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Abstract. The use of gameful digital rhetoric presented in this paper becomes a
bridge between the areas of behavior science and cultural studies, and a
promising tool to enhance the real world to enable people to realize human
well-being. In this paper, we propose two models to enhance meaning in the real
world based on the concepts typically used in digital games to assist in the
analysis and design of gameful digital rhetoric. The models offer appropriate
abstractions to enhance the real world with gameful digital rhetoric. We also
show results of experiments to incorporate gameful digital rhetoric in the real
world.
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1 Introduction

Our aim is to enhance the real world surrounding people to enable them to realize
human well-being. Seligman defines the well-being theory [10] as a theme of positive
psychology. He defines five factors needed for humans to flourish: positive emotion,
engagement, meaning, relationships and achievement. The factor of human well-being
contributes to steering people toward desirable behavior. For example, positive emo-
tions reduce the risk of catching a cold or an infectious disease. Additionally, a husband
and wife who have positive images of one another can create a fruitful married life.
Seligman notes that people without positivity tend to think there is no way to improve
their lives by themselves, while people with high positivity can act to have productive
lives [10]. Therefore, it is important to focus on achieving human well-being to guide
human behavior.

Persuasive technology uses information technology to move people. This concept
has the power to affect people’s behavior [6]. Persuasive technology emphasizes the
strengths of computers, such as toughness, processing capacity, extensibility and
ubiquity. It focuses on changing behavior, attitude and thinking as a result of inter-
action with computers. Although persuasive technology works for temporary behavior
change, many people have difficulty changing their current behavior to more desirable
behavior. Behavioral economics asserts that people have a status quo bias, defined as a
strong tendency to remain at the status quo. Behavioral economics explains that status
quo bias occurs because the disadvantages of altering the status quo loom larger than
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the advantages. However, we believe that navigation succeeds if people can achieve
human well-being as a result of their behavior change. From the viewpoint of realizing
human well-being, we must improve the method of navigation by using information
technology, including persuasive technology.

Recently, Calvo argues positive computing, where technologies are used to flourish
us [3]; this compliment persuasive technology to enhance human well-being with
information technologies because pervasive technology does not take into account
whether navigated human behavior is virtuous or not. On the other hand, positive
computing aims to lead human towards well-being. However, it’s design is based on
highly abstracted concepts; thus, it is not easy to use the concepts without more
concrete concepts.

Using games’ power can make the navigation process meaningful and valuable to
connect positive computing with persuasive technology. Using games’ power can make
the navigation process meaningful and valuable. A digital game, which is produced by
the assembly of information technology, has the power to provide all of the above
factors to realize human well-being. Edward Castranova identified positive emotions
as the single most important motivation for game playing [4]. Seligman argues that
engagement is a concept related to flow [10]. During flow, people typically experience
deep enjoyment, creativity, and complete involvement with life. Csikszentmihalyi notes
that the flow experience has all the building blocks of flow, such as clear goals each
step of the way, immediate feedback on one’s actions, and balance between challenges
and skills [5]. Almost all digital games include immediate feedback under players’
control, and well-designed digital games provide clear goals and appropriate challenges
based on each player’s skill. Regarding meaning, games have various rhetorical
aspects, and many people discuss their rhetoric; currently, the rhetorical power is being
reinvestigated to understand the powerful effects of games [1]. Additionally, games
create positive relationships. Digital games explicitly provide meaningful and valuable
benefits for taking part in collective behavior. In fictional game worlds, players fre-
quently tend to collaborate to achieve a common goal because they reap individual
benefits by achieving the goal. In MMORPG, like in World of Warcraft1, multiple
players must cooperate to perform a complex mission. McGonigal argues that gamers
form bonds with other gamers quickly. She represents the relationship created through
collective activities in games’ social fabric [7]. Achievement is often used in games,
and it is a useful incentive to motivate people. Games clarify the process of achieve-
ment by using points, badges, leaderboards and other similar features.

More recently, digital designers have begun to adopt ideas from game design to
incentivize desirable user behaviors. The idea of taking entertaining and engaging
elements from video games and using them to incentivize participation in other con-
texts has been studied in a variety of fields. In education, this approach is known as
serious gaming, and in human computing, it is sometimes referred to as games with a
purpose. Newsgames [11] contain ideological messages represented through the
interactive form. Recently, digital marketing and social media practitioners have
adopted this approach under the term gamification. The idea is to use game mechanics,

1 http://us.battle.net/wow/en/.
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such as online games, to make a task entertaining, thus encouraging people to con-
scientiously complete tasks. Serious games focus on the aspects of games as simula-
tion, and newsgames use games’ power to make arguments. As for gamification, it uses
games’ power to motivate people. The roles of these games vary widely; however, all
use games’ rhetorical aspects to influence real-world behavior.

