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ABSTRACT

With gamification becoming increasingly recognzed as a marketing tool that effectively attracts public atten-
tion and promotes consumer engagement and interaction with brand experiences, this study analyzed the de-
sign structure and persuasive mechanisms of games developed by fashion brands. This study discovered that
aspects of high-fashion brand games include points, feedback, collectible elements, timers, levels, avatars, and
achievement elements, while many of the games’ behavioral concepts are designed with familiar and easy
mechanisms such as collecting, keeping, customizing, and obtaining. The dynamics mostly include simple and
easy coordination activities, with many games being preferred by daredevil player types. In terms of aes-
thetics, most games utilize retro, cuteness, and futuristic imagery. Furthermore, they range from games evok-
ing emotions related to sensation, submission, challenge, discovery, and play to those eliciting complex emo-
tions relating to fantasy, expression, narrative, and fellowship. The games produced by high-fashion brands
achieve brand integration not only through the placement of elements representing brand products and events
but also through interactive elements. Furthermore, they achieve consistency between the brand and game by
incorporating themes and images that resonate with the brand message. Additionally, games produced by
high-fashion brands possess the attributes of entertainment, autonomy, and interactivity by utilizing straightfor-
ward mechanics as well as personalization, sharing, and interactive elements. In conclusion, gamification em-
ployed by fashion brands represents an effective form of interactive visual communication and can be a pow-
erful strategy for brands to naturally slip imto the public's daily lives, presenting a new fashion marketing plat-

form that enables experiences that straddle the virtual and real world.
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(Table 2> Gamification Elements for Brand Persuasion Mechanisms

Elements Definition
Brand Brand integration is manifested in games in different manners: by including the brand logo, the product
Integration packaging, a picture of the product, the logo, and any other trademark merchandise of the brand.

Brand-game
Consistency

Brand-game consistency aligns the brand’s message with the game narrative. Metaphors convey meaning in a
more creative and unique way without losing the context of the brand being promoted within the game.

Entertainment

level of challenge.

Entertainment means providing an immersive and fun environment that presents the player with an optimal

Autonomy

Autonomy is the level to which the game tutorial is presented in an easy and clear way or the game is very
simple or easy and the player is given a variety of options to choose from.

Interaction

players.

Interaction refers to whether it is possible to induce interaction between players or between brands and
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(Table 3> Games by High Fashion Brands

2010 %5 2023
2 Z(Google)

‘gamification of fashion brand’, ‘fashion brand’s
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=]
Rl

: . Keywords
High Fashion Game(Year) Genre
Brand Game
Balenciaga | Afterworld(2020) RPG-style Collections AR, futures, secret rave, collection,
Obstacl
Hero(2021) §ace New product (perfume) Horse, Man, Coastline, Retro
avoidance
Ratberry (2020) Bounce Lunar new year Year of the rat, Chinese
Burberry Obstacl
B surf(2020) §ace Collections, Monogram Monogram, Cute deer
avoidance
B bounce(2019) Bounce Collections, Monogram Monogram, Cute deer
Chanel Moon walk(2022) Shooting New product (cosmetics) Cosmetics, Moon, Retro Arcade
Ferragamo Enigma(2021) Enigmas Collections, Brand symbol Brand universe, Hitchcock-inspired, Vintage

European sensibility Technicolour palette

- 120 -



stolsld Bl =] AlojuaAold A+

{Table 3> (continued)

