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Abstract: Many factors lead to the expansion of the “stay-at-home economy.” One of these is the capability of
products to provide “spiritual force” to people. Motivated by need to explore “spiritual force,” the author intends
to probe into how digital games provide “spiritual force” to people by studying the contents and the charm of
these games.
The virtuality of digital games allows players to generate superpower behaviors which are not possible in real
life. These games have the power to sway perceptions. Therefore, the purpose of this study is to explore how this
virtual superpower exerts influence on players and to explain the charm of digital games. The investigation
would be made on three aspects, namely, games, players, and the desirous subject, as well as on the relations
among the three aspects.
In this paper, the emphasis is on psychology, game phenomenon, media, and man-machine interface. In addition,
a crossover analysis of games, players, and superpower desire is made based on the above perspectives in order
to arrive at the answer to the research question, “how do players gain happiness from digital games?” This would
be achieved through discussion and analysis of the fact that the traditional need satisfaction theory could not be
used to explain the charm of games or be the reason why digital games could bring happiness to players. The
author believed that the major reason is that the level of satisfaction with digital games is unlikely achieved, that
is, the players are not probably satisfied so much so that they go on playing.
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1.Introduction
With the boom in computer technology and science, the market share of digital games has continuously
increased. A survey conducted by Entertainment Soft Association (ESA) in 2008 shows that 65 percent of
American families play digital games. In addition, the results of the CESA Public Life Survey Report 2008 - On
Japanese and Korean Game Users and Non-users reveal that the number of game players in Japan increased
significantly, accounting for 10.3 percent of its total population. Likewise, it is estimated that the number of
game players may reach up to 37.89 million (Bahamut, 2008). A study on digital games in Korea in 2007, the
Korean Games White Paper 2008, reveals that the number of game players increased from 16.2 percent in 2006
to 26 percent in 2007, with nearly a 10 percent increase of (FU, 2008).
According to the Survey of Online Game Player Entertainment Behavior made by MIC (2008), the number of
online game players increased by 7 percent in 2008 over the previous year. It is clear from the statistical data that
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digital games have grown rapidly. However, why are digital games so attractive? In this paper, the research
question “How do players gain happiness from digital games?” will be addressed. The author will study the
game content of superpower which could only be achieved in digital games. In addition, the author will explore
how the games influence the players. The research will be conducted on three aspects, that is, games, players,
and superpower desire, with the hope that the charm of digital games will be explained and so that a response to
the current hot topic of how the “stay-at-home economy” concept has grown so fast can be made.

2. Literature Review
2.1 Current Development of Domestic Digital Games
The survey made by Market Intelligence and Consulting Institute (MIC) (2008) on digital game players in
Taiwan showed the following results: nearly 70% of those surveyed play one to two types of online games every
week, they have played online games for an average period of 4.8 years, they would continue playing one game
for 1.5 years or so, and they spend 2 hours on the average playing online games every time. The massive
multiplayer online game (MMOG) is the most popular with players, accounting for 94%.
As Huang (2005) pointed out, the development of digital games in Taiwan mainly depends on the platform of
personal computer. Generally speaking, digital games fall into two types: PC Game (PCG) and On Line Game
(OLG). In connection with this observation, most game operators work as agents for foreign games. However,
this situation has changed with the development of the game industry. Syu (2008) pointed out several Taiwanese
designed games in the past. Wanting to make money quickly, they worked as agents for foreign bestsellers.
However, Taiwan game companies at present find that working as agents for foreign games is not the most useful
consideration anymore. Thus, they conducted market acceptance evaluation to know what directions to take. On
the other hand, companies have realized the importance of investing in R&D to increase the proportion of
self-designed games. All of these are designed to free themselves from the “destiny” of remaining as merely
agents.
Commenting on the current operation mode and charging mode of the Taiwan game industry, Wu (2006) said
that the Taiwan game industry has already transformed the charging mode of OLG into an operation mode free
of charge since 2006. Syu (2008) pointed out that the increase of free games and the consequent decrease of the
monthly or hourly pay-for-play games forced game operators to seek other ways to make profits. However, it is
shown from He’s (2006) study that the free game is merely a way to lure players to play the games. Whether
players actually gain happiness from the games is what game operators are concerned with the most. Therefore,
Lan (2007) proposed that the user experience design method should be applied to the game industry in order to
meet players’ demands and enable players to gain happiness. Moreover, Syu (2008) also pointed out that as free
games have become prevalent, operators should figure out various marketing methods and advertising
techniques to attract players.
Therefore, based on the above information on the Taiwan game industry, designing games has become the trend,
and colleges and universities have responded by setting up relevant facilities to foster talents and further enhance
Taiwan’s strength in the R&D of games. Presently, Taiwan game designers have already designed several types
of games such as Chinesegamer’s Legend of Six Saint-Knights, Playcoo’s Stars, FlyFish Digitals’ Tale of Fairies
and Monsters, and other games. All these designed games showcased Taiwan’s ability in designing online games
and enabled Taiwan game operators to get closer to their dream of getting rid of the destiny of being mere game
agents.

