR R » TRk B TRk, AR E ?
Deterding %% A (2011) 7RE0%y » HEEkEL R 2 RHY FeR+ ot i
W H B AR - B8 HEMEAYRE - DL Foursquare {3l - A4
WM RFCTEAE " Br, B2 E " Foursquare HUFAMEA F#
EM R FITEERERZ » —H 2 BN v sy - Bk PR
BT R E 8% b R B e AR L 4R -

HYANEROEEmD T EERRE - BRI L EER A EI A
FEiam > "R, B —EAMA - A HEN "%k, (Bar,
2008) - DAbRfhiRge b TEEEE o M " EEEYE ) RIRER T #EO TR
PRIy —1E " a%ETEREE ,  (Deterding et al, 2011) - J2—7fEFI] A 2FERAE
BRI S BB T -

FHR RS R MRV & ~ I FH R IR 25 AR AH (4 T 22 20K 0 il
BREL - LR o TR LA —E e T R e R ER (FE B
2012/ EEERE 0 2013) - EiET[LAfEA Deterding 55 A (2011) A9LL
USSR TR o A LA T A £ A A T 2R T DA Ry — (B R L AT
AYREER - TTEREE BRI K B 4l &R - B ision 2 Al
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TSEEEIGEY -

WAL > BB Y 23R o] DU S 2S5 M > R T A SIrE A
AIREAMHE ZHVEH G E L - FMEEEE IR S rV R T R FIE A
HIRE ISR S — B e B R A R B R B B /Y - AT RE S
B DR AE T T R A SRS e M SE 8 - R LR - #2
B2 DESEHN 2B - IEEEHEHY e BT - B SR
TC AR 07 2R HIE S B 7T R R B B B b - WA 2 —{E T 5
HHREHY A IAEAE -

AR BT > BEARE B — TR AT SRS » AN R R BV EEET 4
R RETREBIN T2 B IE S E EAE PR o EbERR o BEEkLL
RS AR IE 53 JE DUEBE (R B IE B AR E Ry HIET e -

TErt e - PO AIE R LA FTRE S DA & 1 R e B I 8T
NEH - IRATRE AP S/ DEF IR - AN S — (BRI - b
HY B ARARAE SUZ(HEENE 7 RS2 E S8 EIES o7 BBk aE (4wt & ARG 2 Ky
AL TS 7 B T S8 I AT e E A e S Bl s L 2

Barr (2008) f5H{ - "#EE%, (game) Ed [P, (play) Zfh
FERVERIER - BT AR AR AR 06 B ER T ATEEavER
EHLAEANFRIR R B R AR ROREK ~ DURAE B E # A
Z THI BT R AR S B BRI M - PRERME: - ORGSR R
HYEZ AR 2 — (Hunicke et al, 2004 ) - [A[JL - B LG A &7 i 2 0
£ MR SHEATDTSE RS IR ARG B - T2 2 A S AH (A R TS5 e BA
MERY S BRI B A » A5 AR I Y S8R -

(OISR AT S TR IR LG BEE T —ERRAIRI BAE - f
AR STAI Foursquare ¥]-RIEUAS R AREHITE R AE BRI - MDA
SEE B TENE iy B 5 Mini Cooper Getaway ST AR I /2178 AH E 5%
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SR Mini WEEEG HCH - 1 BERIERFAEAE Mini B2 257
BREER o INIE > SE5RIEEN 2 B B AR th SR o P Ay AR (it
HIWEE - — UMY B EOR R B H A o] DU R 2 i i B LAY 2R AR
f: -

DL Eafam e Al BEEkBLER R EEERE = (2RE—) &F
— > VIEE AEREERERPE T EEE ) ARG R
W& o S5 BASRHEERAY H VSRR SR EE - AHEAY - BRELATIR (AT
IREEEE R Ry T I hIE Y ~ BEIROEIEEREY H P S BB S RSN - 5B
= BE(LER IS ~ A SR EREREE (T Z AR 2 Bl A S

e E S (EE R e B, - (ERERAEER L A e (RAIAEAE

R —E MR AR AR HAE -

_— ' BEEEERLZEE

HEISK iyl
ENEY BréE =t CRER LS

FE S MR SE R S 2 B
EIPNEINELS 5 NaT ks
R SERRIESZENE  HAREAR R B AR R B (A i bR

BRAR © AR

HH#Y Te ks

REGELLE > TIHE RS LI ERETRENIRE Z T - LUk
BRAAMFTT RN AR ~ 5 AR ARG S - 5 D& E E8h%
fESLRRAE > DUERIRE ST EAY -

EHEELBHES A SEEEZEEMEEMESEMRAEN

(Ashley & Oliver, 2010) » G " AJCIA]4E chok #% | FSEERENRS [
BREE AR EER - T EE), SRS E RS L T T
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ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

% > AIDAEIR B ST E AR LS © 28T - anhETEE A B e T EA]
BRI AN 7 Ry (T RS N R 2 SR T 8
B TR E ) ZARAERLS 3 A FIRVELER - SIS R e
WIEIE ? sk AN ELRR B AR 8 K] 2 fT8 R st LA R (R RH 5
Fofe] 2 4k T AR iE SR - IRPIRR oy s LU & EH Y AR =G
BVHE IR -

2 AERBRE LRIt

AT kAL lE P BURRA THS ARV R BLRLER » E Je B R g
[EREHATHBBNE R » DU ERRIEEM bR TS DEBE
B S G AN WeTRE B Bh SRR R T B A B A R A
HEEE -

BN AR R PR %ﬁﬁﬁ&’ﬁﬁmﬁgﬁxﬁ%iﬁwk

JE A HEE T ER - EEEMAVEES] (Brown, 2008) -
T HE A TME (empowerment ) HYER S (015 i th A5 BE 2~ S5 T84
RS - B EAVRIDhRE e 2 o - iSRRI RS T RRE
iy DAK T ASER T, WIEEUR R E R IR R SRR R ELEE - BB
Pl T RERANREE T - BB CIERAETE S ERY A EAIEE -

