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Topic 1 – Psychology of Games 
and Gameplay
1.1 Why do we play games
1.2 The four keys to fun

Topic 2 – Neuropsychology of 
Game-Thinking Solutions

Topic 3 – Motivation
3.1 Intrinsic & Extrinsic Motivation
3.2 Layers of Motivation & the RAMP Model

Topic 4 – Game-Thinking Solution’s 
User Types
4.1 Intrinsically Motivated User Types (Users)
4.2 Extrinsically Motivated User Types (Players)
4.3 Disruptive User Types (Disruptors)
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• Why we play games and the 4 keys of fun in Game-Thinking Solutions
• The difference between intrinsic & extrinsic motivation
• The R.A.M.P model of intrinsic motivation in gamified systems
• The Hexad User Types of Gamified systems

WHAT YOU WILL LEARN?

WHERE YOU CAN REFERENCE?

ADDITIONAL READING AND REFERENCES?
•  The Benefits of Play for Adults -

https://www.helpguide.org/articles/mental-health/benefits-of-play-for-adults.htm

•  Martin Seligman - Flourish: A Visionary New Understanding of Happiness and Well-being

• Even Ninja Monkey’s Like to Play
• Nicole Lazzaro – Four Keys to Fun



Why do we as humans play games?
Let’s dig a little deeper than the simple answer of “fun”. Fun is a broad 
term and we use Nicole Lazzaro’s Four keys to fun to differentiate 
between the types of fun we engage in and how these appear in 
game-thinking solutions.

Often when asked why we play games, 
our answer is “because it’s fun”. 

Gamification designer Victor Manrique (2013) describes that we 
play games because they allow us to experience emotions which 
are closely related to happiness.

True to nature of psychology, now we have to ask ourselves – 
what is happiness?

Martin Seligman created the PERMA model to summarise 
the key factors that appear to make people happy.

WHAT IS THIS ABOUT
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DID YOU KNOW

1.1 WHY DO WE 
      PLAY GAMES?

In the words of George Bernard Shaw, “We don’t 
stop playing because we grow old; we grow old 
because we stop playing.” Playing can boost 
your energy and vitality and even improve your 
resistance to disease, helping you feel your 
best.

1 Psychology of Games and Gameplay
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Martin Seligman’s theoretical model of happiness (PERMA)

1 Psychology of Games and Gameplay

Feeling good, positive 
emotions, optimism, 

pleasure and enjoyment. 

Fulfilling work, 
interesting 

hobbies, “flow” 

Social connections, 
love, intimacy, 

emotional & physical 
interaction. 

Having a purpose, 
finding meaning

in life. 

Ambition, realistic goals, 
important achievements, 

pride in yourself. 



Now that we know some of the happiness factors that get elicited 
when we play games, lets explore why particular players enjoy 
playing particular types of games.

Game designers use the two terms “play value” 
and “player experience”.

XEODesign CEO Nicole Lazzaro created the Four Keys to Fun to 
describe the player value of a game. Best selling games use 
emotion from these four types of interactions to capture attention 
and motivate play.
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PLAY VALUE PLAYER EXPERIENCE

Reasons why a particular 
player enjoys

playing a particular game

How player interaction 
creates emotion

1.2 NICOLE LAZZARO’S 
      4 KEYS TO FUN

1 Psychology of Games and Gameplay



Nicole Lazzaro’s 
Four Keys 
to Fun, 2010
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We know we feel emotions when we play games, 
but what actually happens in our brains?
Game-thinking solutions trigger four main neurotransmitters. In this 
section, we find out what they do and how to increase them when 
designing game-thinking solutions. Find this is pages 175 to 182 of 
your reference book.

We can observably see that people feel emotions when they play 
games, whether it’s excitement, achievement, or frustration. 

But how are these emotions triggered in our brains?

Neurotransmitters are chemicals that transmit signals around 
the brain. They all have different functions and effects on us. It’s 
important to understand that game-thinking solutions can be used 
to influence mood and behaviour at a chemical level in our brains.
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WHAT IS THIS ABOUT

2 Neuropshychology of Game-Thinking Solutions
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DID YOU KNOW
Stories affect our brains in the same way as if we were experiencing the events ourselves.

NEUROTRANSMITTER

DOPAMINE OXYTOCIN SEROTONIN ENDORPHINS

When it’s 
triggered

Novel experiences trigger
dopamine. It’s released in 
anticipation of receiving 

a reward rather than 
actually receiving it. 
It forms associations 

between actions and 
consequences.

Strong narratives trigger 
oxytocin. It is key in 

forming bonds with others 
and increases trust. 

It promotes positive as 
well as negative feelings 

in social bonding.

Triggered when you feel 
wanted, important, or 

proud is a mood regulator 
and balanced levels 
induce happiness, 

while lower levels bring 
feelings of sadness.

Produced naturally as 
reactions to certain stimuli 

and overcoming challenges.
Release of them makes us 
feel good, even euphoric.

Methods to 
increase it

Create systems that 
allow exploration 
and discovery.

Create manageable 
goals for anticipation of 

potential rewards.

Add social aspects to the 
system with story telling.

Allow players to give to 
each other selflessly.

Include badges to 
record achievement.

Give players ability to 
recognise each other 
with “like” or “thanks” 

buttons.

Create situations 
where players feel they have 

achieved something that
requires skill and effort.

The 4 main neurotransmitters are D.O.S.E



Why do we do the things we do?
We discover what motivates us intrinsically and extrinsically and 
where these fit onto Andrzej Marczewski’s Layers of Motivation 
model. We use Adrezej Marczewski’s RAMP model of motivation in 
game-thinking solutions and define the 4 core intrinsic motivators 
that appear in users. Find this is pages 54 to 64 of your reference 
book.