We can use games’ power to achieve clear purposes, such as improving education,
inspiring people, and increasing business engagement; however, a mere entertainment
game is itself valuable for many game fans. The value provided by playing games also
has great power to influence people’s emotions. It is necessary to focus on two different
aspects of games’ power, the a rhetorical aspect and a value-related aspect objective
and subjective parts. By combining these two aspects, we can discuss the full power of
games, which contributes to enhancing the real world.

In this paper, we consider games’ power in terms of both rhetoric and the value. We
propose two models, one including the rhetoric and the other including the value. The
former is named the GamiRhetoric model, and the latter is the GamiValue model. The
concept of dividing games’ power into two aspects is useful to designing and analyzing
digital games or gamified services. However, the rhetoric and value usually overlap in a
digital game. Some digital games or gamified services focus mainly on the rhetorical
intent, such as educating or inspiring users, while others focus on the emotional value,
such as providing fun or pleasure. Our two models can cover both cases. Regarding the
former, it is appropriate to focus on considering which rhetoric suits the intent of the
game or gamified services based mainly on the GamiRhetoric model. With the latter, it
is useful to add a variety of values by utilizing the GamiValue model. Figure 1 presents
an overview of both the rhetoric-focused and the value-focused designs.

Combining the rhetorical aspect and emotional values by playing digital games is
useful to enhancing our real world. In games, various virtual objects are embedded in
the game worlds to influence players’ behavior. Digital games consist of various digital
rhetorical elements. In this paper, we call the digital rhetoric gameful digital rhetoric.
Typical virtual objects are virtual currency, virtual humans, virtual goods and virtual
clothes. Gameful digital rhetoric are as expressions that inform, persuade and inspire

Fig. 1. Rhetoric-focused design and value-focused design
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human behavior through digitally mediated virtual objects incorporated into the real
world using digital technologies. Digital rhetoric in video games often plays a role of
manipulating a player’s actions to advance the game. It also becomes a sign that
encourages a particular type of human behavior when it is embedded in the real world
through the ubiquitous computing technology. Incorporating gameful digital rhetoric
into the real world contributes to enhancing the meaning of the real world if the
gameful digital rhetoric is meaningful to people. Thus, virtual objects can be useful
tools to influence human behavior, thinking, and feeling in the real world. The
enhanced meaning through gameful digital rhetoric makes explicit the desirable goal
achieved through activities and encourages people by offering many attractive imagi-
nary and artificial benefits.

A digital game offers a virtual world that contains various virtual objects and
missions to influence a player’s behavior in the fictional world. Well-designed video
games offer players many attractive imaginary and artificial benefits through mean-
ingful and valuable experiences. When designing an attractive digital game, a game
developer defines its meaning through how a player perceives virtual objects and
events in the virtual world. If the player feels that the world is meaningful, he or she
will enjoy the game. We believe that the same applies in our real world. If we perceive
that objects and events in our real lives are meaningful and valuable, we can enjoy our
lives.

2 Frameworks for Analyzing Games’ Power

We must discuss the tool set to analyze and design the information service that
enhances meaning in our real world. In this section, we propose two new models to
enhance meaning in our real world based on the concepts typically used in digital
games to facilitate the analysis and design of gameful digital rhetoric by focusing on
both structured meaning and emotional meaning aspects. The first model is the
GamiRhetoric model, which defines six frames to examine how to enhance meaning in
the real world. The second is the GamiValue model, which defines eight frames to
attach value to virtual objects. The former is more related to the structured meaning
aspects, while the latter mainly depends on the emotional meaning aspects. The
GamiRhetoric model defines a rough frame, and the GamiValue model allows for more
detailed discussion. Each item of rhetoric and value does not always exist indepen-
dently, and each item of rhetoric may contain various values. We present an example to
analyze the existing games in Sect. 3.

