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Abstract

Gifts are experiential objects that are imbued with hu-
man feelings and also reciprocal objects that invoke 
social interactions. Gifts help to build, enhance, and 
maintain human relationships by forming physical and 
emotional connections. Gifts not only embody aesthetic 
value via their appearance as physical things but also 
reflect the feelings and routine practices of the culture 
within which they are exchanged. 

However, in the field of design, most scholarship is still 
focused on the gift as a thing rather than the experi-
ence surrounding it. Designers need to not only explore 
the physical properties of materials when they are 
designing a product that can be given as a gift, but also 
the related socially ritualized behaviors and subjective 
sensory experiences that those properties have embod-
ied. In this thesis, I propose that when designing a gift, 
designers design not only things but also experiences. 
Thus, this thesis explores the emotional and subjective 
meanings surrounding gifts rather than the meanings 
associated with their physical properties.

Due to the immaterial characteristics of gifts, we must 
consider the complex experience of gift-giving. First, 
the value of a gift is not static. People have different 
interpretations of what constitutes a gift and its value 
is based on their individual experiences. If receivers 



do not fully understand the richness of a gift, they may 
under or overestimate the gift giver’s intentions. Second, 
a gift is relational. People who receive a gift might feel 
socially obligated to give a gift in return. When a person 
receives a gift, in many cultures, that person may have 
difficulty deciding how to respond. The receiver must 
assess the monetary and social value of the gift they 
have received in order to select a gift of equal value 
they can give in return. These contexts that continue 
to change the experiential value of a gift illustrate that 
gift-giving is a social process that has meanings aside 
from the material value of physical objects. If we do not 
consider the process of gift-giving through the phase 
of preparing, presenting, and exchanging, we will fail to 
realize how gifts reformulate people’s relationships. 

In this thesis, I propose a framework which demon-
strates the evolutionary path of a gift’s value, worth, and 
meaning and articulates how gifts are interpreted not 
only from an aesthetic perspective but also as experi-
ences. By using this framework, I explicate the meanings 
surrounding traditional gifts from the perspective of 
gift-giving, with the goal of designing a gift-giving game 
and a gift-portrait website to help people make decisions 
around the gift giving process.
 
My design research method uses closed card-sorting 
and interviews to analyze the three aspects of gift values 
and elaborate on how they are represented, connected, 
and evolving. The results show that the second and third 
aspects are more related to the aesthetic experience 
when giving and receiving agift. The results suggest 
that new meanings emerge around a gift due to social 
changes that arise between receivers and givers. 
The worth, values,and meanings of gifts are subjective 
and socially determined.



Finally, I design an open system that comprises of a gift-
giving game and a gift portrait website to empower 
people to better understand other people’s preferences 
and the myriad of contextual meanings that can be as-
cribed to a gift. This open system helps participants to 
explore and discuss the pluralism of gift properties and 
interpretations. Based on the framework and design 
research findings, I present prototypes to show how 
this open system could help to improve the relationship 
between givers and receivers by reconceptualizing the 
whole experience of gift-giving.
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When I was a child, I spent each Lunar New Year 
Festival in my great grandparents’ house with multiple 
uncles, aunts, and cousins. Family relatives at that 
time clustered around each other as they lived and 
worked as a tribe. However, due to the Chinese One-
Child Policy, all my relatives of the same age are single 
children in their families. As we grew up and started 
working in different places, and had our small families, 
we were only loosely connected and seldom contacted 
each other. Our family exemplified the experience of 
many Chinese families where family members become 
intimate strangers over time.

To celebrate my grandfather’s eightieth birthday, all 
my immediate family members finally came together. 
We gathered around the stove and talked about our 
jobs, what we were studying at school, the chores we 
performed, and other things that were happening in 
our lives. However, I was uninterested in such sterile 
topics and seldom took part in the conversations. The 
transition point came when my cousin Fei brought me 
a Nintendo family computer (FIG 1), an old video game 
system that has many popular games such as Street 
Fighter, Battle City, and Contra, which was my favor-
ite video game1. Playing those games was part of my 
childhood during my summer vacations in Enshi, a small 
village in China. I was so surprised when he brought 
the game bot because I could not believe he kept it. 
The game console brought back valuable memories. It 
is a pity that the game console did not work well, but it 
helped restart my relationship with Fei.

Introduction
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FIG 1. Nintendo Famicom Console 
Photograph by Evan Amos, 
From Wikimedia Commons. 
https://commons.wikimedia.org/
wiki/User:Evan-Amos/VOGM/
Famicom
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At that moment, I was impressed by the emotions that 
such a little object could provoke. Although the game 
console itself is produced primarily to make profits, 
when people play a game, it transforms itself into 
something more than a commodity. The game evolves 
as people use it over time. Therefore, I started focusing 
on how materials and objects become embedded with 
emotional meanings. In this thesis, I mainly focus on 
one of these objects, the gift. 