2

2.2 Studies on Game Design
In Taiwan, most practical studies are completed by using interactive media. For example, Lin, S.G. (2007)
created a table tennis virtual reality game by integrating triaxial accelerator and Bluetooth. Shih (2005) wrote a
force feedback program for the force feedback wheel by using the Utcsetup support software for further use in
3D games and interface equipment. In such studies, educational and entertainment applications have also been
taken into account. For example, Lin (2006) made a practical research on children’s learning through an
interactive design in the hope that children’s efficiency in learning will be enhanced. Kao (2008) created a game
on the restoration of Taiwan’s ancient culture by using the Wii Remote on his PC. These efforts hope to preserve
Taiwanese culture.
However, compared with practical research, theoretical studies on digital games are wider in scope and greater in
number. Theoretical studies fall into two categories, technical and cultural. Technically oriented theoretical
studies focus on solving the problems of digital games in the areas of execution efficiency, performance quality,
interface, and other aspects by using better theoretical models or design methods. For example, Wu (2008)
proposed better suggestions on the design of game scenes theoretically. Tsai (2006) offered advice about game
interface by making an analysis of interview data and users’ log. Wen (2007), on the other hand, made a study on
design rules for better utility of the man-machine interface by taking the game machine of Nintendo as an
example.
From the cultural perspective, most studies on digital games have laid their focus on players’ behavior, degree of
addiction, gratification, loyalty, and other aspects. For example, Cai et al. (2008), by using the quantitative
method, explored the effect of online games on physical and psychological health and the attitude towards
learning of college students who are likely to become addicted to digital games. Ferng et al. (2005), also adopted
the quantitative method to probe into the potential factors that may cause the addictive behavior of middle school
students to video games. Huang (2003) made an analysis of the key factors for the success of online game
marketing by adopting the statistical method.
Furthermore, culture-oriented digital game research could also be made from the perspective of the arts,
sociology, history, literature, and other sciences. For example, Wang (2004) explored the influence of
high-technology digital games on the arts from the perspective of traditional arts. Meanwhile, in Hong Kong, Wu
(2006) made a study on how to localize Japanese digital games and the cultural significance behind them by
taking Street Fighters and The King of Fighters as examples.
It is clear from the above literature review that digital games involve multiple fields. In this research, the focus is
set on the relationship between the superpower content of games and the players’ desire. In addition to the
discussion on Lacan’s Theory of Desires, this paper also explores the relationship between players’ feeling and
desire from the angle of the hyperrealistic features of digital games. Moreover, the study probes into the charm
of digital games themselves.

2.3 Studies on Desires
Tomasello et al. (2005) believed that the distinction between intention and desire is that the latter is featured with
a certain purpose, while intension is featured by both purpose and plan. Wang (2007) grouped people’s desires
from the perspective of buying behavior into artificial buying desire and spontaneous buying desire. He likewise
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emphasized that artificial buying desire is created by men, as opposed to spontaneous buying desire. Lacan
(1981) intended to make certainty of what “desire” means from two aspects: “demand” and “need.” He thinks
that demand could be expressed with words, while need is biological, resulting from a certain lack. He further
expressed that the other who listens to the demand is not under the full control of the Subject, and thus need and
demand are not exactly equivalent, and the gap between both generates the desire (Wang, G.F., 1997). Lacan’s
theory is often used to explore topics about desire. For example, Lin (2003) borrowed Lacan’s theory to discuss
the desire of games, and Wu (2003) made an analysis of coffee advertisement according to Lacan’s theory.
Enlightened by Wang’s research, the author not only discussed the topic about desire on the basis of Lacan’s
theory but also made an analysis of the media information concerning artificial buying desire with the hope of
improving the analysis on desire.