Keywords
High Fashion Game(Year) Genre
Brand Game
Splash(2023) Ring Toss - 3D
Wonder express Hidden
P t. T 1, Ret
(2023) object roducts exposure ravel, Retro
Workout (2022) Pinball Collaboration (Addidas) Sports, 3D
Gravity (2022) Pinball New product (sunglasses) Geometric shapes, 3D
Pineapple(2022) Golf Design motive (pattern) Pineapple, Retro Arcade
Labyrinth(2021) Labyrinth Design motive (mood) Labyrinth, 3D
Pick'n twist(2021) § Interactive - Geometric shapes, 3D
Obstacle L
Flora(2021) . New product (perfume) Flowers, Cute cat, Girlish, Pacman
avoidance
Burst(2021) Ob_stacle New product (sneakers) Retro, Hyperboloid
avoidance
Bel b
eox;t;((:l)m())unce Bounce Products exposure Gucci Products, Microphone, 3D
Grove (2021) Ob_Stade - Garden escaping, Retro Arcade
avoidance
Obstacle . .
Camp(2021) . Collaboration (North Face) Camping, Outdoors, Retro Arcade
avoidance
Sneaker garage o New product (sneakers) Customizing, 80°
Gucci (2020) ustomize ew product (sneakers ustomizing, 80s,
Con(g;oér[l)?ster Action Fashion Collections Holiday party, 90s, Retro, Pixel
Obstacl
Ladybug(2020) §ace Design motive (pattern) Ladybug
avoidance
Bloom (2020) Ob_stacle New product (perfume) Beauty, Flowers, Retro
avoidance
Obstacl
Dive (2020) sace New product (watch) Low poly, Atlantis
avoidance
Surf(2020) Ob_stacle Beo-conscious, Products Surf, Collecting Rubbish, Ocean, Retro Arcade
avoidance exposure
Mascara hunt Bowling New product (mascara) Bowling, 3D
(2020)

Psychedelic(2020) Shooting Collections Space-based Shooter, Retro, Pixel
Lips(2020) Pinball New product (lipstick) Vintage arcade, Pinball, 3D
Grip(2020) Ob_stacle New product (watch) 70s Skateboard, Pixel, Retro

avoidance
Ace(2019) Ping pong New product (sneakers) Pixel, Retro, Future, 3D
Bee(2019) Ob_stacle Design motive (pattern) Bee, 80’s, Pacman
avoidance
. H-Pitchhh(2018) Pitching Year theme Let's Play!, Horseshoe, Retro
ermes
H-Break(2018) Puzzle Year theme, Apple watch Let’s Play!, Marble, Scarves, Retro
Obstacl
Run(2022) _sace Holiday, Collections Japan, Kenzo city, Boke, ninja, Realistic
avoidance
Kenzo Find hidd Hidd Brand bol
ind my hidden idden rand symbol, . .
H t; Ret
tiger(2017) object Collections(Kids) idden tiger, Retro
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{Table 3> (continued)

Keywords
High Fashion Game(Year) Genre
Brand Game
LVxYK(2023) Brushstrokes | Collaboration (Yayoi Kusama) Dot, AR, Brushstrokes, Journey
Louis the game . Vivienne, Journey, Art-realistic, Real-life
A t Establish
. (2021) dventure Stablsh vear Locations, 3D
Louis Obstac
Vuiton Lucky vibes(2020) §ace Fondation building Tubaloon, Journey, Music, Retro
avoidance
Endless runner Ob_stacle Collections 80’s Cartoon, street, 90’s, Retro
(2019) avoidance
Marc
Perfect(2021) Claw New product (perfume) 3D, Gold balls
Jacobs
Obstacl Elle Fanni Perf bottle, 80’s, Pixel, Ret
Miu Miu | Twist (2019) o ace New product (perfume) ¢ ranning, Teriume botte, SUS, TIXel ReHo
avoidance Arcade
As EA 8 Ferro(2021) 9] A+E WIECE 7|& TFiE AH BT ol #AE fldAE 7
aach Eelololel 4 AEE BAAE DAL B @5 % A8E E0E 498 24 A=
thol 2 Vahlo et al.(2017) 9+5 Fx8 57} (Table & &&3doH, HFAFT AR 3
A AdelM e EHolod FeAg FPoE Qlo] atolsf A E%EQJ AL 5 o)) &4
Bate] BASYT MATOR oiHge AY ol the, B4 AEdl 4Y 2 AP e
of Z#EE o]mMA(Urde, Greyser, & Balmer, A 3 W HEE B3l A4S Sse %
2007) ¢t Z#eloi7k 71= 87FA 27 (Hunicke Ao Hgatich

et al, 2001)& Z=&3c

ﬂ4 ﬂﬂf,ﬂi L mleE olu A
o E.@aa%q.aﬂﬂ@

Al oluAE 24

T

= 9 2. &M 20t ¥ =9

1) MDA =#d¥3a

]u F HAS S WAYFLS A
B }_%6"} AT B3 HAzol 7 stojsfid BR=e) Aol vebd Hrgs Al
A A AHEIHE AGA AsAL0T 9 849 ZPoloe] P& HfdoT B A}