AT
SLERGTTIEE RS - EEAHATEE Sk, (Ambler,
2000) o foE o A AR R A2 B AR R i 00y B W o e (O B W e e

sRARTEH (learn) ~ F2EKIEZ (feel) iipk REFEHTCLEE » HEM s
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HOHET Ry (do) FU4RIMAETE (Kotler, 1997) - il - FEEMNAE
fRH — 2 A 8 AN FTIR0E ~ BB - & 2 008 HoAT Ry ry 3 dh fnEh i
( Ehrenberg, Bloom, Barnard, & Kennedy, 2002) - DUZ%] 2Rk, B9E
1Y - MER RS HE R & AEMETEIE - B2 EAGZERI]
BEREACERENITE) (Huber & Hilty, 2015) - [RILEE &M TN E S —
BB e & T RAVAEETR T -

PRI > & DU RE A R S b 2 DG 25 - A RS BT84
BN P SRR 5E T T R B Rl H B B s B
BB - ST B R AT AR IR s~ RS R AR - SERERYA]
i b e B ESCFTERRY T RICIESE chok H% , ZE - BEEDEB—i
s TR S B A B S YN S — B 5k B i B S B
FrPESE 15k T AT SEE A HA R AVER IR M E R « X0 Mini 13T
ESF R BRI 2R S B - IR R DR BAS A IV E mE ([E 2GR
AROBEEAE R T B EE > S E PR AEEEE T Getaway | ##H5y
RBA e R T 8% - s DHE BT AER H—ESF - B8 -

BEAh » BARHUHEE RIS ~ 2058 IRTHIRG - BR T ST AE
R BB S 2 S (Ashley & Oliver, 2010) - FEE ¥ & fERE S
T AR ZRGE - P9 H7 0 3% 2 HY 5 B RYER AR R1E8, ( persuasion
knowledge ) - L HEEHESTHER - RISFITANE - £
NS EBESENAIRRT » HEEE 2 & E M E R AR by

( Campbell & Kirmani, 2000; Friestad & Wright, 1994 ) - #FEE/E 1T
SRR AT TR B P RE 1 1 HL R P A IR S SR 5 DM & Bl
EEH - B EE RSB E S HTHERE -

FHELAT R, » B LAY £ IhRE R S AME R SRR B B B R 2 mh e

BB £k - HAJEER - (BARE SR N RAGRE e o e s L
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TTH R I B - AT AT AR R 5 < & M A LAt L S i i A
BREHERTHERNES -

Ehrenberg 55 A (2002) 5t » S=E SRV EBEE LSRR
R ZHESNTEEEERAE " REM, (publicity) - HptE
Ryt T BROERE (2 R A RRBE - Bl E S — IR
mehRYELSZ -SRI M E L H R AT (S (& -

EZ 0 REBUINES ZERAEET G 4R b8 2 8 (salience) -
Ehrenberg % (2002) 3% @ JHEEEIN LB LE A SEN " BEA
&, (consideration set) - NE&FTA H CATa &R A E A ZEREERIRY
R o [EETTH B RN OB EFERE S EERAE (P15
BEEROE - RUSHIEFRIE - i - BFERE) [CEEHEHEMT
RS o (R > RREETTTI R E R AL E R RS T (#
ZHENOHEBENZRAG - AT IR mh sz 40 & AHER -

A i R E TS B AR 2 UJAHRER . (Romaniuk & Sharp, 2003) -
PR RS i R TS T 2 — @ (R R AIEE a T am ~ 0 = HYES
& o Keller & Fay (2009) g5t » AFIIREFHE S mhRAy i EH 20%
B R RS E - BTG EENERS —E2RINA
T8V AR E R AR H & E (B - AT LR RS AR ~ 51 AR
ARy TEEENE O BEHEETERG HEa0E > EREPRRDHE
EHVERERE ST - AEQERS L RE N ETHEA R - BN K AR A ARG -

DU RE [ BHE A EE A (5 o] L1 R[4 chok #%5Y Mini Getaway %<
B (FRESTEL R TS R & R —— B LAY E B BRI DUE
A NEGmhE TR ~ EHEENRENT A HEEER - T2E
AT AR BB AR S DH B IR (R  [E]48E - (7 gl Ry A
LEIRE ~ SfamAVERGEERE o Rt > FMPT DR - fTH i m e L2 A
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MEEEET TR EES - ASERR MY B BN RN E T SRR R [N
TRV « AEEEE - WLURTT - eRrhpRny T BE ) REEH
fy -

T TR ) (R e T B

S—ET DL DA T EL ) R EE AR E Schmitt
(1999) $EHHY " BEERTTHY | BIRL o MBS o BEE E AR Ay R

Koo SuE R IR G ) > TLRRTERZ DA A SRR MR R 0 5
BGFIAIE - SN BB SR - HIRRIVEEENS » #
RE B R OB E R - —RIRTHE LI ERE & AT
IR TETSRE S RO EERYIE -

4% Poulsson & Kale (2004) 7% > "8k, BAERREEELIEOH
BEMR—ES | A\ ARYIFEAE (co-creation ) 175 » JHEEEHH
BB R R EE TR R AEE - —HEEEECAEME Ry
TSGR A= > B SO E Bn 48RS T B Es El g B [ml

S EEmBEL TR R ) I ERIAAEE - SRR R YRy

AR NE o EEEEEA SRR R AR - BTN
By (SIEM] > 2012) - (HIL > BRI E RN N HE SR EIT
By TP T e HE = 0 R THIEIE - FrbACERsE M T
FEH HE IS BN O B AR T A S R R AR - FEILIR T
FENT S A A OH B E YR A G -

BPIARER - 2011 F{ERAY RSB B R AHES 13 1 (The 13th
Street) - i —ERAEMMIR T ENVEREY [B8H] (The
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Witness) » FREHHEEH EHSHHEENET M - S2EEEHHSES
F T TR B BRI AR R E KA - IRIBR RS B2
PRI EAE 7% - A T BRI TR R - PR B AR S (QR
code ) R T HMREZEERANE (& http://www.coloribus.com/
adsarchive/online-casestudy/13th-street-universal-the-witness-14210955/ )
MHBEEEIBEFNTEIIAE S G AN ENERE - LENEN
5K

18 ZE 0 [E] g i LAY sl © A ARV IS H ARBAR AN ~ 35T I E
BEEEIE AL By IR HRYE - R — TR TEEEE Tk - fEEH/EE)

SHCERREEE B AT ARV RIBURY - MM B £ O BB BN
SRR I R — BB ECTE ~ HEBIH B (8 A B iR 2 I e &
Bt = o S ERi S E AR -« SR - S0Rrh] > JHEEE RN
LA~ (0 - NI - B TS ) SCEREERRTERRL - FIRER 2R
A DH R SEEEAGR IR EE - RIS AT fa fify dn el
B~ AN RIFEHIR > B HE ARV EE -