3. Analysis and Discussion
3.1 Digital Games -- the Perspective of Digital Games’ Functions
Pillari (2006) mentioned that from the viewpoint of anthroposociology, psychologists believe games are a tool
for people to learn social skills and give vent to their overloaded excitement. Salen et al. (2004) insisted that
game should be defined starting from the linguistic perspective and discussed based on two relevant concepts in
English, “play” and “game.” They further concluded that as compared to “play,” “game” has a set of formalized
rules which players should abide by, while “play” is a main constituent of “game.” However, Huizinga (1938)
thought that game is a cultural phenomenon which has nothing to do with biology (Chen, 2005). Chen (2005), on
the basis of Huizinga’s viewpoints, pointed out that the major trait of game is “fun,” and game is featured by
freedom and anomy.
In view of this, the author believed that it is meaningless to give a formal definition to “game.” Thus, only its
nature is discussed from the angle of players’ feeling about games. Therefore, in this paper, the author will begin
the study from the perspective of psychology, in light of Seligman’s (2007) viewpoint that happiness has two
layers. One is pleasure. He mentions that pleasure is strongly related to the sense and emotion, and sensory
satisfaction and happiness are spontaneous. The other is gratification. He believes that gratification could not be
obtained from physical pleasure, and only after an elegant and unselfish act is done could gratification be
generated naturally. As long as we have the capacity to cope with challenges and make some achievements, we
could have such feeling.
Seligman (2007) further mentioned that pleasure is easy to obtain. Gratification, on the other hand, is difficult to
have. Most people prefer pleasure over gratification. In view of this, game should not be so popular with people
if it is purely a source of gratification. Why are digital games so popular that they might likely replace the TV to
become a tool for entertainment of the new generation? Based on the above-mentioned different viewpoints, the
author thinks that in essence, game is a kind of behavior that enables players to feel gratified and pleased in
different degrees, and digital games could also enable players to generate both feelings.
Jenkins (2007) believed that computer game might be an inevitable trend in a changeable world. In this paper,
the author believes that people have the curiosity and desire which impel them to make some explorations. The
more and more compression of living space enables digital games to become a tool for people to fulfill their
desire to explore. This tool, being a digital media and due to its creative content, helps players generate a
stronger feeling than the physical game, so it leads players to feel more pleased and gratified. Consequently, in
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addition to environment change as a passive factor, digital games could generate a strong power proactively to
make people wiling to accept and enjoy them.