The term motivation refers to factors that activate/initiate, direct, and 
sustain goal-directed behavior (Nevid, 2013).
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3 Motivation
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INTRINSIC MOTIVATION EXTRINSIC MOTIVATION

Motivated to perform an activity 
for it’s own sake and

personal rewards

Involves engaging in behaviour
because it is personally rewarding, 

performing an activity 
for it’s own sake

The behaviour itself 
is the reward

Motivated to perform an activity 
to earn rewards or
avoid punishment

Involves engaging in a behaviour 
not because you enjoy it 

but in order to get something i
n return or avoid

something unpleasant

The reward 
is the reward

3.1 INTRINSIC & EXTRINSIC MOTIVATION

3 Motivation

KEY TAKEAWAY
It is important to remember intrinsic is NOT necessarily better than extrinsic. 
You need both to keep people engaged in an activity for longer periods of time.
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KEY TAKEAWAY

This layered model describes motivations in levels of importance to us. 
It can be mapped onto Maslow’s Hierarchy of Needs

If a person’s base motivations are not 
fulfilled, they won’t be susceptible to 
mechanics/designs that target their 
emotional or trivial motivations.

3.2  ANDRZEJ MARCZEWSKI’S 3 LAYERS 
OF MOTIVATION & RAMP MODEL

3 Motivation
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•  The desire to be connected to others
•  Using social status and connections to communities where they can interact

with each other
Relatedness

In game-thinking solutions we focus on the emotional and trivial layers which can be matched to intrinsic and extrinsic motivation. 
Let’s focus on the emotional/intrinsic motivations. Every good gamified system will have one or more of these motivators present in 
some form or another.

Autonomy
•  The need to feel agency, independence or freedom
•  Letting users feel that they have a choice or some sort of control over

what they are doing

•  The desire to learn new skills and develop expertise
•  Creating challenges that increse with the users skill level.

Difficulty increses as skills develop.

•  A feeling of greater meaning or desire to be altruistic
•  Creating a feeling where the task has a greater meaning or

is linked to a purpose

Mastery

Purpose

3 Motivation



By understanding the different 4 core intrinsic motivators we 
can draw up user types within game-thinking solutions, and 
what their desires are that keep them engaged. 

We work from Adrezej Marczewski’s Hexad user type framework. 
Find this is pages 66 to 80 of your reference book.

WHAT IS THIS ABOUT
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4 User Types

KEY TAKEAWAY
People cannot be identified as single user types 
– we are likely to display most of not all of these
user types but in varying degrees.



PLAY TIME Below is the list of intrinsically motivated user types along with their desires. 
Match the user types to their intrinsic motivator (R.A.M.P).

4.1 INTRINSICALLY MOTIVATED

USER DESIRES INTRINSIC MOTIVATOR

Socialiser

Free Spirit

Achiever

They want to interact 
with others and create 

social connections

They want to create 
and explore

They are looking to gain 
knowledge, learn new 

skills and improve.

They want to give to other 
people and enrich the 

lives of others.
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Philanthropist

4 are personifications of the 4 intrinsic motivators (RAMP)

USERS: are personifications of the 4 intrinsic motivators (R.A.M.P)

Relatedness

Autonomy

Mastery

Purpose



PLAY TIME Match the Players (extrinsically motivated) to their similar Users (intrinsically motivated). 

4.2 EXTRINSICALLY MOTIVATED 
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4 are personifications of the 4 intrinsic motivators (RAMP)

PLAYERS:
will do what is needed to collect rewards and not much more, they are in it for
themselves. They behave in similar ways to the intrinsically motivated user types but 
only in pursue of rewards such as points or badges.

PLAYER DESIRES SIMILAR USER

Self-Seeker

Consumer

They will answer 
peoples questions, 
share knowledge 

and be helpful – but 
only for a price.

They will modify their 
behaviour if that requires 
them to get a rewards, 
even learn a new skill 

or take on a challenge.

Networker

Exploiter

They look for useful 
contacts form who they 

can gain something

They are looking 
for the boundaries

 of a system to 
find rewards.

Philanthropist

Achiever

Socialiser

Free Spirit
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4 are personifications of the 4 intrinsic motivators (RAMP)

DISRUPTORS:
disrupt a system, positively or negatively. This can be by acting on users
or the system itself. Like the player types, they are a group rather than 
a single type. 

4.3 DISRUPTIVE USER TYPES

DISRUPTOR DESIRES HOW TO HANDLE THEM

Griefer

Destroyer

They want to affect 
others negatively 

just because they can.

They want to break the 
actual system directly.

Influencer

Improver

They will try and 
change the way a 

system works by
influencing other users.

They will interact with 
the system with the best

intentions in mind.

They have no place in a gamified systems – 
find ways to either change their mind or get rid of them.

If you cannot find ways to convert them 
to an improver – get rid of them.

Make use of them or lose them, or they could end 
up converting to a griefer.

Take care of these users, 
as they can help you improve your system. 

Mistreat them and they may become destroyers.
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The 4 keys to fun 
• Easy
• Serious
• Hard
• People

The 4 neurotransmitters 
• Dopamine
• Oxytocin
• Serotonin
• Endorphins

The 4 core emotional Motivators 
• Relatedness
• Autonomy
• Mastery
• Purpose

The 4 user types 
• Socialisers
• Free Spirits
• Achievers
• Philanthropists
• Players
• Disruptors

To recap, we’ve covered the following key frameworks:

Bringing it all together!

Psychology of Game-Thinking Solutions
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