Gifts embody peoples’ thoughts, reflections, and expec-
tations of relationships with others. During holidays, 
people give gifts to develop and maintain relation-
ships with other family members. Traditionally, family 
members exchange gifts that embody their thoughts, 
reflections, and expectations of relationships with each 
other. There are different kinds of expressions of these 
gift experience within and across cultures. For instance, 
a new couple may cook for each other their favorite 
meals on their respective birthdays to show that they 
are beginning to care for one another. In Hollywood 
conventions, a man kneeling in front of his fiancée, 
offering a ring as a gift during a proposal, expresses 
his commitment to their future relationship (Wexman 
1993). On Christmas Eve, a mother buying her family 
pajamas as a gift delivers the warmth and identity of a 
family. Whatever the gift, the meanings hidden beneath 
reflect connectedness, autonomy, authority, roles, and 
other patterns of the relationship dynamic.
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1.1 Gifts and Gift-Giving

A gift can be an object or a thing embedded with mean-
ing given by the giver to the receiver, or an event, which 
both the giver and receiver can experience to create 
shared memories. Conceptually, gifts have several fea-
tures that distinguish them from other objects. First, the 
owner of the object is willing to transfer the ownership 
of the object to another person. Second, the giver must 
not expect any return or payment after giving the gift. 
Therefore, the traditional gift is an altruistic thing be-
cause it is voluntarily delivered with gratitude (Sherry, 
Jr. 1983).

However, what gifts express is more than altruism. 
Spence (2019) points out that in the current digital 
environment, digital artifacts such as digital photos and 
music require less individual effort than work complet-
ed in non-digital environments. She claims that when 
gifts are exchanged in digital environments, both the 
giver and the receiver’s sense of ownership over the 
gift is mitigated. She also argues that the difference 
between digital gifting versus digital sharing is vague, 
and designers for digital gifts should consider how to 
make them more inalienable and personal. Compared to 
thing-sharing, gift-giving requires more effort in pre-
paring and making. Gift givers and receivers can only 
infuse gifts with sentimental meanings if they carry out 
the gift preparation processes.
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Although gift-giving is an altruistic behavior, sometimes 
in the social environment, it implicates the receiver in a 
reciprocal transaction whereby they must give a gift in 
return. In Japan, people wrap money as a gift when they 
attend the wedding. The host family of the wedding 
record the amount of money that the guest gave and 
gave approximately the same amount of money back in 
other celebratory events of the guest to maintain their 
relationships. Evolutionary sociologists explain that in 
a collaborative relationship, such as marriage, couples 
who perceive reciprocal behaviors from their partners, 
including doing household chores, taking care of chil-
dren, etc. tend to have deeper and longer relationships. 
This is also the case with paired relationships, includ-
ing friendships and colleague relationships (Buunk and 
Schaufeli 1999). 

When Gouldner (1960) developed the concept of 
reciprocity as a social norm, he points out the signifi-
cance of reciprocity in maintaining human relationships 
whether the relationships are economical or emotional. 
He argues that in these relationships, people have both 
rights and duties to give and receive kindness from 
each other. He quotes Cicero’s words “There is no duty 
more indispensable than that of returning kindness…
all men distrust one forgetful of a benefit” to argue 
the moral obligation of which the reciprocity implies 
in the social context. What’s more, he also analyzed 
Malinowski’s examples of gifts and counter-gifts and 
states that the gift culture reflects the equivalent as-
pect of reciprocity in most economic acts. Therefore, 
reciprocity has been interpreted by sociologists as an 
important characteristic in gift and gift-giving.

Historically, gifts are significant objects that were used 
to build relationships among tribes and family clans 
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(Mauss 1990). In Mauss’ ethnographic study about the 
exchange system of gifts in Polynesia, he describes the 
relationship between the spirit and the object of gifts 
in Maori culture. When you give a gift that you have 
received to someone else, you deliver something which 
at first did not belong to you. After the receiver accepts 
the gift that was purchased by someone else, they owe 
something to that first person, rather than the more 
immediate gift giver. Within Maori culture, it is impor-
tant to reciprocate things they owe. They believe that 
the hau (spirit) of the taonga (object), or gift, must be 
returned. Otherwise, this second taonga (object) that 
should be given in return might make the receiver ill 
or even lead to death (10-13). This is because keeping 
properties one acquired in a manner that is deemed so-
cially deleterious way is an evil act. This kind of feeling 
obliges the Maori to give another gift back. Simply put, 
nothing should come to you without putting effort into 
giving back to others. Based on Mauss’ interpretation of 
Maori culture, gift-giving is a representation of recipro-
cal exchange behaviors, and gifts are correctly embed-
ded within the meaning of giving and exchanging.

Other than altruism, inalienability, and reciprocity, there 
are other topics within gift culture, such as regifting, 
which is defined as a scenario whereby a receiver of 
a gift reinserts the gift into a new gift giving situation 
where it is passed on to a new person (Hyde 1983). As 
an essential part of constructing the social exchange 
system in Maori culture, regifting brings a third person 
to a previously binary relationship between a giver and 
a receiver. In western culture, regifting is considered a 
shameful behavior as it is thought to generate a receiv-
er’s negative emotions of obtaining unwanted things 
from others (Adams, Flynn, and Norton 2012). However, 
in other cultural contexts, such as Japan, it is accept-
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able to exchange and purchase unwanted gifts, as 
regifting is construed as a practical means of prevent-
ing waste (Prasol 2010). In design philosophy, regifting 
is also a mindset in sustainable design that helps to 
eliminate waste by ensuring products are put back into 
the gift-giving exchange process (Stoekl 2009). In this 
thesis, I will not expand on the idea of regifting, as it 
has already been adequately discussed in the sustain-
able design field. It is out of the scope of the work for 
this paper. In the following sections, I focus on explor-
ing the previous three aspects of gifts and gift-giving 
and discussing the problems that emerge, when gifts 
are altruistic, inalienable, or reciprocal.
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1.2 The Problems of Gifts and Gift-Giving