B {HEEHRAERIL

i\ TSI AIRBESRVS R RSB B A - Tk
BHERA GRS ~ (E TR TR DA T B ~ DIDTa e inlE R 5%
EFIREE 2 INRTE HVE - (EESEEGR - BEEHER « BEUE
TS SN EE Ry T AR A RIS L8 2 B st LiE B F Ok
EdmERERA LI EREER, -

SUEBMEHAEARE RN S - BEULEE) Ty | sisesals | amiiE

«231-



.%%E?ﬁﬂ’i‘o 5-_-wi 2015#7*

B I B2 B AU E A R R E BV T B IR £ HAR -
U BE R TR L B A BT AR AT 78 B L EEER Y ER T Ui =
FHEEEERER - MIFEBEEY LAY BIZESE o MR T I AR
T EEFEAEREE A -

W FISC AT - BRARHTHEE R E SR RORBCE » & 2 86
BEEahE - Wit TITEEE ) R E CRYHEY - S EERERE
e A AN 2 LM 2 B LT SR E By E B - sk biSE)
PR E BRI S WA B - i PR EE e 2
B TEE o WTRERESHEITH - ERS B L RN E
R B RS E SR B E S -

HA TEE ) BURPSHE S E AR T EIRSEE (Huotari & Hamari,
2012; Prahalad & Ramaswamy, 2002) - [RELFATr] DAHERR @ HEEH S8
BRI LIS BN AR A AL B 2 Bt (FIE S2 E B E BRI - i —2b
RET AR RS A EEE R B - slam T 1T BB
1bo o BR T SmhEERG 250 - RS R E S L E BNy 2 B ERE U7 AR
TS 2 EIRVERE - BEERRME T RILOHEERY T IREET R 0 AR

" AR ) A SRR RO IR RS M B R R B AR LS
HIE -

— ~ B RS TRy

1958 4 > NG E T E CEZFE = ( Brookhaven National
Laboratory ) #y William Higinbotham gl & 4t 5 | 58 — ([ &8 B 47 5%
(Poole, 2004) 1% > MEZERHZHYH MR » SEEAIEEE - {TEIMERSAD
TS K BITIERRE E A e SRR - OB

+ 232 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

J&& > B T URE BRI F i B BV MRS T fy 2 — - RSBy
REBEZ BT RHS YRR 38 e T 448 15 (Lee, Peng, & Park, 2009) -

B AFI592 2 B 2 35150 5 | 2 Vorderer & Hartmann (2009) 45&
FREE (b BRER ~ IEEDOEEER - DU ERRIZCAVESRL - PR T —EE
TR GEEL T SR R SRR A P T M IR SE R BN B L B
Hil o ER AR AT - BEREA MR TR - AR S
(BRI A T PR AR AR I LGB o] ARES s as A MRy BddEi -

Vorderer & Hartmann (2009) #5H - FAIHY KIS & RETHTE N IME
HYBRIEMA T - TS SeR PR s SRATAR I - B0 FH i S e e e
ERVAEBEZRIESES - TELyRREEER » NTEHES g RiELt
[ FE AT B KR4S N HETT IR REEE - E— P EA TR ENREE

(meta-emotion ) - ifiiATEE " EORAIHRSS | Rl EME AR R A H AR L
LR -

Vorderer & Hartmann (2009) 5875 » AMFTEETTHE M RSERY R 1222
HYEE IEEaET, - DUk TERER ) - RN o TR R
R BAFIHIRRS (E O Bt s B AR B TRl - S S (EIEEHE
FrEEAHIPIR G4 R BB AE B RN » EFREHERRFE T E&HET ) 5

TEIREB ) WA BEREE - AR B IREERL - BBOIPKER - S
AL TBRSE T A A B 48y - MRE B S ERIETE - SRS
THIEGEIE REENT - &S T EmERAIRIRIES - SETREIIHEER
FEAE P ICETE P B sl Ry B o T M MR IS 4B —— L2 R
BRI EE E SR EE S E BRI M & R E R g
T o

= FERF T AE AR B AR R - DURMBS IR B S IR ST S -
HRMTETRER LA ~ B E R B TPk - BT R i T RE

+ 233 -



.%%E?ﬁﬂ’i‘o 5-_-wi 2015#7*

For& iy s\ B T B R R - (B REAE ISR IE4E R ) T IR G
SREEMARE R > SRR AR REHE P EG S A B R ERAE
2 EIMELIREERUR - RS - B RGN A —E H AR B EEE SR AT
HIRaEs - 805 - RMEE ARG - TR RERERZ AR -

ETE MRS TBIRE - TIRGEEE ) RN BB 2 RS
HIEEREEAHAY > HEER TR AR ESLEE B A
CERENTEAE ) BT BIRET ) G - XS - DASORE TE
13 t—HB= ORI HEERER T IEERE A BB EENE
AR SR RE ok e iS5 (8 B FERAY B PR s - R a)5tes
TGN E SIS b T AR BH ST B AR BRRIER ~ RSURL ~ postielEE
TLER  BEHEE LESIEEIHIENNE - TR I e R B TR AR A
HIRERAELE - RIHEETARERR > REAENRE TSRS
BB RN E & F BT 2 B REEEE) -

=~ BRI

il

(BN AT SR S Y 28 (B B T BN ZE 0] - TEIRGER R I L
SEEHE AERAE o 40 T Mini Cooper Getaway E2kiEES) | L iEE
PR T —# 2 Mini > TETCIA[%E chok #% | (T 120 26 & J
AR T S TSmO BB S - MIEPT A EEI2EE ANE
8% (HiEEk T AfgE | BEMSRLAIT R AFSEERE " 18, 2805
BB TR T BB i% > — (Holton & Abboud, 2013) -

TEHRMAEHHE—FE "58@ 24, (reward systems) - Fef0FEHH
FH%’EJJJ HY BT A 5 — 44 Ry 25 5 (dopamine ) HYfHIZE )