2.1 GamiRhetoric Model

The GamiRhetoric model shown in Fig. 2 is a semiotic model for designing gameful
digital rhetoric to make the digital world meaningful that consists of six types of
rhetoric: curious rhetoric, narrative rhetoric, collective rhetoric, procedural rhetoric,
social rhetoric and economic rhetoric, where these are extracted from the experiences
with building several community-based mobile crowdsourcing services [9].
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Curious rhetoric influences people through our five senses, such as visual and
auditory, which offer us emotional engagement, such as interest, happiness or comfort,
and increase our curiosity, motivating our activities. Narrative rhetoric contains an
argument specified into a narrative. A typical narrative teaches people what they should
do in their ideal daily lives and has two types of aspects. The first aspect is describing
ideological messages in the narrative, and the second aspect concerns goal setting in the
narrative. Collective rhetoric presents participants’ accumulated efforts, and is one of
essential motivations for participants to continue their efforts. Procedural rhetoric was
presented by Bogost, who stated that it involves the practice of using processes per-
suasively [1]. This type of rhetoric is peculiar to digital games, which work based on
interaction with a player. Finally, economic and social rhetoric offers norms, rules and
mechanisms for interactions among people that are typically used to coordinate col-
lective action in the real world. This rhetoric includes various social mechanisms, such
as market economy, gift economy, altruistic society, battle and role-playing mecha-
nisms, which are also typical underlying mechanisms used in popular video games.

As for using the frame of the GamiRhetoric model, enhancing the meaningfulness
added to each frame is important. The agency and immersion properties are useful
concepts that are used in video games to make objects more meaningful. The agency
property relates to whether participants can control the effects in their activities, and the
immersion property to whether the effects reflect the players’ real activities without
violating reality.

2.2 GamiValue Model

There is research that focuses on the concept of value to design attractive products.
Using values has recently been recognized as an important design approach to
developing desirable information services [2]. In analyzing digital games, it is useful to
summarize systematically what values players feel toward digital games.

The values in the GamiValue model are extracted from a semiotic point of view [8],
and the model defines eight frames to attach the following values to virtual objects:
informative, aesthetic, empathetic, stimulative, serene, common, rare and ideological
values.

Informative value is the utility of the information in helping users make better
decisions. Aesthetic value is an important concept in making artifacts more attractive.
Aesthetics is a branch of philosophy addressing the nature of art, beauty, and taste and
the creation and appreciation of beauty. Empathetic value is effectiveness in evoking a
user’s emotions. Empathy engages the user, making him/her feel close to the empathetic
form, regardless of whether it is a living being. Stimulative value arouses people’s
senses through feelings such as excitement, surprise, thrill, and enthusiasm. Serene
value is also related to players’ feelings; however, the value is serene, containing
calmness, warmth, comfort and relaxation. Common value and rare value are generated
in social community. Objects with common value are considered to be valuable by and
available to many. Objects with popularity, such as fashionable and famous brands, have
common value. In contrast, objects with rare value are unique and difficult to obtain.
Some objects with high rarity enable their owners to feel self-esteem by showing their
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status. What is here referred to as ideological value is the notion of influencing users’
thinking and behavior through influencing their attitudes and values—in other words,
educating users on a deeper level.

3 Analyzing the Rhetorical Aspects of the Existing Game

In this section, we analyze the Nintendo game Pokémon using the GamiRhetoric and
GamiValue models. We can observe the types of rhetoric and values that exist in
Pokémon-related media. The basic concepts of Pokémon are battling and obtaining
Pokémon throughout the game story. Having sold more than two hundred million and
sixty million copies2, the Pokémon video game software provides much value for
players all over the world. Some players place value on the battles, while others value
collecting and amassing Pokémon. Additionally, Pokémon is an open game, which
means that enjoyment can be felt even outside of the game. The Pokémon world
contains multiple media channels through which the details of the world are defined
using a transmedia storytelling concept, including Pokémon-related comics, animated
cartoons, movies, card games, festivals, amusement parks, and character goods. Each
medium is synergized with the game, and much of the rhetoric and value exist in each
medium in addition to the game itself.

3.1 Rhetoric in the Pokémon Game

The Pokémon game contains all six types of rhetoric of the GamiRhetoric model
presented in Sect. 2.1. The visuals of various Pokémon, the visuals and sounds of each
city that the player visits and the battle scenes become parts of the curious rhetoric.
Because there are over seven hundred Pokémon3 in the game, the possibility that there
are some Pokémon fitting a player’s preferences is high. These characteristics enhance
agency and immersion. Additionally, for a player, obtaining his/her favorite Pokémon
and exploring his/her favorite city strengthen the bond between the player’s interest
and the game world. They also increase the agency property.