3.2 Digital Game Players - the Perspective of What Players Want from Games
Novak (2007) summarized the motivations of players to play games into seven points: social interaction,
isolation from the world, competition, knowledge, domination, escape from reality, and addiction. Many studies
have been conducted by researchers in Taiwan on the motivation of players to play games. For example, Lin, J.J.
(2007) studied the motivations to engage in online games from the perspective of communalism combined with
critical mass and entertainment cognition. In the study, he pointed out that self-esteem is the most important
factor that urges players to play games, followed by flow experience, influence, sense of belonging, and
entertainment cognition. The author considers that the above research findings might be significant to theoretical
studies on players’ behavior, but wonders whether these research findings are helpful in designing games from
the perspective of application.
Lan (2007) interviewed game designers and attempted to understand their opinions on “applying user experience
to game design” using the data she obtained. She found that interviewees affirm the contribution of users’
experience to game development, but on the other hand, they also think it is infeasible or risky in some aspects
when they develop games by borrowing users’ experience. Many designers hesitate to discuss the topic.
As what Iron (2002) pointed out, users’ experience is a kind of concept and method first applied to product
development in the field of computer design, especially in the relationship between functionality and usability. It
becomes a method to understand users’ demands and expectation in latter service periods. Lan (2007) further
stressed that the discussion on users’ experience is no longer confined to the concept of usability but is extended
to the level of psychology, on such perspectives as pleasure and esthetics. For example, as what Houde and Hill
(1997) stated, experience is something that users could see and feel, and stress is placed on users’ real sensory
experience in using the products, including the feeling resulting from seeing, hearing, and feeling.
In this paper, the reason why digital games enable players to feel pleased and gratified is the ability to lead
sensory simulation to occur and impose a psychological challenge on players. Furthermore, the reasons why
digital games have such features are operationability and the ability to tell stories. Therefore, in this paper, the
author suggests that designers should take both points into consideration if they apply user experience to design
games. From the perspective of the maneuverability of digital games, these are involved in the design of the
man-machine interface. As what Ho (2006) stated, as players and game machines reach the degree of
“man-machine integration,” players could feel pleased. Therefore, on the operational level, efforts should be
made to center on users in order to reach “man-machine integration.” However, stories in digital games are
involved in the design of game content and game rules. If designers depend too much on user experience, it
might render the message of the story redundant. It is found from Chang’s (2001) studies that reducing the high
redundancy of advertisement by reducing its clarity enables viewers to find novelty from similarity and to
generate experience easily. In view of this, the stories in digital games should not depend on user experience;
otherwise, the novelty may disappear.
Therefore, from what the author has discussed above, most game designers hesitate to apply user experience to
game design. Thus, not all finished games center on users, and the redundancy of game content is reduced;
players are enabled to generate more experience. This experience is new to players; that is why it is considered
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progress or improvement in terms of its significance.

3.3 Superpower Desirous Subject – the Superpower Game and the Relationship between Players’ Demand
and Desire
3.3.1 Discussion on Desire from the Perspectives of Psychology and Media
Lacan (1981) believed that objet-a is an expression of the insufficiency the subject suffers from when it separates
itself from the mother. When the subject is established, it becomes the cause of desire and turns to be the object
or the signifier of desire. The original meaning of objet-a has already disappeared because the object of desire
changes ceaselessly; as a result, desire could never be satisfied. In view of this, the greatest desire of the subject
is to satisfy the lack it suffers from upon separation from the mother. However, the subject’s identification with
the father intervenes and inhibits infants and mother from unifying, so the subject tries to seek his desire in the
Other. Therefore, all desires are substitutes for the desires of returning to the mother, so these desires could never
be satisfied. May shares the same opinion with Lacan. May (1990) stated that the target of lust is a kind of desire,
wish, eternal exploration, and ceaseless expansion. He also considered that desire should have no rest and also
believed that the empty feeling or feeling of unreality mainly originates from individuals’ feeling of
“impotence.” If an individual feels that he/she is not able to become a useful entity, not able to alter others’
attitudes toward him/her, or unable to exert an effective influence on the world around him, he/she would fall
into despair or a sense of helplessness. From the social phenomenon of more and more men resorting to the gym
to strengthen their muscles and shape their bodies, Pope et al (2001) discovered fault with media which adopt
models with perfect figures. This may consequently lead the audience to feel inferior.
According to the above-mentioned viewpoints, the media seem to have the power to alter people’s behavior.
Baudrillard (1988) believed that advertising, with the aid of an arbitrary and systematic sign, respectively
induces, mobilizes consciousness, and reconstitutes itself in the very process of the collective. Through
advertising, mass society and consumer society continuously transform themselves. Therefore, in a consumer
society, advertising brings changes to the motivation theory of demand and satisfaction. The times in which
people consumed “objects” to fill the material gap has changed. People have begun to consume the “meaning”
bestowed to objects by advertising from surplus products. The key for the change is that advertising enables
people to generate an impulse to change the status quo and arouse a desire in their mind; otherwise, the so-called
despair that May mentioned settles in. From the discussion on Lacan and May’s viewpoints from the
psychological perspective as well as the discussion on advertising and media, the author finds that desire,
generated from the mind or imposed by the external, could never be satisfied.