C AR EIEAMELE KR LEVER - ATEME&EERZE (Schultz,

Bl

l%ﬂﬂﬁﬁd

<234 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

2000) - RERRMIE T A mEY ) RURRSEAR A TR, o EtE
s IR AT DA R S ER R - SBEREIREFTEEHIAE R - 1€
BN NP ET s e S E) -

s » SRMTETREESS] 558, 15 - KISt ERnw0%
R MRE R - REEAGTRLE - GlELE T BR ) Eal
NHYEEE Al & R B IRAE - B g ELE e - PR
ST R EE o SRR T RERMUEY) - eV E -+
FR/OfartR - EERAYEIRE (BEREHRREFIIE ) R HEE R
aeflREg# (Vorderer & Hartmann, 2009) o

FH A B o] DS | S8 Wi R B FE A TR 154 - A3hER Lt v DAFY
RN EAT R RV BE R R DU R E AR WAEREET A

(Schultz, 2000) - [4h - SEEIA S AT DAPER © AL 5188 AMIAVEF
TEAT Ky o FEREERESEEINY B - R A ErAVEIRMEEE - s
LTI AT Ry S IE -

[V BT 58 Y B S LS BARER - SRk S fEas DL R g5 4%
cuf BT REME - JEAEAERE H(HS (3 T OB E BRI IR - R Ry
gyl HEMEA BRI ER - e HE&E &R E B BRa A0S
B o Nk - s DHEE R AR LSS R T IREEEE S
AR TSR AR -

INGEARER AR LAE FRRGEE - 5 BB R L & IR
B LAPR LR (E f T ERY LS - REEEERZH
I - SIATE2E T FEL o [N BBV LE TR MEAE &
R TT AR DA T BB R M » RN — e e P R e B il
BY o HAATEERR o TR R LR AR TR B ARAE - N IE TR
BB SR 5 | N RYIREERG R - (RN & LR RN A - DA

+ 235



CHBEFET . F--wi 2015&77

ZEFRIFEETTHER -

FLEnfEI S - B ETTSEBrA B R ) ~ BReRHY B 872U
At - BlE AR E ERR AR S AR E - BEEEbHY L EhiE
12 - FIRFRERIE S N ar it fyanhRalhs - & MR AIRalnense -
SRS ARV E SO RIS kAR R - BN By TR T 4R o
FRIEEETE -

RUOHE B AR S LTEEIFTI RIS AT - BIREE R
TG EER S DU SRR rT e - B Z P DARE B ~ s DHEE
LES B TS EH EEEE -

{h ~ [TEHE @R L ¥ L IRARIESR

AL EL 73 RIE b B 8 Yy R s M AR T T S I A Y
FARFH > R(Hadam o « EARE > EIUREE RS 5 - B SR
BURARL ST — PRS- BB E S LAvE
HEmAEZR - DU BEE I 24 H Ay Ak -

— > {TEHTE L L Y

Lty Fitstss > TTLL Vorderer & Hartmann (2009) $2HaY T4/ 1R
LEMEE | RS BEORTIUA BB - BEERTTHY - DURCKRSEERN 40
FERL > P EIER TR EEEY AL (B ) -

B anh® (BTG BJ7) REt B REEEE DU EESSEIE Rah
REVER L T EE) (B 1k BJ7) » IS DHESE TE28 (B /A -
J7) o RV AV E BT AN EIR A E SRR Y e e ([

+ 236 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

A ETTES) o HBEERESESE P T EEeiRn TEER (B
ERETIE) ~ DURHTRISERIH A OSSR 5 4 LU & OB R
(BI=5E=) - By EE A ARG SR aHEEIRS
SBENHE (R SZ R BB E RE R ) g
Figsae (B —2E0Ug) - EeEEeEE  tEER K
Baed TRFENS: (B ZIETT5) - Bl HEEHEGENEADE
SRR > SIEARENE (B T) - SR RBIEFT S ERIL)
REA . PR T AESE ~ 1T iR & 2 5 o IR S [ [FIRE
TREEWR 5| 2 08 B 2 o Bl e A B ~ BT 28 - TP RBIE R A TG 3R
([El/Em EHEE) -

B BRI ERBIEE AR RN E BT K H RERAHEE0E
RAERRIIHIERETHEE AR - AEEROAR DA AR AR - i
AT ARG S - B M IRED (SRR - NI EEE
mEHEET AR L Eeiaryad s (B -G E) HoE% - b TR
R HEHE SR ERERX > 2Rt e BB - 2

"% B —HEE, RO NG 13 frRERREENE - BN
EEVNIREERNBE - Bl AANE - BERRERIA - e EIEEhHR
ST EERHE AR - F R RS EHSIHVESER - BPkE
MEAVEEE ~ RUSCERRAVERER - Al A e B FIFTRE B HIRESE - HAR
B B ARG Y i AR R R o By o DUREIR A PIRY BR PR
EEA -

W

« 237 -



CHFEEET . F--wi 2015# 7

B = : {788 @ e L IR mIREY

\ Loy LTRSS -~
> OHEE > < S
K /R T
SRS
v v
JHERE EERA
MRS ol _____.
EVE A ERR e € > IE - BEMNYIR ISR E
5| | |
BIRRIEORRR Ll _____.
ORI REAT T 2
R R B 2
Y
SR AR
JEE R aE
- S . —
INTRE € T A4

B © 448 5 Media effects: Advances in theory and research (p. 544), by
P. Vorderer, & T. Hartmann, 2009, New York: Routledge.