Collective rhetoric is added by the elements of badges, experience points and
an illustrated Pokémon guide. The guide heightens the agency property because
the recorded Pokémon are only those that players have obtained or met. Additionally,
the entire game relies on the mechanisms of incremental achievement following the
player’s level. The strong relationship between the game and the players’ activities
contributes to increasing the agency and immersion properties.

The narrative of the Pokémon world contains ideological messages, such as
friendship between or at least coexistence of players, who are called Pokémon trainers,
and Pokémon. These themes containing reality and the agency property are generated
by the story progressing based on the player’s control.

2 http://www.pokemon.co.jp/corporate/business/.
3 This figure is based on Pokémon data of 2014/10/12.
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Pokémon game has basic mechanisms, such as the elements of obtaining, battling
and exchanging Pokémon. These elements have the characteristics of procedural
rhetoric. Players obtain Pokémon by throwing a Poké Ball to Pokémon, which means
that the player and Pokémon become friends; this feature is one of the main themes of
Pokémon world. We can only execute these types of activities in the digital world.
Procedural rhetoric adds agency and immersion with immediate feedback through the
interactions between the player and the digital world.

Player undertake the basic actions of battle and exchanging Pokémon as a Pokémon
trainer with non-player characters in digital world; however, they can perform these
activities with actual people. This dynamic is a part of social rhetoric. Economic
rhetoric, such as virtual economy and the rarity of Pokémon, also exists in the game’s
world. The social rhetoric and the economic rhetoric provide a strong relationship to
the real world. This rhetoric gives digital games reality, which is crucial in increasing
agency and immersion.

3.2 Value in the Pokémon Game

In this section, we discuss the value in each type of rhetoric as described in the above
section. Regarding curious rhetoric, players can derive aesthetic value from the graphics
of cities and landscapes in the game and empathetic value from the Pokémon,which look
similar to players. Empathetic value is also generated by the Pokémon that the player
obtains and raises. This effect is related to collective rhetoric and narrative rhetoric. The
sources of value differ depending on the situation. If the source that generates empathy
concerns only Pokémon’s visual appearance, then only curious rhetoric influences
players. However, players can also empathize with Pokémon because they have spent
substantial time together and had dramatic interactions with the Pokémon. In that case, a
player’s Pokémon cannot be replaced by other Pokémon, although they share an identical
visual appearance. The key factors are the collective rhetoric and narrative rhetoric.
A description of brave and thoughtful characters or a story containing the coexistence of
people and Pokémon includes the ideological factors and conveys ideological value
through narrative rhetoric. Procedural rhetoric can provide various values. The variations
among Pokémon and their moves during battle enable players to consider infinite strat-
egies. This variation relates to the informative value by enhancing the possibility that the
players will make decisions through their preferred methods. During the blistering battle,
players can feel stimulative value. Interaction with Pokémon is part of procedural rhetoric
and provides significant serene value for Pokémon fans. Economic rhetoric generates
value among social communities. Obtaining particularly popular Pokémon is connected
to common value; in contrast, acquiring rare Pokémon generates rare value.

3.3 Enhanced Meaning and Value Through Other Media

Pokémon is an open game with which many media are synergized. The analysis in this
section explains how the original game derives additional meaning and value through
other media, such as animation, toys and other goods and festival events.
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Animation is strongly related to narrative rhetoric. Although the actor who per-
forms the actions of obtaining Pokémon, fighting, and exploring is the player
himself/herself in the digital game, the performer of these actions is an animated
character in animation. A translation of the narrative rhetoric, then, occurs. This process
encourages audiences to think deeply about ideological value in animation, such as the
importance of bravery, friendship and challenge. As for the Pokémon-related events,
curious rhetoric is incorporated into them. Curious rhetoric from participating in the
real-world events enhances agency and immersion, which is leads the participants to
feel great interest in the game and empathy for the characters. Additionally, Pokémon
events often contain collective rhetoric and economic rhetoric because there are some
rare Pokémon that can only be obtained at the events. The experience of participating in
the events becomes visible in the form of collecting rare Pokémon in the digital world.
The Pokémon movie is screened every year, and players can obtain rare Pokémon
related to the movie. The main Pokémon in the movie often have background stories in
which the narrative rhetoric defines the meaning of the Pokémon’s existence. This type
of story enhances the empathetic value of the Pokémon. In the real world, collection of
Pokémon goods alters the collection of digital Pokémon. It is also collective rhetoric,
which can generate rare, empathetic and serene value.