I propose it is problematic to perceive gifts as only 
gifts without considering the rich context of gift-giving 
because gifts values are accrued under the context of 
gift-giving. First, as gifts are inalienable, problems arise 
due to their invisibility and richness. Sunwolf (2006) 
points out that “gifts do not speak for themselves; they 
require decoding.” Problems can arise when gifts are 
exchanged if both givers and receivers assume that 
gifts have universal meanings and values, while individ-
uals may perceive them differently. In the 19th episode 
of season one of the U.S. sitcom Boy Meets World, the 
father Alan gives his son Cory a necklace as a com-
ing of an age birthday present (Jacob 1993). However, 
Alan is disappointed when Cory does not like the gift. It 
is only when Cory realizes that Alan won the necklace 
for finishing second in a major boxing tournament that 
he fully understands the significance of the gift. This 
story illustrates the richness of how the meaning and 
the value of a gift can be interpreted differently, and 
how the lack of essential context can lead to misun-
derstandings. The receiver can only view the gift as the 
treasure by understanding the intention and effort of 
the giver who considered the particular needs and the 
context of the receiver. The rich context of gift-giving 
extends the question of what is given to why the gift is 
given and how the gift is given. 

However, it is not easy for the receiver to understand 
the giver’s true intentions, context, or the lengths to 
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which they went, because of the discrepancy between 
the moment of giving or presenting the gift and the 
lengthy process of preparing the gift before that mo-
ment. Although people may put in a lot of effort into the 
gift preparation, it is not always apparent when the gift 
is given. The moment of giving or presenting the gift 
only takes a few minutes or seconds, but the time of 
preparing, selecting, or making it may take hours and 
days. Spence states an interesting example of how the 
gift’s inalienability is lost due to this situation: 

Think of hosting a large party where one guest 
brings a cheap bottle of wine and another drives 
across town to buy a bottle that costs the rest of 
their disposable income for the week. In the melee, 
the host loses track of who brought which bottle, or 
whether those two guests had brought anything at 
all. These are still gifts, as the host knows she did not 
buy them for herself, but their inalienability has been 
diluted across the entire guest list. The host may not 
even bother to taste the wine that was acquired at 
such cost and effort (2019, 5).

Spence argues that the legibility of effort is lost in the 
party scene, which makes no difference to either of 
the wines. Then, only the host’s interest decides which 
gift is better. This situation tells us that in a gift-giving 
situation when the receiver does not know the prepara-
tion process, he/she has the agency to determine the 
value based merely on his/her preference. However, in 
Cory’s example, when receivers have more knowledge 
about the preparation process and the care for per-
sonalizing the gift for them, they confer more agency 
on the giver because they are considering the giver’s 
feelings because of the effort they put it. Usually, givers 
address this problem by decorating the gift to attract 

Introduction
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the receiver’s attention and appeal interests (Howard 
1992; Hendry 1995). However, wrapping only makes 
the gift visually attractive as an object and usually does 
not tell the gift’s story on its own. In sum, there is a 
gap between the lengthy process of preparing and the 
detached moment of giving. There is a lack of system 
to support giver and receiver in understanding each 
other’s context in the gift giving.

Another potential source of a problem is that a gift is 
reciprocal in the social context. As discussed at the 
beginning, receiving gifts also implies a return. In a so-
cial context, people building relationships by reciprocal 
exchanges. Receivers often feel obligated to give back 
another gift as a return for the kindness of the giver. 
Especially when the giver and receivers are in a busi-
ness relationship, pressures to give back are greater 
than in more personal relationships (Sherry, Jr. 1983). 
The implied social obligations for reciprocal exchange 
behavior impose a burden upon receivers who unex-
pectedly receive a gift. The old Chinese saying “Chi ren 
zui ruan; Na ren shou duan” is relevant in this context. 
The first half of the sentence suggests that once you 
have eaten food provided by someone, your mouth 
becomes “soft”, which means, your mouth will no longer 
be “hard” enough to reject the provider when they ask 
you for favors. The second half conveys that when you 
take something from someone, your hands become 
“short” so that you take something from someone, your 
hands become “short” so that your hands will no longer 
be “long” enough to push others away. Therefore, it is 
important to be able to judge the value of the original 
gift, as it becomes a key context for the receiver to 
make decision on the gift when he/she becomes the 
giver next time.
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As I elaborate on these problems of gift-giving, specific 
research questions arise, which are to be explored in 
the following chapters:

• What values and meanings are hidden beneath 
the gift and how they are interpreted and 
measured from both givers and receivers 
perspectives? 

• What factors influence the decision-making of 
gift givers in their preparation process and how 
might we help receivers better understand that 
process?

• How might we create a universal understanding 
of the meanings of gifts between the giver and 
receiver that can bridge the gap between the 
preparation process and the moment of gift-
giving? 

• How might we give a gift or give another gift 
in return that embodies the sense of propriety 
based on the relationship between the giver and 
the receiver? 

The experience of gift-giving is more than a simple 
linear process of giving an object and expressing the 
giver’s personal feeling, but a dynamic system which 
is affected by numerous internal and external factors, 
which often unfold over time. In the next chapter, I re-
view gift and gift giving from the perspectives of design 
practices and articulate how experience design can 
contribute to the proposed research questions. 