~ Lk bt e

KEE TR L —[ER R S ER T RS, - R
WEEL | (serious game) LUK " BEi=#EEL | (pervasive game) % o
"EEEE ) EEMRGTRE EmE - R - BlERAVEEL 0 HEY
TERSRIMA JHYEERESHE - SUABE R E R AL BB B ARG w4
ufiESE (Terlutter & Capella, 2013) - ZEEEHVEEHEIGIR AR H1E1E

+ 238 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

FIZASI - MR R s E Ry — TR B - B IS MRS Rl Bz s R
SRS DHBEETBIVET - MEPARE SR N SR AT RE AN R i B
A BERRE AERE - (B E A e B AV B RS - DB LER TS
5 G SN T DU Ry — T B A S Se B SR AR R IS BT = -

" ERRAE ISR ) RPN P A ORI S 2 SN LA BRI
BREAE - EFEEE  BEAR BUasEESFEH (EERE
2004) - FHERT S @ ARSI E ARE - JRIRSENE HEVHVEEY - $2
IR LR T T A& s e E B I TG - BROIARE - [3EE
FEE] (America’s Army, AA) J&—ik % NH R EE — Ao 821
B EEEIBABN R T EREEEMBTHE (A
http://en.wikipedia.org/wiki/America’s_Army ) - i3 ZIEEE N & 3%
G RE o Bl —RE T A EAVER EEEECRAE BTN - 2R 0 HEEEH
HY 2 2 R N SR AL B 7 3 DU B R R ke B - IS [ R
FE T I A SE L . -

BEZ BTN DR R B EE B - RS
Bnlr R—Tag s NFIELER - s | AP E Bl A By SRES - At - iR
BRISCH LAY E R - " EEREEL ) (AT RS bR — R R Y
= o PERE HOB R iRl T R BRIV L 0% - A E A RHE
B~ EERHVEERASHE o BN RS & H AV EITERY i e
AR E A s T 5 A THG R -

e T EEREEL ) R T TO E E EE SAR - Br R AT
RS2y EFE (Nieuwdorp, 2007) - HEENHENIEE (BEE) [
IrEFEERYHIRE (REH) BB RIS - EUBHER
BT BT SCE R T H RErVIESIE = - 220I5KER - 2008 4
BwE [EIEE+] (The Dark Knight) RYEHEEEL “Why So Serious?”

+ 239 -



.%%E?ﬁﬂ’i‘o 5-_-wi 2015#7*

BE T TEARXRZ2HE > BEEBGEFHEERERN (A
http://www.whysoserious.com/ ) - {Hfi#z ﬁﬁ*ﬁ’j%%ﬁugﬁfﬁﬁ/\ﬁ 5'%
o ITRNVEIBBEERS R - DEEEESEE SRR - 20
B o MESRIEIIS AT L T ST B LB - B Tt 2N IR E ]
DIEESnE A Ta4E - PHF L (Harvey Dent) HUBEEEEE) - B0
RO T/ (Joker) AYEEHY - B ETT - BESEEHE A DU B4R
DAFR Bt IE R Sy — i 2P = (B E BT 2 AN E A H iy
5 FEEE A LR N 2B — -

{H15EERY2 » Huizinga (1955 ; #5[H Rodriguez, 2006 ) 3% Rk
J’é@?}éiﬁﬁfﬁ{lﬁﬁﬂ (magic circle) - [@REHFELTH S B 50
PR~ ReEE IRV B TEIAE - WA EBDARRYEN - l’g)‘cﬂ?ﬁ?
B’J@E%Hﬁ | 7211 L L SR (R Y — B A HE
BRHEFL  EERIT Rt b 2 58 - SRR E*ﬁ?&%&ﬁ%ﬂlﬁﬁﬁu
T o HEAEERRAHEST o Tl T B BRI By FRanny T Esek |
g9ib T RUARIE HHYERE (Montola, 2005) » [RGB o A H U2 {E
R SR 7S, - WSk F) A 71 B A B R e S T 3 f

FHEERE S i e EM&EW%E’J%@’MU%%% SRR )N
HE E?@n%ﬁ%%ﬁﬁﬁﬁfﬁﬁﬂﬁ TEEY ﬁfﬂm%ETLﬁzEﬁH ZE R - A

BUBTE - DLy IRIRF I R A R T S i 2 A H%ﬁa‘iﬁ%zeé’iy_r@k
EfRIIRE MEAEBELE - RN ST - LRSS R
B EBIRIE - Dr A TR MZAY AR R &R BE Mini FTTE
firg "IEE  $8ET AR AR T —EIT RV e - M
e A CF FAVEESE Mini « 385 2 > BEIRIREVEN Tzt R E
SFREVFRER > SELE BT S R AT W ER P SR AR T vt PR T A ek e A A

L

. 240 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

MR o hEtEaR - BB R MRS B BB E A 5 AA4E
v BN 2R T S R M B A S 2R R

JEEELL FatEm o WIDL TIEERHYSEREARE , DAR T B LG EN S Y
L ERWIE TN &EE A - ERES RS E (E=) » D&
IR IR E 2RI - W EL A S A R S5 Py s (LAY -
JHRRGRFNTE » R LR —TEEET SR - H (e AR ISR T Z R
DU Bkt A M FE FHARIAH & > HERIEHE 27T B ek -
BEIRIENE - BT RE RTINS RIS LAVAE R -

W E, (E=1E) SLUAERRE AT - SR RE T
B Riiny— s be st = - BA i se B iR EsEf% - Mini
Cooper Getaway #iExfiek « [HERFE L) WEEDES) - B+ =HHBESE
SR - MRS % EAVIEEEETIE Mini Cooper Getaway
HYMEERAEHE T Rt 5 - TFRRAERE RS ~ SRR Rl DARE B 5 11y
BRI AL E =5 T TR R T - ER S EE R e SR EH -
B 25 R 8k R ik B A M B e B ARk AE 1S > T 0 B Al My — e - ]
[1A]4% chok #% ~ 4i— R TeHl Foursquare &FHYEEREIEERE
5 QRIS R A Z RS LR - S ADEB) 7
B LS ERY S ERIR - BN BRI S T WA IE AR T
EETTAYIEEY -

54 - H RAEF RN A R B & ~ BUREEH & A RS
HYZR A e B S e A T BB A T /DBy ey T R (HHDE
BT RO T E - RS EEH RS B DIEE(ES
WERE - BRI SRR & A R R R e B ITRIALE -

. 241 -



CATEEFT e %--z¥ 2015& 77

E= - RS itE

HEHR

AJCTA] 4% chok 4%

¢ Mini Cooper
Getaway
i ® i HgEH
FEE% + |
oursquare RN i -
i - [ ] BesE gk ® Why So Serious? N N
ST R SEREIEIEY
[J
ERIEE
FE et 5

FORISOR © ATIIE AR -
P FERREL R

AT A RS B AE R 25 SIS A DR T RE R RN 505 » HEE SR T
B2 BURIRE R AIET 5 - 28T 2 B0 a T o 1 B AR TR SR A 5+ RIS AT
FffriEH > DERARF RV LR RIS EIE T IR o (DRI
RIAPRAT MR = $ A AR - e DR B AR % 3R g
R Ry AT RE - AMETBBERIT— B2 B HRssiR e thtlie 2
R - MATEERR » E R R IR R AR R R M ARRE ZE R 1R AV R

$242 .



