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Gamification Design Application to Persuade User Behavior Change

WU Xiao-yu, XIN Xiang-yang
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: It aims to explore the impact of gamification on user behavior in persuasion design. Changhong
school-enterprise cooperation project is relied to refine the target user's needs and pain points. Users are persuaded to
change behaviors through a series of game products. Through the analysis of related factors of changing behaviors in
persuasion design, using the design method of game thinking, from the user study to prototype design, the living room
behavior under the modern lifestyle is guided. Taking gamification as the breakthrough point of changing the user behav-
ior and attitude, a series of PINCO products and services are designed. The actual project is used to verify gamification's
possibility of changing the user behavior, which provides new ideas for the design practice of persuading the user to

change the behavior.
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