BackgroundChapter 2

As we discuss the form of gifts and the behaviors of 
gift-giving, we are studying how things can reflect 
people’s feelings and how those feelings are expressed 
through the process of gift-giving. Correspondingly, this 
classification of gifts and gift-giving points to two sub-
sets of the design field: design for products and design 
for experience.



13

2.1 Design for Gift Packaging

In general, many products are designed without neces-
sarily considering their use as gifts – it is people who 
choose and decide to turn them into gifts. Historically, 
packaging has long been used as a way to turn objects 
into gifts. For example, in Japanese culture, special 
envelopes and dyed paper cords known as mizuhiki 
(FIG 2) were designed to wrap cash and present it as a 
wedding gift2. Mizuhiki comprises either three strands, 
five strands, or eleven strands of paper with different 
types of knots. The Japanese write a congratulatory 
message on the envelope with the amount of money 
enclosed written underneath. The money must be an 
odd-numbered amount, as it represents their traditional 
understanding that equates odd numbers with unity, as 
they cannot be equally separated. Joy Hendry (1993) in 
her book, Wrapping Culture, explains that this sophis-
ticated decorative art represents an act of respect and 
courtesy in social relationships (16). Also, Rupp (2003) 
in her book, Gift-Giving in Japan, an interviewee ex-
plicates the causal relationship between the monetary 
value of gifts and the strength of relationships:

Giving things is difficult because, in the end, you 
must look at what degree of interaction two people 
have on each other. The gift tells you the depth of 
the relationship because a friendship truly from the 
heart is different from a superficial friendship (35). 

Background
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FIG 2. Mizuhiki From Web Japan 
Organization. https://web-japan.
org/trends/11_fashion/fas180104.
html

FIG 3. An Explosion Gift Box 
From Its always autumn accessed 
July 24, 2020 https://www.
itsalwaysautumn.com/how-to-
make-explosion-box-diy-gift.html
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Therefore, an unexpected lower amount of money 
sends a negative message that might damage the rela-
tionship, while a higher amount of money also imposes 
a burden on the receiver as he may think he needs to 
give a valuable gift in return that will equal the value 
of the gift received. The design practice in Japanese 
wrapping includes decorating the package of the gift, 
arranging the proper sequence through which the gift 
is packaged and then given, and forming the ritual 
practice of how to give a gift based on the relationship 
between the giver and the receiver. This ritual helps giv-
ers and receivers understand the value the gift embod-
ies and, thus, also determines the value of the gift that 
should be given in return.

Today, graphic designers create gifts wrappers, boxes, 
and cards to turn the objects people select into gift. 
This packaging adds value to the objects by decorating 
them to enhance the aesthetic quality and also turns 
these objects into gifts. Packaging not only decorates 
the objects, but also creates the “unfolding experi-
ence” by hiding the object and revealing it as a gift. 
This process of opening provides an emotional flow 
of expectation and discovery, as well as adding new 
meaning to the object to turn it into a gifts For example, 
the packaging design of Apple products have been 
commented on a lot in consumer markets, as peeking 
the consumer’s sensory experiences of touch and vi-
sion. Its clean and minimalist white packaging denotes 
the iconic feeling of Apple’s products and brands and 
create an “unboxing” experience that makes people 
feel that they are opening a gift. The gift explosion box 
example (FIG 3) also utilizes the “unfolding experience” 
to create a sense of surprise for receivers3. When the 
receiver removes the box cover, four sides of the box 
unfolded, revealing the photos or figures they are deco-

Background
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rated with. As receivers open one and then another 
box, their surprise also unfolds step by step as their 
expectations increase in anticipation of the gift in the 
final box. Gift-givers come up with creative packaging 
ideas to illicit this moment of anticipation for the people 
receiving their gifts. However, packaging as an experi-
ence is limited to the moment of receiving. There is a 
need to consider a bigger context that encompasses 
the gift preparation process and helps both givers and 
receivers to understand the real values and meanings 
behind the gift.
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2.2 Designing for Gift as Products

In addition to situations where people choose objects 
and use packing to transform them into gifts, there are 
also cases in which products are intentionally designed 
as gifts. For example, souvenirs are specifically de-
signed to be given as gifts. People give and receive 
souvenirs as records of an event of place, but typically 
after they travels. Gordon (1986) points out that sou-
venirs are usually considered as gifts because when 
people are moving from places to places, local people 
and new neighbors exchange souvenirs as a meet-
ing etiquette to welcome friends and pass local rites. 
Therefore, souvenirs are specially designed to reflect 
the character of certain places. For example, JFK 
airport shops are full of objects that are intended to be 
purchases and given as gifts. Some of these objects 
are practical, like T-shirts with the NY logo (FIG 4), but 
others are more symbolic, like the small-scale replicas 
of the Statue of Liberty4.

Although souvenirs are not identical to gifts, the market 
and consumer industries do not distinguish between 
these situations explicitly. Most museums and themes 
park consciously or unconsciously name their souve-
nir stores “gift shops.” This phenomenon tells us that, 
in the consumption domain, the word “gift” serves as 
an embellished term for consumer products, although 
there is more individual worth embodied within this con-
cept. From the perspective of museums and tourism, 

Background
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FIG 4. NYC Souvenir Gifts 
Photograph by Harriet Baskas, 
From the blog “Souvenir Sunday 
at JFK” posted at April 10, 2011 
in the website “Stuck at the 
Airport” https://stuckattheairport.
com/2011/04/10/souvenir-
sunday-at-jfk/
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the purpose of selling souvenirs is to construct a rela-
tionship of membership with its visitors and sponsors 
rather than to enrich visitors’ individual experiences of 
bringing souvenirs home and giving them to others as 
gifts (McLean 1997). 