(Table 4> Sheet for Analysis of High Fashion Brand's Game

Analysis Items Brand / Game Title | Date | NN
Avatar, Achievements, Badges, Bars, Bonuses, Chance, Collectables, Combo, Timer, Currency.
Elements Difficulty, Points, Feedback, Items, Leaderboard, Levels, Permadeath, Rewards, Status, Story,
Unlockable
Mechanics
Action Building, Celebrating, Collaborating, Collecting, Communicating, Creating, Customizing,
C © t Disabling, Enabling, Finding, Keeping. Losing, Making. Obtaining, Punishing, Repairing,
ome? Revealing, Organizing, Sending. Shooting, Sorting, Targeting, Trading, Using, Voting, Winning
MDA ) Interaction Assault, Manage, Journey. Care. Coordination
Dynamics
Player Type | Mercenary, Companion, Commander, Adventurer, Patterner, Daredevil. Explorer
Retro | @ = Utilize retro images(8 bit, arcade game), - = No retro images
Image | Cute | @ = Utilize cute images(cute graphics, avatar). - = No cute images
Aesthetics
Future | @ = Utilize future images(3D, AR, VR), - = No future images
Emotion Sensation, Fantasy, Narrative, Challenge, Fellowship, Discovery, Expression, Submission
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{Table 4> (continued)

Analysis Items Brand / Game Title | Date ” /.
Presence @ = Brand logo/symbol presence. - = Not applicable
Brand Possible to interact with the brand logo/product? can you interact with the product?
Integration Interact @ = Product/logo can be collected or used, conveys information about the product/logo
- = Not applicable
The goal and/or theme of the game related to the brand/product it promotes?
Per- @ = The game has a clear communication goal, the slogan of the company Is integrated
suade Brand- Message in The game, the message of the company can be recognized
game - = Not applicable
Consis- The game use different elements within the games to show or illustrate the brand?
tency @ = Different elements are used to show the product category, Different elements are
Metaphor
used to represent the brand/product or convey the company message
- = Not applicable

Entertai t
ntertainmen ete)

- = Not applicable

The game entertaining? the game keep you entertained?
@ = The game is perceived as fun(reward, characters, personalization. compete, music,

Autonomy

Need extra information to play the game? intuitively how to play the game?
@ = The game provides a tutorial. no extra information are required to play the

Per- game(easy)
suade - = Not applicable
How can you share the game(player-to-player)
. @ = The player can Invite friends to play the game. the social media icons are present in
Social . .
) the game, friends are needed to make greater progress in the game
Interaction - = Not applicable
Brand- Possible for brands to interact with players?
Player @ = Prize: product, invitaion, event - = Not applicable

WA AY Q2ES (Table 58 7o) hehutn,
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{Table 5> Mechanics: Game Elements in High Fashion Brand Games

Fashion Game Point Mezel=| Challlze= Timer| Levels | Avatar | Bars RAdilizries Lzl Story Willoe= Status| Badge
back | tables ments erboard kable

Balenciaga Afterworld - - - - - [ ) - -
Hero [ ] [ ] ([ J [ ] - [ J - - (] - - - -
Ratberry [ ] [ J (] - - [ J - - (] - - - -