3.3.2 Discussion on the Superpower of Digital Games in light of Baudrillard’s Hyperreality
In the light of Baudrillard’s (1993) simulacra, the whole system today is filled with uncertainty, and each kind of
reality is encompassed by code, simulation, and hyperreality. With regard to the simulacra of advertising or
movies, their entities exist in reality, but their simulacra is truer than the reality, such as the simulacrum of
Mickey Mouse in cartoons; this is the so-called “self-referential sign” or “hyperreality.” Song (2003) believed
that in hyperreality, the model replaces reality and even makes real things subordinated to the models, and finally
makes the real things disappear because real things become more and more hyperrealistic. As a result, the reality
disappears, and only the hyperreality is left. In other words, if virtual things are spread through the media, their
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meanings will become part of the reality. If such virtual things increase, the reality may be replaced by virtuality.
For these reasons, Ji (2002) believed that the functional element of Saussure’s “Sign” has disappeared, and the
structural element becomes the only element of the “Sign.”
What is the significance of simulacra to digital games as a media? Digital games are characterized by intense
interaction, and they can create an experience for players. Digital games as media differ from movies or
advertising since these enable players to experience the hyperrealistic reality in a more rapid, more direct,
cheaper, and more dynamic way. The simulacra of motives and advertising fail to interact with people, so they
have to depend on reality to achieve a certain effect. However, the simulacra created by digital games do not
need any interaction in reality because these have been designed in virtual space. As self-referential signs
become popular all over the world with the globalization of the media, materialized virtual commodities or
hyperrealistic real playgrounds such as Disneyland may cost more or achieve a worse effect when compared
with the hyperrealistic space of digital games. The superpower content of digital games enables players not only
to experience but also to control. Therefore, “power” also becomes a simulacrum. The various types of magic
powers are not imaginary, but they become the power truer than reality. As a result, digital games break through
the bandage of simulacra created by advertising and movies.

4.Conclusion
The topic of utmost concern in this paper is how players obtain happiness from digital games. After the
discussion is made on the aspects of digital games, players, and desire, the author finds that digital games could
replace a physical compressed space and enable players to obtain pleased and gratified. In addition, the author
finds that players could gain experience and a fresh feeling from digital games. It is found from the exploration
on desire and hyperreality that desire could never be satisfied, and digital games could turn power to superpower,
enhancing the players’ ability.
To summarize, when hyperreality replaces reality, the creativity of digital games becomes the priority rather than
the players’ experience and enables players to feel the futuristic features. People always have an impulse to
satisfy their desire, so digital games, an artificial dream world, become a goal people would pursue ceaselessly.
Based on such structural element, digital games enable players to obtain happiness. Based on the previous
literature, the following diagram is presented:
In this paper, the author believes that desire should
Endless desire

be endless. In addition, the author does not adhere to
the idea of happiness coming from gratification
which is supported by the need satisfaction theory,
Max

Min
Pessimist

because it will be the end if the desire could be
satisfied. However, based on our previous studies,

Min

Max

New Max

desire could never be satisfied. In addition, the
desire of an individual is something related to

Optimist

“intentionality,” that is to say, every conscious act is
How Digital Games Bring Happiness to Players

directed

towards

a

thing.

In

other

words,

consciousness is always the consciousness about
something. Simply speaking, different people may have different opinions on the same thing due to their
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different inner consciousness. Therefore, the desire may be affected by “intentionality.” Everything in the world
is composed of Max and Min for different people as shown in the above diagram. Nevertheless, digital games
affect people’s opinions on the Max of the world because digital games are featured by hyperrealisic contents
and creativity.
In this paper, the author supposes that the hyperrealistic content of digital games leads to a pessimist cognition of
the Max to be “shrunk,” yet leads to the optimist cognition of Max to be “expanded.” However, people have
endless desires, so digital games may provide more space for players and enable them to gain happiness whether
players’ cognition of Max shrinks or expands.
The reason why people feel unhappy has become clear, that is, “standing still.” There are two reasons for people
to stand still. On one hand, there is not enough space anymore. When people achieve the Max and have no space
to move on, they will stop, and their spirit for adventure and enthusiasm will disappear. On the other hand,
people may stop moving on if they feel impotent. As what May(1990) stated, the long-term impotent feeling may
result in “indifference,” that is, a sense of powerlessness and emptiness which cause people to be indifferent to
everything. Both aspects may cause people to feel unhappy. These indirectly explain the reason why the
“stay-at-home” economy grows rapidly when the general economy is in a slump; people have to get rid of
unhappiness and have to break the state of “standing still.” Digital games provide a goal for people to pursue. It
is an “activity” that enables people to feel happy.