In most museum gift shops, they sell products such as 
pencils, mugs, T-shirts, etc. stamped with the museum’s 
logo, images, or graphics associated with the museum 
(Kaya and Yağiz 2015). Designers have traditionally uti-
lized several iconic strategies to design souvenirs. They 
often decorate souvenirs with museum specific graph-
ics such as the architectural structure of the museum 
to show identity. In other instances, they redesign what 
I am calling “traditional cultural content” in a contem-
porary form to appeal to new visitors. For instance, the 
Summer Palace Museum uses historical characters 
such as emperors from the Qing dynasty to illustrate a 
digital storybook that depicts the Qing emperors’ ad-
ventures in modern times (Shi et al. 2019). 

I argue that while souvenirs can be designed, gifts can-
not. Ontologically, a gift is not a material substance. It is 
a linguistic signifier that conveys the theory of a social 
exchange system of things based on personal relations, 
as opposed to an exchange system of things based 
on commodity values (Gregory 2015). Which means, a 
gift is more like a metaphysical classifier that defines 
a category of things with add-on attributes including 
altruism, inalienability, and reciprocity. A souvenir only 
becomes a gift when the action of giving happens. 
Designing texture patterns or graphics on a souvenir 
does not directly transform a souvenir to a gift. How-
ever, on the other hand, Japanese wrapping is different 
from a mere gift’s packaging in the souvenir industry, 
as its decorative art helps to construct performances, 

Background
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rules, and routines for the gift-giving practice in Japan5. 
Therefore, designers cannot strictly design a gift, but 
they can design for the experience of gift-giving. As 
industrialized economies redefined consumer experi-
ence by combining products and services together to 
cater to consumer’s tastes (Pine and Gilmore 1999), 
designers redefined the experience of how to prepare 
and receive the gift. 
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2.3 Designing for Gift-Giving

As the focus of design shifts from thing to experience, 
with influences such as human-centered design, digital 
technology, service design, and the experience econ-
omy (WIPO 2013, Pine 1999), design perspectives on 
gifts have also changed. For example, designers rede-
fined souvenirs as co-creative experiences. Instead of 
the traditional product-centric model of having visitors 
buy souvenirs at the end of the tour, now the services 
are designed in an experiential way to invite visitors to 
participate in the design process as part of the museum 
exhibition. After they finished the tour, they can get a 
customized souvenir. Participation makes them feel 
that if they design a souvenir, the souvenir becomes 
a gift for themselves. For example, Giorgia Lupi’s 
work What Counts (FIG 5), a census data visualiza-
tion project which aims to show the humanistic aspect 
of census data, was exhibited in the Museum of New 
York City. When visitors input their own sentimental 
feelings about New York City, different colors, shapes, 
and textures are generated and encoded into a souve-
nir badge that visitors can print out and take it home. 
Although the logic of personal encoding of information 
into abstract forms is unknown to visitors6, they have 
fun participating and contributing to the exhibition. 

As the experience economy rises, what you buy in the 
gift shop is no longer a physical gift object but a com-
bination of the service and the experience integrating 
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FIG 5. Exhibition Photo: What 
Counts From the website 
Pentagram https://www.
pentagram.com/work/what-
counts/story

FIG 6. Project Photo: 
Telekatessen From Livia 
Sunesson’s portfolio http://
www.tallponies.net/livia/p_
telekatessen.html
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gift packaging and gift delivery. In a normal gift shop, 
consumers pick up gifts, and the store owners help 
to wrap the gift. Norman (2003) discussed that this 
gift experience could be reshaped by delivering gifts 
through seamless services that simplify consumers’ 
gift-giving process and bring surprise to fulfill receiv-
ers’ emotions. A gift service named Telekatesse7 is 
proposed by the Institute for Interactive Design at Ivrea. 
Team members came up with an SMS message function 
which automatically helps givers to inscribe their wish 
messages on a pastry and deliver it to the receiver once 
they come to the shop (FIG 6):

People (gift receivers) receive text message on 
mobile phone telling that somebody you love has 
arranges for you to collect a surprise at a local pas-
ticceria. When you show the message to the shop 
attendant, she hands you a beautiful chocolate with 
a sweet message from your friend crafted on it.

Designers for this gift idea no longer focus on design-
ing the physical object as the gift but the gift-giving 
experience that incorporates both the giver’s prepara-
tions and the receiver’s receptions through interactive 
technology. Nowadays, many consumer goods have 
similar services that are available to customize the gift 
message for the receiver when the giver purchases 
or orders them online. As design practices shrift away 
from packaging, and product design to participatory 
exhibition design, or digital interaction design, design-
ers have been expanding the scope of gift design to 
embrace not only the objects but also the experiences.

In Hendry’s argument, the way we decorate a gift is im-
portant because it facilitates the process of construct-
ing the social performances and routines of gift-giving 

Background
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by integrating the forms and appearance into the gift-
giving experience landscape. In Norman’s argument, 
improving gift delivery service from a user-centered 
perspective is also significant as it directly eases both 
giving processes for gift-givers and receiving processes 
for gift-receivers. 

