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Abstract

This article aims to present a package design approach that takes advantage of game
concepts. It studies game processes or gamification in terms of marketing tools and mechanisms
to create a good user experience for packaging users. The author studies a gamification concept
that is utilized in various contexts to provide an understanding of how game mechanics are
integrated into packaging design to achieve marketing communications, make the package
attractive, improve user satisfaction, and encourage users to engage with brands. The author
presents packaging examples; grouped by game values, to illustrate the packaging design using
the gamification concept which follows the objective set forth. In summary, this article introduces
the application of game concepts in non-game contexts. This is to encourage designers to
broaden their horizons in packaging design by using game technigues to meet basic human

needs in order to ultimately achieve marketing goals.
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Katie Salen Tekinbas Wag Eric Zimmerman gideunileda Rules of Play: Game design fun-
damentals TenEufnpnumunadunannaneiifigiunuBiauniruniinse fuazauaaalsin ing
fuszunfigisuiidiusmluanunisainnudaudsiiduiullnunfnidedinadniiinnaldlus
1131101 (A game is a system in which players engage in an artificial conflict, defined by rules, that
results in a quantifiable outcome) Karl M. Kapp 1@1’ﬂ’1ﬁﬂ’mﬁmﬁi’aﬂﬂmwmmzﬁuu‘%uwﬂ’a\‘iﬂ’mﬁﬂu
31 inuflusruufigiaufidusulunnuvimiuiaunuassuiigndmualaunfng nsUfduius uas
nanaundu TaadanadnslsludalsunanasdindaliifnU§isamnsanaunl (A game is a system
in which players engage in an abstract challenge, defined by rules, interactivity, and feedback,

that results in a quantifiable outcome often eliciting an emotional reaction)?

1. 13 nadnAan, UssyAnaTauAgTnaLFlng (nqamw : willas, 2556), 10,

2. ™Big Food’ and ‘gamified’ products: promotion, packaging, and the promise of fun,” Charlene Elliott, last modified Sep 9,

2014, https://www.tandfonline.com/. 194
3. Karl M Kapp, The Gamification of Learning and Instruction: Game-Based Methods and Strategies for Training and

Education (San Francisco, CA: Pfeiffer, 2012), 7.



JOURNAL OF FINE AND APPLIED ARTS, CHULALONGKORN UNIVERSITY
VOL.7-NO.2 JULY - DECEMBER 2020

AAUNALUDILNY
a o o =1 d! o/ a & [
inuddrunaundnddau Aa nils: i wune (Goals) @84 : Anuatinslauaydass lunudiaiu
ugruiifeliifinanumdamdundeidunnindnminif (Autonomy opportunities) &3 : NANT
Annualaniaiazdadnfinlung (Rules) & : namaunduiazviaulvigiaunsunauirianisnssinvie
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4. Betty Adamou, Games and Gamification in Market Research: Increasing consumer engagement in research for business 195
success (London and New York: Kogan Page Limited, 2019), 50.
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5. Jonathan Gottschall, “Storytelling Animal: How stories make us human” (New York: Mariner Books, 2013), quoted in Betty
Adamou, Games and Gamification in Market Research: Increasing consumer engagement in research for business success
(London & New York: Kogan Page Limited, 2019), 58.

6. Jesse Schell, “The art of game design: A book of lenses” (Waltham, MA: Morgan Kaufmann, 2008), quoted in Betty

Adamou, Games and Gamification in Market Research: Increasing consumer engagement in research for business success 196
(London & New York: Kogan Page Limited, 2019), 43.
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ANinuiiadu (gamification) Lﬂuﬁié’ﬂlummqqiﬁmmzmﬁ%ﬂ[;TQLLﬁi?] 2010 Antiusa
Bulifulunainmansanandrlaedalifinnsfunuanumsioieaudtlansetuduniasios
tiaup¥edainadnlanasiadewinnufuinudfiaduiudusoadu wasgrinlUlduduniauwny
Aulurdumsing q Meftanszraanuifiadusinefunalaeduie FsffdwanuumuuiAnsusanain
fenuiavanaiialauarnuninsfinsauaquuas faauiian

Karl M. Kapp tauainnuiiiiadununadannsldnalnaasna FUNILFANERT WaTNaNNITAR
wuuinuuRagedaulifidousu nszsuliiianienszin daatunsBeauiasnisudiiloymn (Gamification
is using game-based mechanics, aesthetics and game thinking to engage people, motivate action,
promote learning, and solve problems.)?

Betty Adamou Lauaininufifipfununafianisiigudnuauz seunuufuldfufiangsui
leflanuianinliAnn s dausiuiiinuanunsoasneauld (Gamification repurposes superficial
aspects of games (such as points and badges) to gain the engagement that games can create
for activities that are not games.)®

flaqiudinnudflindugnliifiaasnsaiuinlalaeildinfuntstiménnnsiugu
stluuy nalnviadsAnlunisaanuuunuulssgnaliluisunauiiladlinisidung enssfuainu
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Betty Adamou Flifuanumniaunazanusineznitaunufuinudfiaduieligiiagining
Thlsryndldfuniumaulsidnlaatinagnsiaadall

o N15uR-AUL (Winllose states) Lnudnisuiauy usnudiiadusaarus lddasnisliifn
Aneud fraulufanssuinudfadudsinnuidnsinuas ireudnanssnufimuumdanaun
Uz AnuAnifuiuiafiansunisulufuAanssudsiitauninniisunuialy

. msﬁd'suéfmmﬂLtiaga‘lﬂnflﬂ"tu-mﬂuan (Intrinsic engagement VS Extrinsic
engagement) u3933lantluninaiianisinunedeunsetneainadiuaula wieaanuitawelalunis
vindshilaeliviedinruvdesetaduiusadunioussyilaniouen uyudiadulasuinuanus

7. Mohan Thilte, e-HRM Digital Approaches, Directins & Applications (London and New York: Routledge, 2019), 141.

8. Karl M Kapp, The Gamification of Learning and Instruction: Game-Based Methods and Strategies for Training and

Education (San Francisco, CA: Pfeiffer, 2012), 10. 198
9. Betty Adamou, Games and Gamification in Market Research: Increasing consumer engagement in research for business
success (London and New York: Kogan Page Limited, 2019), 71.
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10. “tseTumIvas Gamification lun1stFmisninennsyana,” unanien, fufindayatiia 2016, https:/www.kafaak.
com/2013/09/01/gamification-and-hr/. 199
11. 233wt Aeyleyeng, Markrting Ideas Taifiunisaaiananlan (nqamwe : njamngafia, 2556), 168.
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