In Pokémon, the combination of many types of rhetoric immerses players in the
Pokémon world. One of Pokémon’s main themes, collection is comparatively easy to
incorporate into the real world while maintaining consistency. Manufacturing goods
relating to many types of Pokémon provokes empathy in many people. Another main
theme, battle, is also easy to realize in the real world because there are many physical
games involving battle between people using objects, such as chess and poker and
other card games. Various media can support realizing aspects such as collection and
battle, which make the contents of Pokémon more attractive. In these ways, the nar-
rative of the virtual Pokémon world, whose leading character is the player
himself/herself, enters the real world.

4 Incorporating Gameful Digital Rhetoric
into the Real World

In this section, we discuss incorporating gameful digital rhetoric into the real world to
make the real world meaningful and valuable. Through the analysis of the existing
game with the GamiRhetoric and GamiValue models in Sect. 3, we found that there are
both appropriate and inappropriate cases in which to incorporate gameful digital
rhetoric into the real world.

Incorporating economic and social rhetoric into the real world tends to succeed
because these factors exist in the real world by nature. Collective rhetoric is also easy to
use. For example, the collection of cards, seals or other goods prevails among many
people. If the theme of collection is consistent in the game world, then many fans
consider collection meaningful and valuable. In particular, the collection of tangible
things in the real world increases agency and immersion. As for curious rhetoric, we
must consider the boundary between the digital fictional world and the real world.
Embodying the virtual characters in the real world using the ubiquitous computing
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technology is a relatively easy method by which to enhance the real world; however,
the degree of the influence depends on the target individual. People who think that
there is a strong boundary between the digital fictional world and the real world
consider the embodied object meaningless. Therefore, curious rhetoric loses its power
as rhetoric. However, whether the fusion of gameful digital rhetoric and the real world
succeeds is influenced by the game’s theme. In cases in which the main theme in the
digital world is also universal in the real world, such as the theme of “love” or “music”,
we can blur the boundary because we can feel reality in the theme. We must be sure to
incorporate narrative rhetoric. When incorporating a fictional narrative into the real
world, it is possible to enhance the agency property. Role-playing by playing a fictional
role in the real world without losing one’s grasp on reality is effective in incorporating
fictional gameful digital rhetoric into the real world. However, when the audience of a
narrative loses their sense of reality, they cannot play a fictional role because they are
aware that the narrative remains inside the fictional world, which has no direct rela-
tionship to the real world. Then, the rhetoric can exist only in the fictional world, and it
merely influences the audience’s behavior and thinking in the real world. Although the
audience of a realistic narrative may understand the meaning in the narrative, giving
only a realistic narrative becomes less valuable. We must consider the tradeoff between
the degree of reality and fictionality when we use the narrative.

To evaluate the influence of rhetoric described in the above section in the real
world, we conducted some experiments. These experiments are a first step in consid-
ering how to incorporate gameful digital rhetoric into the real world. In the experi-
ments, we discuss the following three aspects, which are often found in games:
storytelling, gift economy, and feedback. The types of rhetoric and value do not always
exist independently, and a scene will include a few different types of rhetoric/value.
Consequently, it is useful to consider the influence of rhetoric/value based on a general
scene.

Six people (five male and one female) participated in the experiment, and their ages
ranged from 21 to 28. We created some situations based on each scene, and the
participants completed questionnaires under various configurations. This discussion is
useful for influencing human behavior by incorporating games’ power as a form of
gameful digital rhetoric into the real world.

4.1 Storytelling for Collective Action

The experiment investigated a style of a narrative. The aim of the experiment was to
investigate whether a narrative in a game has a greater effect than a narrative in
traditional media, such as a book or movie.

In this experiment, each participant was presented with two types of narratives that
were used in the two configurations. Both narratives represented the necessity of
participating in collective action to achieve a sustainable society; however, the manners
of presenting the narratives differed. The first narrative was written from a third-person
perspective that contained many general sentences (e.g., “Recently, the environmental
problem has become serious” or “To solve the environmental problem, it is important
for many people to co-operate.”). Conversely, the second narrative contained sentences
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from a first-person perspective, as if the reader were a person who was concerned about
the problem and performed concrete activities to protect nature, with a style typically
used in video games. Additionally, the second narrative expressed the influences of
collective activities with concrete roles or numbers (e.g., “You are the chosen person
with the special power to save the world” or “If you set the temperature of your air-
conditioner even one degree higher, you can reduce your use of CO2 by 33 kg and save
1,800 yen in a year.”).