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

H o (A ZEA A EERRE > E8 DS AR AT -

A EHEE TR RIS T EEL ) S B R R A
s e - EolEHER A E BAVEER - Mg (S biEEhe R ) D
ol (EEUEEE2EE) ARSI EFAVEIERE -

TR 3 - IS L I ARAL S nhe A B ~ BS ARRE Iy
TB > AEENSE NG ST AN A - 2l E SRR -

DHEBIE ) TR R T B AR Ry AR - > AR
M E eGSR - WO UHEE LR A mEArE R s - B
B > HEIT RIS R B R R B Ry e R A B R S > ST T A B
O H R HEE -

PUHE BRI S > (THE B EEENANES AR HEERE
Bl A FIERRELOAYE H CRERE MBS E(E - BUAE =GR - S8k
BLIEENHY £ H BRI E S RS ARG R « FHUEGS AT
o NIt > BEEL/EERYE T HEOATE T AR H AR E B R E A AT
T atA e B SRS - BRI > U HEENS
EUSSHHEIRIITR K - NS & S s B R A A BRGNS 4r
HYENSR -

PREcFedi e ~ BeiRtTsY - ARB LR FEUR LU EalRit - £2
T AT R B LA D B R AR RS - A 0 LA RS b
BRI TR B AR > R IR sk bt E - E RSt
Ay SR -

ASCAE B B3RS 07 R S 2 8 S A e B 1) 5 [
MHBREEEEAIGE, - BT DUSE 52 BEAU L A o B At e g { L SR Ay R L
o fif Je BR PG BB S am Y ZE R © SRS > R IR LA BRI RSN R A (R 22
BULIR(E TR B TP 2% mIE RoR RS B E AR B L

. 243 -



.%%E?ﬁﬂ’i‘o 5-_-wi 2015#7*

HGHELT AR AN SRR » 281 - ASCRrie 2 B am R A B
] B 2 B PR AUV R DA R % 5 [ RA B SR - BERERR (L)Y
fERRROfE AL - AR R DLRAR TS IR R A R Y] - BUYARFS AR
HERNHE N E DT - BRI H A EE SR EAY T R 48
W ES% -

B ARSI HRRERT T IS HY £ 5 H BE R S I ek b T 5
HHIBhEE © ZRIM > e S b R PR SRR SR T R TR Z — - I
S —EHERRETT R - SIA RS > ZE AR SRR A0 (&5 & 22k
B3 > FIFZER S S BB SR S s AT e - &
anhFE R LR AR BB IAE - RS 2 WEEESLIEE A B
RiEwrarAiayaess - SHEEUPH BRSO TRAER - WfEES A
HH—#remiaaehs - FE IS S = Sr R e AR AR - (e
FEnfEREL M B H ISR A IRV EAS ~ BRE S Es > FEE
RAHTRTE ©

LRSI A AR RS IR S~ DA MR S R A bR AT S Aa et T
B~ AR ER A B B S N F E R A EURS  DUBRT TR Y
B0 O BrA E AR - E H ey SR e HUE (R AR RS T Ry
BT IR - e E SR e IR SN TR (LAY I S (B (B A A R e
REEDHBEETPRIR ST > HUME A ek LA SRIT B 915 S RE A e DA
e IS TRET R E RERAE AR - EM AR EERCR ~ PR AT
BREREVIRGG - EREEEET AR TEIRIC T T Re AR EE - SR
PR AT g e ~ FEAN o SpdR PR R ~ B S LAG BB TG T N4 B
B HE BTN > A A RENIERCNEEN N RE EW N A
F -~ BanhERSESE - BB AT T MEAR R - RACEH
HHEETT RETALL SR FAAR T T R (R IR 2 ~ M0 A E K

244 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

INPAE R E -

ISR - H A A e S Ry oT 2R & B AR s s T 2K
DT 1] 152 B A BE A O R AT A P P, » 21T > B R TC R AR BRG]
HYEE S By E A O E - MOFEM THRCRE - BEEEE
ER - a0 R EIEEN T > JEE AR AR E R SR EN AR
FeiRinEHEHE ? CERESORIG - R ER e EE B R EE R AR
SOEHBIHEE TR E WE TSRS ? 6 A FHY a8 P A ]
HIPEZL 2 BIRAIRE - 785 e B O S TE H[5 U5 Re A i A 2 i
EAbEBEL S RETR BL AR © B R A E LR E T B AR
EEAVSCR 2 DU AY T A AR 5 T R (I n e A A BUa A & &Y
RN ~ 3ERRSIER 2 i e A AT e o M R AESE ISR AR S > (HE
g R EGREN S B REERW - [H5E P EAIE IR L
B s0AERES - (BRI ERIEAY - MR T AR

PRIEbZ S0 - B REE L RSt s g 5 - T SRS,
B R AV IR T BERRAY R AR - FTOY B A St Ay sE ST -
BB M e RS LTSS B AR (BB E # B 7 (BB
FHY A SRS A RENE - IR BB AR KA TEORAYEME - A
T AR [E] R E AR FE Y BG B © SSRGS S AL BEB v RI(ER] - B T ¥0fE
R THYR R BLEIE, » BEAE T S AV S EE - FRTIEEINEREA
PE RIS IS AR E AR - IS 2 > SHEEIM A E L EE,
{LiEB s T ERIRAY A T > BN R RS LR A TR Y
TR ARAWFEIH T EAES -

B MZREY > B BRI R R S B AN A Ehasa At K T 55
BAeiRralE - EEATERSEERR BB LIEBIFTS R ST LB E
KEHEYFEEZ SN - HEENE O BT At E 52 (Locher,

. 245 -



.%%E?ﬁﬂ’i‘o 5-_-wi 2015#7*

Overbeeke, & Wensveen, 2010) - iyt @S lE s EFBHREN O BN
ERFTEERE ~ 5IAIURHIEFEE - HIL > BT DRSS T A
DI g4 BEhERECE BB ETEIR S FIR e A TR A Ee &
FEF A BB sk L E B A & B -