Building on top of these perspectives that emphasizes 
the design of experience in gift-purchase and gift-
giving, I argue that considering the broader context of 
relational aspects of the gift-giving ecology is critically 
important in designing a system of gift-giving. To design 
for gift-giving is to design for changing relationships, 
because gifts are reciprocal, and they evolve when 
relations change. With reference to the ethnographic 
accounts of the gift from Mauss, design for gift-giving 
does not only concern what gift to give and how to give 
the gift for one-time or one-way giving, but is a dynamic 
gift exchange process for multiple instances based on 
the ongoing and evolving relationships between giv-
ers and receivers. Design for gift-giving also reveals 
the characteristics of gifts and empowers both givers 
and receivers to realize how the gift reformulates their 
relationships. Only by understanding the importance 
of a gift and the exchanged process of gift-giving, are 
people empowered to personalize their gifts and enrich 
their experience of gift-giving. Other than product 
design, packaging design, and user-centered design, 
meta-design helps us to reconceptualize the idea of the 
gift and customize the personal gift-giving experience. 
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2.4 Meta-Design for Gift-Giving

Meta-Design is a mindset that considers users as de-
signers and empowers them with creative tools, activi-
ties, and processes to design for themselves (Fischer 
and Scharff 2000). This design mindset is different 
from the idea of considering design in consumer cul-
ture, which focuses on strengthening the functionalities 
and visual aesthetics based on the promotion and sale 
of products. 

In the traditional consumer mindset, designers create a 
visually attractive appearance to appeal to consumers 
and a unique form to demonstrate product attributes. 
Bloch (1995) proposes a linear causality model to 
understand this relationship between the product form 
and consumer response. First, designers and marketers 
set up goals and constraints for the product form. Influ-
enced by consumers’ tastes, preference, and situational 
factors while using the products, consumers gener-
ate different positive or negative emotional responses 
for the product along with the behaviors of willingly 
approaching them or avoiding them. Although Bloch 
states that future design research practice in consump-
tion domain should incorporate a conjoint study of 
consumer response both in the holistic view of market 
price, weight, and speed in product sales and atomistic 
view of aesthetics in individual preferences, most of the 
design work are still driven by markets sales, customers 
feedback, and responses, treating consumers as mod-

Background
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erators of the product form but not active contributors 
to designing the form together. 

Design plays a significant role in product sales and pro-
motions. However, debates on the relationship between 
designers and consumers are fluid. Traditionally, in Bau-
haus design education, designers predefined the use of 
their products and strictly following rules, but custom-
ers did not necessarily use the product the way the de-
signers intended. Customers’ responses have also been 
shown to evolve as they use products, and different us-
ages are generated by improvisations (Brandes, Stich, 
and Wender 2009). Sander and Stappers (2008) point 
out that consumerism considers the happiness of hu-
man beings dependent on the moment of purchase and 
sees consumers as passive while ignoring that consum-
ers are willing to participate in the production process 
in a very active way. Therefore, a new design mindset 
has emerged as the field of participatory design. It 
invites users into the design process to discuss their 
needs and creates shared understandings. As a result, 
designers can enhance their design acumen while us-
ers are engaged by their personal contributions to the 
results. Additionally, as users’ or consumer’ participants 
become more important, meta-design also emerges 
along with the participatory design practice, but ex-
tends users’ participation beyond the design process 
(Fischer and Giaccardi 2006). This means, meta-design 
creates an open system that empowers users to design 
things for themselves outside the specific design time 
when designers are involved and allow them to modify 
the systems in their use time when designers are left.

Based on the characteristics of meta-design, design 
for users, and changes in the use time, I find there are 
specific advantages to applying this design concept 
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in the gift-giving domain, specifically for interpersonal 
relationships. First, as discussed before, gift-giving is a 
reciprocal exchange system based on personal rela-
tionships. By giving a gift and receiving a gift in return, 
the relationship between the giver and the receiver 
reformulates and evolves. This points to a prior condi-
tion that givers understand what gifts are situated for 
the current relationship and what gifts might help to 
improve the relationship. However, packaging design 
and user-centered design in gift-giving is restricted by 
inspiring and clarifying what constitutes appropriate 
gifts for givers, as they decorate the gift or facilitate the 
gift delivery process only when givers have the idea of 
what gift they want to give or what products have been 
predefined as gifts in the gift shops. It is important to 
point out that there is a lack in the design area of help-
ing givers and receivers to understand the values and 
meanings of gifts and facilitating the decision-making 
process of selecting and preparing gifts based on dif-
ferent relationships and the change of relationships. By 
creating an evolving system, the meta-design approach 
helps to accommodate the change as users evolve. 
What’s more, in crafting an open channel to embody 
individual differences, meta-design could also help to 
decode the richness of the gift if it provides tools that 
encourage open conversations among the givers and 
receivers. In chapters four and five, I discuss details of 
applying the meta-design approach in my design meth-
odology and practice.

Background
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Gifts are altruistic, inalienable, and reciprocal, con-
taining rich values and meanings within the social 
exchange system based on personal relations. How-
ever, the values and meanings behind the gift have yet 
to be explored more deeply, especially in the domain 
of design. In order to implicate the design practice to 
enrich people’s gift-giving experience, we first need to 
understand how gifts are shaped by different elements 
within this social exchange system. In this chapter, I try 
to uncover the first question proposed in the Introduc-
tion: What values and meanings are hidden beneath the 
gift and how are they interpreted and measured by both 
givers and receivers?