After the experiment, we asked the participants’ opinions about the two configu-
rations. The participants answered the following questionnaire on a 5-point Likert scale
(5 = strongly agree, 4 = agree, 3 = don’t know, 2 = disagree, 1 = strongly disagree) after
reading the above two narratives.

Q1 Can you understand the importance of taking some action to contribute to
solving the environmental problems?

Q2 Do you intend to take some action to contribute to solving the environmental
problems?

In Q1, the acceptability of the first narrative was 4.00, and that of the second
narrative was 4.17. In Q2, the acceptability of the first narrative was 2.83 and of second
narrative 4.00. The score of the second narrative exceeded that of the first narrative in
both Q1 and Q2. All of the participants responded that the experiment with the second
narrative motivated them more than the first narrative. In the first narrative, participants
answered “I can understand that environmental problems are important issues, but I
cannot understand how the problem is related to me” and “I cannot imagine what I can
do to help solve the problems or what the effect of my current behavior is on our
society.” Conversely, with the second narrative, one participant stated “It is easy to
understand the importance because there were some examples of concrete activities
and concrete numbers” and “I feel a sense of closeness with the narrative”. From the
results of the experiments, we argue that the second narrative provided more of the
agency property than the first narrative; then, the narrative rhetoric became more
powerful as rhetoric in the second narrative. The style of narratives significantly affects
human behavior, and some ideas from video games are useful in creating better nar-
rative. Specifically, a video game typically uses narrative from the first-person per-
spective, and both curious and collective rhetoric can augment the narrative to present
concrete information to complement the information presented in the narratives.
Incorporating strong narrative rhetoric through games’ power, such as providing the
first-person perspective, visualizing concrete numbers with scores or points, and pro-
cedural representation based on players’ control contribute to increasing the informa-
tive value, allowing better decision making. It is a promising way to provide the agency
property to encourage participants to take desirable actions. It can also enhance the
ideological value, leading people to think at a deeper level.

4.2 Gift Economy

In this experiment, we compare the effects of a favorite person/character and a human
stranger, and each participant experiences two configurations with a favorite
person/character and a human stranger. In the experiment, we also investigate how a
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participant feels the rarity of a gift from one of those favorite figures. After the
experiment with a favorite person/character or stranger, we asked the following
questions to each participant, similar to those in Sect. 4.1.

Q3 Under the condition that “you are given a gift by your favorite
person/character”, please answer the following questions I–III.

Q4 Under the condition that “you are given a gift by a stranger”, please answer
the following questions I–III.

I: How much happiness do you feel?
II: How much rarity do you feel about the gift?
III: How much reciprocity do you feel when you are asked for a favor?

In Q3-I and Q3-III, all of the participants’ answers were 5.00, and in Q3-II, the
average was also high, 4.50. In contrast, the results related to the gift from the stranger
recorded low scores. The average degree of happiness was 2.33, rarity was 2.50, and
reciprocity was also 2.33. For all of the questions, all of the participants responded that
the experiment with a favorite person/character gave them more delight than an
interaction with a stranger. With a favorite person/character, one participant answered
“I want to cherish and reciprocate a gift if I was given a gift by my favorite”, and
another participant said “I think I cherish the gift more than had I bought it by myself”.
Conversely, a participant who received a gift from a stranger said “It [the degree of
happiness] depends on whether the gift is pleasant or useful for me”. There were some
negative opinions, such as “I have doubts when a stranger gives me a gift” or “The gift
from a stranger is terrible.” This result shows that the curious rhetoric did not work
well in the case of a stranger. Gifts from strangers are not sufficiently meaningful to
generate emotional benefits, especially empathetic value and economic value. Although
being ‘given a gift’ is the same in both configurations, the attitude of participants was
largely different. The important factor to motivate people appears not to be a mecha-
nism, such as a ‘gift’, but rather the meaning attached to the mechanism. Focusing
exclusively on the mechanism may create a danger of rendering a service meaningless.
Additionally, we suggest that building relationships among friendly community
members results in better influences on participants’ attitudes and behavior because the
empathetic human—even if virtual—evokes a positive feeling about the experience
among participants.

5 Conclusion

Our aim is to enhance the real world to enable people to realize human well-being. As a
first step toward achieving this aim, we provide the tool, rhetoric and value defined by
the GamiRhetoric and GamiValue models. We believe that the gameful digital rhetoric
provided by information technology is a bridge between the areas of behavior science
and cultural studies. Our research contributes to enhancing the real world to enable
realization of human well-being.
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