HNERNES  BE DN EE B0 E AR A B 2
SR TV S R - 4 SRR R SR PR A A R R 2 Ry e Tk LS
BTS2 - IR R EINIBEEA H V3 R A My ek b E =0 K
BT RIS o (HEMELVHIRINE - BENE S I LA R S IR E S
FEEL A LT A B SE S B ) Ry LRt BRI A LA ol T
¥ T HATTRER RN E E Bhas - (HIBRAERE RS LFEEAES
FRETTHHMENEEF - BEE AR R SENFTH TR b —R - &
HAFTRIESS » B ATVE HIRH -

BEIAER BTSRRI EEE R S TR S - AHERFIEE
THVEKS  EBIGREEIRN EES - SRR - R AR
REHARIFE R - BbAh - — S LT EEI B IERE " HRE, MR
HUHEEHEM S ERE 5 - mEEE S SRR HRE At

PR B RCE - FREZ BB RENGS o B RITEE R AT
BEBRIEAMEME - RS EEETEAL BRI EE AT
SLEE G o WEYLITHNSEN S A R VBN B o (HEEHSIA
WETIVBET - BRSPS EEEN: - HE B S UEIE H BT
SRR R DR SR S TIE R IS BT R B T R 0 ke
FEETL AR UM B - B > B RV LTT I EE B A ESFT
£ - S 2 B THH SENAVER R G A 8 & DB A B 2 1T 0 42k
g TG LURFREI AR ERBEGITHHETE TR > $HEERER
R AR

. 246 -



TR TR 1 7 4 R 1 T A 4F

HaesIm s o TIEIE IS b R E ST S E 2T HR A
[EIRF AT A T ke - ASCER R 2 IBEANE B O - REIAE N e
MHEHEEER BRI T ~ DU R A RTARERIEIE - B AR

EE o

X

WV

2£&H

S (2012) - (EERAISHMBEEGIVEHE) - 610 BUuaKRE -

HENE (2013) - (e - seat T - #EDrEEL | ¢« Gamification #EEL(LHY
L) o &db B sE - (JRZE - B A [2012].  (Gamification @ T /7
— ALy MEVAAREZEZ D) o HAKRE : NHK - )

EHFR (2004) o (Efrdrsisct —HREG A as) - alb @ BigEs

Ambler, T. (2000). Persuasion, pride and prejudice: How ads work. Internatlonal Journal
of Advertising, 19(3), 299-316.

Ashley, C., & Oliver, J. D. (2010). Creative leaders: Thirty years of big ideas. Journal of
Advertising, 39(1), 115-130.

Barr, P. (2008). Video game values: Play as human-computer interaction. (Doctoral
Dissertation) Victoria University of Wellington.

Berthon, P., Pitt, L., & Campbell, C. (2008). Ad lib: When customers create the ad.
California Management Review, 50(4), 6-30.

Brockmeier, J. (2011, August 11). Gartner adds big data, gamification, and internet of
things to its hype cycle. Readwrite. Retrieved from
http://readwrite.com/2011/08/11/gartner-adds-big-data-gamifica

Brown, A. (2008, January/February). The consumer is the medium: Digitally empowered
consumers are rewriting the rules of business. Bye-bye, “influentials.” The
Futurist, 42(1), 29-32.

Campbell, M. C., & Kirmani, A. (2000). Consumer’s use of persuasion knowledge: The
effects of accessibility and cognitive capacity on perceptions of an influence agent.
Journal of Consumer Research, 27(1), 69-83.

Castronova, E. (2005). Synthetic world: The business and culture of online games.
Chicago: The University of Chicago Press.

Deterding, S., Dixon, D., Khaled, R., & Nacke, L. (2011). From game design elements to
gamefulness: Defining gamification. Proceedings of the 15th International
Academic MindTrek Conference: Envisioning Future Media Environments, 9-15.

Ehrenberg, A., Barnard, N., Kennedy, A., & Bloom, H. (2002). Brand advertising as

. 247 -



CHEEFT e F--wi 2015& 77

creative publicity. Journal of Advertising Research, 42(4), 7-18.

Friestad, M., & Wright, P. (1994). The persuasion knowledge model: How people cope
with persuasion attempts. Journal of Consumer Research, 21(1), 1-31.

Huber, M. Z., & Hilty, L. M. (2015). Gamification and sustainable consumption:
Overcoming the limitations of persuasive technologies. In L. M. Hilty, B.
Aebischer (Eds.) ICT Innovations for Sustainability (pp. 367-385). Cham,
Switzerland: Springer International Publishing.

Holton, K. & Abboud, L. (2013, February 28). Chok! Chok! Chok! ad shakes up mobile
marketing. Reuters. Retrieved February 14, 2014, from http://www.reuters.com/
article/2013/02/28/us-mobile-world-advertising-idUSBRE91R 13120130228/

Huling, R. (2010, March 25). Gamification: Turning work into play. H+ Magazine.
Retrieved January 20, from http://hplusmagazine.com/2010/03/25/gamification-
turning-work-play/

Huizinga, J. (1955). Homo ludens: A study of the play element in culture. Boston: Beacon
Press.

Hunicke, R., LeBlanc, M., & Zubek, R. (2004). MDA: A formal approach to game design
and game research. Proceedings of the AAAI Workshop on Challenges in Game
Al, 04-04.

Huotari, K., & Hamari, J. (2012, October). Defining gamification: A service marketing
perspective. Proceeding of the 16th International Academic MindTrek Conference,
17-22.

Keller, E., & Fay, B. (2009). The role of advertising in word of mouth. Journal of
Advertising Research, 49(2), 154-158.

Kotler, P. (1997). Marketing management: Analysis, planning, implementation & control
(9th ed.). Upper Saddle River, NJ: Prentice Hall

Kuo, I. (2013, February 21) Chok! Coca-Cola’s most successful Hong Kong marketing
campaign in 35 years. Gamification Co. Retrieved from
http://www.gamification.co/2013/02/21/chok-coca-cola-marketing-campaign/

Lee, K. M., Peng, W., & Park, N. (2009). Effects of computer/video games and beyond. In
J. Bryant & M. B. Oliver (Eds.), Media effects: Advances in theory and research
(pp. 551-566). New York: Routledge.

Locher, P., Overbeeke, K., & Wensveen, S. (2010). Aesthetic interaction: A framework.
Design Issues, 26(2), 70-79.