Burberry
B surf [ ] [ ] (] [ ] - [ ] - @ (product) - - - - -
B bounce [ ] [ ] o - - [ ] - @ (product) o - - - -
Chanel Moon walk [ ] [ ] [ J - - [ ] - - - - - -
Ferragamo Enigma [ ] [ ] - - [ J - - 5.1\;??3:::) - [ ] - - -
Splash [ ] [ ] [ J [ ] [ J - - - - - - - -
Wonder express [ ) [ ) [ ] o - - - - - - - -
Workout [ ] [ ] (] - - - - - - - - - -
Gravity [ ) [ ) [ ] [ ] o - - - - - - -
Pineapple [ ] [ ] ([ J [ J ([ - - - - - - - -
Labyrinth [ ] [ ] [ J [ ] - - [ ] - - - - - -
Pick'n twist [ ] [ ] - [ ] ([ - - - - - - - -
Flora [ ] [ ] ([ J - ([ J [ ] [ J - [ J (] - -
Burst [ ] - - [ ] [ J - - - - - - - -
Beloved bounce [ ] [ ] ([ J [ ] - - - (] - - - -
Grove [ ] [ ] [ J [ ] [ J [ ] - - - - - -
Camp [ J [ J ([ [ J ([ [ J [ J - - - - - -
Gucci
Sneaker garage - [ ] - - - - - [ ] [ J - - [ ] -
Conga master e 0 ] [} ] [} [} [ ] - - [ J - -
Ladybug [ J [ J (] [ J - [ J [ J - - - - - -
Bloom [ ] [ ] [ J [ ] - [ ] [ ] - - - - - -
Dive [ ] [ J (] [ J ([ [ J [ J - - - - - -
Surf [ ] [ ] [ J [ ] [ J [ ] [ ] [ ] - [ ] [ J - -
Mascara hunt [ ] [ ] ([ J [ ] ([ - [ J - - - - - -
Psychedelic [ ] [ ] { ] - - [ ] [ ] - - [ ] - - -
Lips [ ] [ ] - - - - [ ] - - - - - -
Grip [ J [ J (] - - [ J [ J - - - - - (]
Ace [ ] [ ] - [ ] - - - [ J - - - -
Bee [ ] [ ] (] (] [ ] - - - - - - -
H-Pitchhh [ ] [ ] [ J - [ J - [ ] [ ] - - [ J - -
Hermes

H-Break [ ] - - [ ] - - - - - - - - -
o felele| [o]e] |tmmle] | |e]

Find my hidden tiger - - [ J ([ ] - - | @(voucher) - - -
LVxYK [ ] [ ] (] [ ] (] - [ ] O (NFT) - [ ] (] [ ] -

Louis the game [ ] [ ] (] - (] [ ] [ ] O (NFT) - [ ] [ J [ ]
Fous Vuiton Lucky vibes oo e 0|0 |0 oo -
Endless runner [ ] - ([ J - - [ ] ® | ®(money) - - - (]
Marc Jacobs Perfect [ ) - [ ] - - - - @ (product) - - - - -
Miu Miu Twist [ K ] (] - [ [ ] - - - - - - -
Total 38 35 31 22 22 19 18 15 10 7 6 4 2
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{Table 6> Mechanics: Action Concept in High Fashion Brand Games

Fashion Game

Collecting

Keeping

Customizing | Obtaining

Finding

Shooting

Organizing

Wining

Balenciaga

Afterworld

Burberry

Hero

Ratberry

B surf

B bounce

Chanel

Moon walk

Ferragamo

Enigma

Gucci

Splash

Wonder express

Workout

Gravity

Pineapple

Labyrinth

Pick'n twist

Flora

Burst

Beloved bounce

Grove

Camp

Sneaker garage

Conga master

Ladybug

Bloom

Dive

Surf

Mascara hunt

Psychedelic

Lips

Grip

Ace

Bee

Hermes

H-Pitchhh

H-Break

Kenzo

Run

Find my hidden tiger

Louis
Vuiton

LVxYK

Louis the game

Lucky vibes

Endless runner

Marc Jacobs

Perfect

Miu Miu

Twist

Total

15 10
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{Table 7> Dynamics in High Fashion Brand's Games

Fashion Game

Interaction

Player Type

Coordi-

nation

Journey

Manage

Care

Daredevil

Patterner

Explorer | Companion

Adven-
turer

Comm-
ander

Merce-
nary

Balenciaga

Afterworld

Burberry

Hero

Ratberry

B surf

B bounce

Chanel

Moon walk

Ferragamo

Enigma

Gucci

Splash

Wonder express

Workout

Gravity

Pineapple

Labyrinth

Pick'n twist

Flora

Burst

Beloved bounce

Grove

Camp

Sneaker garage

Conga master

Ladybug

Bloom

Dive

Surf

Mascara hunt

Psychedelic

Lips

Grip

Ace

Bee

Hermes

H-Pitchhh

H-Break

Kenzo

Run

Find my hidden tiger

Louis Vuiton

LVxYK

Louis the game

Lucky vibes

Endless runner

Marc Jacobs

Perfect

Miu Miu

Twist

Total
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(Table 8> Aesthetics in High Fashion Brand’'s Games