In Henry Jenkins, Sam Ford, and Joshua Green’s book, 
Spreadable Media, one section focuses on discussing 
gifts values and meanings in the digital fan environment 
(2013). In the book, authors interpret values by Hyde’s 
concept as “exchange value” for goods and services 
while worth and meanings are investments from indi-
vidual and cultural practices. These investments cannot 
be evaluated with price. In this thesis, I am not going 
to expand their discussion of gifts values in the digital 
media domain, but by appropriating the main catego-
rization among values, worth, and meanings, I explore 
how these three emerge and evolve together from a 
material cultural perspective and how the experience of 
gift-giving contributes in forming them. Based on their 
ideas, I interpret these three types of values that gifts 
have embodied in human history: commodity values, 
individual worth, and cultural meanings. First, the com-
modity values which stand for the exchange value of 
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the property could be simply understood as how much 
the product costs. Second, the individual worth which 
conveys how valuable the gift is to the individual person 
cannot be measured by monetary worth. Third, the cul-
tural meaning which helps groups to distinguish them-
selves with others represents their own identity, belief, 
and other spiritual content. 

Although Jenkins, Ford, and Green do not strictly rede-
fine the words “values”, “worth”, and “meanings” based 
on the material culture of products and the scope of 
study in individuals versus the public at large, separat-
ing the usage of those words in this thesis helps to 
demonstrate the richness and complexity of the gift. 
Additionally, it also helps to clarify future discussions 
about deeper knowledge that are contained within this 
category. I propose that there is an enriching process 
among these factors in the experience of gift-giving.
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3.1 Commodity Values

The first enrichment of turning an object into a gift 
results from the commodity values of the object that 
reflects the human emotions they come to embody, 
such as the long-lasting and human-beneficial materi-
als as durable metals and showy artifacts. Chapman 
(2015) states that, some objects have the capacity to 
record the change of time as people use them. From a 
material cultural perspective, people usually like using 
materials that are durable and long-lasting in making 
and crafting, as they weather time better and can be 
passed down from one generation to another. The ma-
terial should also be flexible enough so that people can 
remold them into different forms and fit different needs 
of usage in their daily lives.

Metals like gold, silver, and platinum are durable 
when they are solid but also flexible enough to remold 
with heat. Their attributes are not only that they are 
chemically stable, but they also embody the special 
characteristic relating to personal usage. In one of 
the Chinese ethnic minority groups, the Miao people, 
for example, silver was made into decorations, orna-
ments, and everyday artifacts for over two thousand 
years. Affected by a history of continuous war, the Miao 
turned the silver coins they had previously used for 
economic transaction into ornaments that were easily 
and shipped so that they could quickly leave from place 
to place without having to leave their material wealth 
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behind. During the long-term usage of silver orna-
ments, the Miao found out that silver can also be used 
to detect poison, purify the water, cure wounds, and 
had other health benefits. Thereafter, silver becomes 
the symbol of wealth, fortune, and high social identity. 
In the first enrichment process, we find that with certain 
attributes, some objects have the potential for people 
to see them as gifts. However, those attributes not only 
include durable, flexible, or beneficial material features 
but the form and functionalities of the object are also 
attributed to commodity values. Further research is 
conducted and elaborated by design research in the 
next chapter.
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3.2 Cultural Meanings

Long-lasting and human-beneficial materials are one 
facet of the elements necessary for emotionally durable 
gifts. But not all gifts are durable. Roses, for example, 
represent love but will perish within days. The rose as 
a symbol of love and passion dates to the Greek and 
Roman iconography. Its meaning was first tied to Venus, 
the goddess of love. Early Christians also associated 
the rose with the virtue of the Virgin Mary. Later in 
Shakespeare’s time, its poetic meaning of romance and 
sexual love was popularized along with his plays. Al-
though the physical features of roses, their color, smell, 
beauty, and thorns refer to a mixed emotional aspect 
of love, their symbolic meanings evolve day by day for 
human use in different fields, religions, traditions, and 
even policies. Therefore, this points to the second en-
richment of gifts that social understandings developed 
historically transcend the instrumental meanings that 
are implied by the nature of materials and transform the 
object into a socially acknowledged gift. 

Let us look at other special gifts - the bread and wine in 
the Christian Eucharist, which is embodied with sig-
nificant religious meanings that greatly outweigh their 
natural attributes as food (Rubin 1991). In a traditional 
Catholic eucharist, by consuming this food, people are 
digesting a spiritual gift, which helps them relieve the 
weight of their sins, and remember Christ and that God 
so loved human kind that he sacrificed the life of his 
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only son to wash their sins away. Based on the argu-
ment of the first enrichment, the physical attributes 
of bread cannot be easily tied with human emotions. 
However, Christian scholars developed a progressive 
path to infuse their religious meanings to the bread and 
wine and construct a ritual practice of partaking in the 
eating of the bread. 

First, Christian scholars refer to the symbolic mean-
ing of wheaten bread from Christ’s words in the Bible 
(Luke 22:20) and interpret the meaning of Christ’s flesh 
to the material of wheaten bread and bridged that in 
their rituals. Then, Christian recognize that the food 
is transformed into the flesh of Christ, and eating the 
food is an act of gratitude to remember the sacrifice 
Christ made. By eating and drinking the flesh and blood 
of Christ, Christian build the connection between God 
and themselves. Based on these religious activities and 
performances, bread and wine are no longer treated as 
gifts for their practical value as food but the symbolic 
acts in the service of Christ. 