5.References
[1] Bahamut(game Information Booth) (2008)CESA estimates that there are 37.89 million gamers in
Japan[Online]. Available at < http://gnn.gamer.com.tw/7/30117.html> [Accessed 20 November 2008]
[2] Baudrillard, J. (1993), Symbolic Exchange and Death, Sage Pubns, London, from Guei-Bao JI(2002)
[3] Baudrillard, J. (1988), Jean Baudrillard, Selected Writings, Cambridge, from Guei-Bao JI(2002)
[4] Cai, M. C. (2008)Influence of online-game addiction on physical-mental health and learning attitude among
university students in Northern Taiwan, Taiwan Journal of Public Health, Vol.27, No.2
[5] Chang, C. C. (2001), “Exploring the Visual Semiotics of Advertisements from the Aspects of Experiential
Marketing— Taking example of Female Fashion Magazine”, master's dissertation, Ming Chuan University
[6] Chen, M. S. (2005)When Huizinga Meets Gombrich: On Playfulness and Seriousness of Play, Kaohsiung
Normal University Journal, 19 , pp119-136
[7] ESA (2008), ”ESSENTIAL FACTS-ABOUT THE COMPUTER AND VIDEO GAME INDUSTRY”,
Entertainment Software Association
[8] Ferng, J. Y. (2005)The study of relationship between electric-game addiction and the self-evaluted health
status of junior high school students, Taiwan Journal of Public Health, Vol.24, No.5
[9] Fu, J. H. (2008), “the latest Industry Dynamic in Korea ”, Taipei, the Industrial Development Bureau,
MOEA－Digital Content Weekly
[10] Ho, H. I. (2006), “We Are Superstars：Landscape, Community and Audience Pleasure of Music Stimulation
Game”, master's dissertation, National Chung Cheng University
[11] HE, Y. M. (2006), “players'purchase volition for Taiwan's item mall omline games”, master's dissertation,
Southern Taiwan University
[12] Houde, S. and Hill(1997), ”What Do Prototypes