Image Emotion
Fashion Game Retro | Cute F}ltl.,l' Se.nsa- Sut.)mi- Al DlfeD: Fantasy EXPre_ Narrative Felh?w-

ristic tion ssion enge very ssion ship

Balenciaga Afterworld - - { ] [ ] ([ J ([ J - -
Hero [ ] - - [ ] [ J [ J - - - -

Burberry Ratberry - [ ] - [ ] [ J [ J [ J [ J - - -
B-surf - [ ] - [ ] ([ J ([ J (] (] (] - -

B-bounce - [ ] - [ ] ([ J ([ J (] (] (] - -

Chanel Moon walk [ ] - [ J [ ] [ J [ J - [ J - - -
Ferragamo Enigma [ ) - - [ ) [ ] [ ] [ ] o - o -
Splash - [ ] { ] [ ] ([ J ([ J - -

Wonder express [ ] - - [ ] { ] ([ J ([ J - - - -

Workout - [ ] [ J [ ] [ J [ J [ J - - -

Gravity - - [ J [ ] [ J [ J [ J - - -

Pineapple [ ] [ ] - [ ] ([ J ([ J - - - -

Labyrinth - - { ] [ ] { ] ([ J ([ J - - - -

Pick'n twist - - ] [} [ J [ J - - - -

Flora - [ ] [ ] [ J [ J [ J - [ J - -

Burst - [ ] - [ ] ([ J (] (] - - -

Beloved bounce - - ([ J [ ] ([ J (] (] - - - -

Grove [ ] [ ] [ ] [ J [ J [ J - - -

Gucci Camp [ ] - - [ ] [ J [ J [ J - [ J - -
Sneaker garage [ ] - o [ ] o o o - { ] - [ ]

Conga master [ ] [ ] - [ ] o o { ] - { ] - -

Ladybug - [ ] - [ ] [ J [ J [ J - [ J - -

Bloom [ ] - - [ ] [ J [ J [ J - [ J - -

Dive - - ([ J [ ] ([ J (] (] - (] - -

Surf [ ] - - [ ] (] (] (] (] (] (] [ ]

Mascara hunt - - (] [ ] [ J [ J [ J - - - -

Psychedelic [ ) - - [ ) [ ] [ ] [ ] [ ] o o [ ]

Lips - - { ] [ ] { ] ([ J ([ J - - -

Grip [ ] - - [ ] (] (] (] - - - -

Ace [ ] - o [} o [ J [ J [ J - - -

Bee [ ] [ ] - [ ] [ J [ J [ J - - -

Hermes H-Pitchhh [ ] - [ ] [ ] [ ] [ ] - - -
H-Break [ ] - - [ ] [ ] (] (] - - -

Kengo Run - [} o [} o [ J [ J [ J - - -
Find my hidden tiger [ ] - - [ ] [ J [ J - [ J - - -

LVxYK - [ ] [ ] [ J (] (] (] (] (] - -

Louis the game - [ ] o [ ] o o o { ] { ] { ] [ ]

Louis Vuiton

Lucky vibes [ ] [ ] - [ ] (] [ J [ J [ J - - -

Endless runner [ ] - - [ ] [ J [ J [ J [ J - - -

Marc Jacobs Perfect - [ ] [ ] [ ] [ ] (] (] - -
Miu Miu Twist [ ] [ ] [ ] () () - L - - -
Total 21 18 17 41 40 40 33 17 13 4 4
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{Table 9> Persuasion Mechanisms of High Fashion Brands

Fashion Game

Brand Integration

Brand-game
Consistency

Entertainment

Presence | Interact

Message

Metaphor

Autonomy

Interaction

Social

Brand-Player

Balenciaga

Afterworld

Burberry

Hero

Ratberry

B surf

B bounce

Chanel

Moon walk

Ferragamo

Enigma

Gucci

Splash

Wonder express

Workout

Gravity

Pineapple

Labyrinth

Pick'n twist

Flora

Burst

Beloved bounce

Grove

Camp

Sneaker garage

Conga master

Ladybug

Bloom

Dive

Surf

Mascara hunt

Psychedelic

Lips

Grip

Ace

Bee

Hermes

H-Pitchhh

H-Break

Kenzo

Run

Find my hidden tiger

Louis Vuitton

LVxYK

Louis the game

Lucky vibes

Endless runner

Marc Jacobs

Perfect

Miu Miu

Twist

Total
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