Marczewski, A. (2012). Gamification: A simple introduction. Raleigh, NC: Lulu.

Markoff, J. (2010, August 4). In a video game, tackling the complexities of protein
folding. The New York Times. Retrieved January 19, 2014, from
http://www.nytimes.com/2010/08/05/science/05protein.html

McCormick, T. (2013). Anthropology of an idea gamification. Foreign Policy, 201, 26-27.
Retrieved January 20, 2014, from ProQuest Research Libraryon the World Wild
Weh: http://search.proquest.com/docview/1411123673?accountid=10067

. 248 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

Mitchell, A. (2006, April 6). We must reinvent marketing for empowered consumers.
Marketing Week, 29(14), 28-29.

Montola, M. (2005, December). Exploring the edge of the magic circle: Defining
pervasive games. Proceedings of DAC, 103.

Murray, J. H. (2006). Toward a cultural theory of gaming: Digital games and the co-
evolution of media, mind, and culture. Popular Communication, 4(3), 185-202.

Nieuwdorp, E. (2007). The pervasive discourse: an analysis. Computers in Entertainment
(CIE), 5(2), 13.

Okazaki, S., & Yague, M. J. (2012). Responses to an advergaming campaign on a mobile
social net-working site: An initial research report. Computers in Human Behavior,
28(1), 78-86.

Pankraz, D. (2010, October 27). Introducing generation C: the connected collective
consumer. Retrieved from Nielsen Web site: http://www.nielsen.com/us/en/
insights/news/2010/introducing-gen-c-the-connected-collective-consumer.html

Poole, S. (2004). Trigger happy: Videogames and the entertainment revolution. New
York: Arcade Publishing.

Poulsson, S. H., & Kale, S. H. (2004). The experience economy and commercial
experiences. The Marketing Review, 4(3), 267-277.

Prahalad, C. K., & Ramaswamy, V. (2002). The co-creation connection. Strategy and
Business, 27(2), 51-60.

Raymer, R. (2011, September). Gamification: Using game mechanics to enhance
elearning. eLearn Magazine. Retrieved January 20, 2014, from
http://elearnmag.acm.org/archive.cfm?aid=2031772

Roberts, M. (2012, June 3). Gamification drives customer engagement [Web blog article].
Retrieved from http://allegoriedesign.com/gamification-drives-customer-
engagement/#.UUYWs7uYaFY/

Rodriguez, H. (2006). The playful and the serious: An approximation to Huizinga’s Homo
Ludens. Game Studies, 6(1). From http://staff.washington.edu/schenold/chid390/
readings/supplemental/Rodriguez-The%20Playful%20and%20the%20Serious.pdf

Romaniuk, J. & Sharp, B. (2003). Brand salience and customer defection in subscription
markets. Journal of Marketing Management, 19(1), 25-44.

Saini A. (2008, May 14). Solving the web’s image problem. BBC News. Retrieved January
20, 2014, from http://news.bbc.co.uk/2/hi/technology/7395751.stm

Sayanthan, B. (2013, February 27). Where ‘gamification’ meets advertising. Retrieved
from http://sayys365.blogspot.tw/2013/02/where-gamification-meets-advertising.
html/

Schmitt, B. H. (1999). Experiential marketing: How to get customers to sense, feel, think,
act, and relate to your company and brand. New York: The Free Press.

Schreiber, M. (2013, October 24). Gamification for businesses: Q&A with Mario Herger.
ClickZ. Retrieved from http://www.clickz.com/clickz/column/2302704/

. 249 .



CHEEFT e F--wi 2015& 77

gamification-for-businesses-g-a-with-mario-herger/

Schultz, W. (2000). Multiple reward signals in the brain. Nature Reviews Neuroscience,
1(3), 199-207.

Simdes, J., Redondo, R. D., & Vilas, A. F. (2013). A social gamification framework for a
K-6 learning platform. Computers in Human Behavior, 29(2), 345-353.

Stewart, D. W. & Pavlou, P. A. (2002). From consumer response to active consumer:
Measuring the effectiveness of interactive media. Journal of the Academy of
Marketing Science, 30, 376-396.

Terlutter, R., & Capella, M. L. (2013). The gamification of advertising: Analysis and
research directions of in-game advertising, advergames, and advertising in social
network games. Journal of Advertising, 42(2-3), 95-112.

Vorderer, P., & Hartmann, T. (2009). Entertainment and enjoyment as media effects. In J.
Bryant & M. B. Oliver (Eds.), Media effects: Advances in theory and research (pp.
532-550). New York: Routledge.

Werbach, K., & Hunter, D. (2012). For the win: How game thinking can revolutionize
your business. Philadelphia, PA: Wharton Digital Press.

Wingfield, N. (2012, December 23). All the world’s a game, and business is a player. The
New York Times. Retrieved from http://www.nytimes.com/

Winkler, T., & Buckner, K. (2006). Receptiveness of gamers to embedded brand messages
in advergames: Attitudes towards product placement. Journal of Interactive
Advertising, 7(1), 37-46.

Wise, K., Bolls, P. D., Kim, H., Venkataraman, A., & Meyer, R. (2008). Enjoyment of
advergames and brand attitudes: The impact of thematic relevance. Journal of
Interactive Advertising, 9(1), 27-36.

Workman, R. (2013, May 24). What is Gamification? Business News Daily. Retrieved
from http://www.businessnewsdaily.com/4541-gamification.html

Zichermann, G., & Cunningham, C. (2011). Gamification by design: Implementing game
mechanics in web and mobile apps. Sebastopol, CA: O’Reilly Media.

+ 250 -



ECIARIEc/ ARLINEE - B S TR < JARRELCCE Ak -

From Game to Gamification: Preliminary
Research of Gamification Marketing Theory

Dai-Yun Wu"
ABSTRACT

This article aims to provide a new understanding of the theoretical
foundations of gamification and the related phenomena in the field of
marketing communication. We started from redefining the concept of
marketing gamification, and tried to point out the mechanisms of the
phenomena by proposing theoretical basis from brand and consumer
perspective separately. Finally, we tried to clarify some similar concepts, and
put forward a marketing gamification model and a gamification concept map
as the preliminary theoretical framework for further research in the future.

Keywords: experiential marketing, gamification, marketing communication,
media entertainment, publicity
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