Prototype?”, In Helander, M.,Landauer, T.K., Prabhu,

8

P.(Eds) Handbook of Human-Computer Interaction, Second, completely revised edition, Elsevier Science
B.V., PP367-381
[13] Huang, L. L. (2003), “The key successful factor of online game marketing ”, master's dissertation, National
Taipei University
[14] Huang, Y. Y., Lin Y. S., Jhou, S. L. (2005), Analysis of Digital Content Market Trend and Industrial
Development Strategy，Taipei, MIC
[15] Irons. L.R(2002), ”Rapid Ethnography for User Experience Design”, Managing Partner, I.C. Technologies
White Paper , LLC
[16] Jenkins, H. (2007), The Wow Climax: Tracing the Emotional Impact of Popular Culture( Ke-Ban SIAO,
Trans.), Taipei, Owl(Original work published 2006)
[17] Ji, G. B. (2002), Jean Baudrillard, Taipei, Sheng-Chih
[18] Kao, Y. J. (2008), “The Creation of “Gold Paradise” on Interactive Game Art”, master's dissertation,
National Taiwan University of Arts
[19] Lan, L. H. (2007), “A Study of User Experience Design in Taiwan Video Game Industry”, master's
dissertation, Southern Taiwan University
[20] Lacan, Jacques.(1981), The Seminar of Jacques Lacan, Book XI: The Four Fundamental Concepts of
Psychoanalysis, edited by Jacques-Alain Miller, trans. by Alan Sheridan. New York: Norton.
[21] Lin, J. J. (2007)A Study of User’s Intention to Participate in Online Games:A Community Perspective,
Electronic Commerce Studies, Vol.5, No.1, pp31-54
[22] Lin, K. Y. (2003), “various details in video games after developing a comprehensive theory on games.”,
master's dissertation, National Tsing Hua University
[23] Lin, S. G. (2007), “A STUDY ON THE DEVELOPENT OF AN INTERACTIVE VIRTUAL REALITY
TABLE TENNIS GAME USING THREE AXIS ACCELEROMETER AND BLUETOOTH”, master's
dissertation, Tatung University
[24] Lin, T. D. (2006), “Design and Implementation of the Camera Game for Children’s Sport”, master's
dissertation, Southern Taiwan University
[25] Pope, H. G. (2001), The Adonis complex:the secret crisis of male body obsession(Tang-Mo DAN, Trans.),
Taipei, Hisn Lin(Original work published 2000)
[26] MIC(2008)，see “MIC: Taiwan Online Games Break Through TWD10 Billion This Year”[Online]. Available
at <http://n.yam.com/cna/computer/200811/20081102065419.html > [Accessed 20 November 2008]
[27] May, R. (1990), Love and Will (Shen-Jhang CAI, Trans.), Taipei, ZHI-WEN
[28] Novak, J. (2007), Game Development Essentials: An Introduction (Yong-Ci CAI, Trans.), Taipei,
Thomsom(Original work published 2004)
[29] Pillari, V. (2006), Human behavior in the social environment(Guei-Jhen HONG, Trans.), Taipei,
Thomson(Original work published 1997)
[30] Salen, K. and Zimmerman, E.(2004)Rules of Play-Game Design Fundamentals, Cambridge, Mass.:MIT
Press
[31] Seligman, Martin E.P., Ph.D. (2007), Authentic happiness:using the new positive psychology to realize your
potential for lastingfulfillment (Lan HONG, Trans.), Taipei, Ylib(Original work published 2002)
[32] Shih, I. C. (2005), “The Research of Operational System for Physical Game Machine”, master's dissertation,

9

National Taiwan University of Science and Technology
[33] Song, L. F. (2003), Sociological Theory, Taipei, Wunan
[34] SYU, R. C. (2008/7)Great Change to Taiwan Game Industry: Work as Agents in the Past, Design Games by
Ourselves Now, Vision
[35] Tomasello, M., Carpenter, M., Call, J., Behne, T. ＆ Moll, H. (2005). Understanding and sharing intentions:
the origins of cultural cognition. Behavioral and Brain Sciences, 28, pp 675-735.
[36] Tsai, C. L. (2006), “Exploration of Playability Design Guideline in Massive Multipleplayer Role-playing
On-line Games”, master's dissertation, National Chiao Tung University
[37] Wang, G. F. and GUO, B. Y. (1997), Lacan, Taipei, Sheng-Chih
[38] Wang, D. M. (2004)What Video Game Reminds Us of?, Journal of Fuling Teachers College, Vol.20, No.2
[39] Wang, D. C. (2007), “Correlation between artificial buying desire and some of its influential variables,
different price promotion on nth good and different buying motivation”, master's dissertation, National Sun
Yat-sen University
[40] Wen, C. M. (2007), “A Study of Digital Game Interface Usability Design: A Case Study of Nintendo
Devices”, master's dissertation, Ming Chuan University
[41] Wu, W. M. (2006), “The Localization of Japanese Video Games in Hong Kong: A Case Study of Street
Fighter and the King of Fighters”, A Journal of Cultural Studies, 3 , pp129-155
[42] Wu, S. S. (2008), “Implementing a Surface Graphic Tool on Browser Gamer Design”, master's dissertation,
Southern Taiwan University
[43] Wu, P. W. (2003), “An Interpretation of Desire-Subject in Coffee Advertising Campaign by Jacques Lacan’s
Psychoanalysis Theory.”, master's dissertation, Chung Yuan Christian University
[44] Wu, L. K. (2006) Outlook of Game Software Industry 2007[Online]. Available at <
http://www.mic.iii.org.tw/index.asp > [Accessed 20 November 2008]

10