Hence, in the second enrichment, cultural meanings are 
generated by religious activities and imbued with the 
practice of gift-giving. In ritual practice, the gift-giving 
is not done by giving the actual value of the gift, but 
other voluntary, irreversible, and other cultural mean-
ings that establish the value of the gift (Bell 2009). The 
cultural meanings of materials are mixed and complex 
based on how they are used and consumed. When 
products are placed in a different social context, just 
as the bread and wine in Christian community, their 
symbolic meanings are changed by the traits of use 
(Pizzocaro 2018). The social use of products provides 
us opportunities to explore pluralistic practices and 
possibilities for future designed objects.
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The first and second enrichments are usually inter-
wound in human history, as people used to demon-
strate their social differences and identities as groups, 
religions, or culture by delivering warmth and welcome 
to newcomers through their traditional and valued 
products. For example, tea plays an important role in 
the global gift-giving culture due to its valuable price. 
Historically, Chinese people view tea as a medicinal 
beverage for enhancing health (Saberi 2010). After the 
rise of tea production with better taste quality in the 
Tang Dynasty, tea was popularized and treated as a 
national commodity that was traded to Japan, Central 
Asia, and the distant European countries. During the 
Great Discovery, tea, as a profitable commodity with 
its elegant aroma and taste, as commended in Europe 
as being “quite refined, which could be presented to 
princes and other great people” (91). Therefore, there 
is no doubt that the nutritional and transactional worth 
of tea also constitutes an important social meaning as a 
gift to build human relationships and cultural ties.

Framework
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3.3 Individual Worth

Other than the first and second enrichment of gifts 
that comes from commodity values and cultural mean-
ings, personal experience also transmute an individual’s 
unique feelings into the material object when people in-
teract with it, and the object is considered as a valuable 
gift when it reflects individual worth. Take the same 
example of tea: though Western culture views it as a 
cultural gift from other countries because of its high 
transactional and practical worth, traditional Chinese 
culture treasures it as a personal gift because it lights 
up the individual spirit and reflects sensory emotions 
and personal relationship in the act of drinking. One 
famous poem, the “Song of Tea”, written by Lu Tong, 
describes the author’s thankfulness for his friend Meng 
Chien who gave him a large package of tea (Owyoung, 
Steven 2008). The author articulates a progressive 
experience of drinking tea. Traditional Chinese do 
not drink tea by using teabags. They love brewing tea 
as the tea flavor and aroma differs depending on the 
amount of time it is brewed. These layers of experi-
ences stir the drinkers’ sensory feelings of taste and 
smell and stimulate the drinker’s mood and memory. 
In the last few cups of tea, the insipid and mildly bitter 
taste reminds the author’s feelings of his past suffering 
and reflects the bitterness of tea workers. The strong 
contrast of tea drinking in the first few cups versus the 
last few cups reflects Lu Tong’s belief that beauty and 
bitterness make the tea a special gift that demonstrates 
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his personal goal in caring about human suffering. He 
wants to share this goal with his friend, who gives this 
package of tea to him and writes this poem down as a 
gift in return. The material feature of tea influences the 
sensory path of drinking and tasting it. Hence, layers of 
sensory feelings arouse the drinkers’ moral examination 
of themselves and draws their empathy to the whole tea 
experience with personal aspirations. The third enrich-
ment results from individual worth that sublimates ma-
terial worth from emotional attachment to personal belief. 

Framework
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3.4 Summary

In this chapter, I presented a framework to interpret the 
richness of a gift from its commodity values, individual 
worth, and cultural meanings from the perspectives of 
the traditional material culture. Most of the gift exam-
ples are still physical. There are limitations in interpret-
ing the relationships among these three without consid-
ering the influence of the current digital environment. 
As Spence’s said in the gift technology, the boundary 
between the commodity values and individual worth 
blurs if we consider digital content as gifts (2019). 
Nevertheless, the classification of gifts values helps 
designers to figure out that most problems related to 
the misunderstandings of gifts values can be clarified. 
What’s more, the framework ignites opportunities for 
designers to create meaningful interventions that could 
facilitate the development of gifts values.

As the major part of this thesis is to apply the knowl-
edge of how to understand the richness of gifts from 
the framework and design a process for givers and re-
ceivers to form their own understanding, I use a design 
research methodology, closed-card sorting, to explore 
details of these three aspects by asking participants 
about traditional gift examples. In the next chapter, by 
interviewing participants with those gift examples, I dis-
cover their concrete expressions of commodity values, 
individual worth, and cultural meanings around gifts. 
These expressions directly serve as a theoretical base 
to design an open system as a meta-design practice.
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In previous chapters, I explore the nature and values of 
gifts and propose a framework to explain the relation-
ship among the values, worth, and meanings of gifts 
from a traditional material cultural perspective. In this 
chapter, I used a design research methodology, closed-
card sorting, to explore how participants viewed and 
evaluated traditional gift examples and answered the 
research question of what decision-making factors 
influence gift preparations. 
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4.1 Participants

Interpretations of gifts and human relationships var-
ied from person to person and context to context. To 
reduce the cultural differences and ease the process of 
understanding worth, values, and meanings in a famil-
iar gift culture, I carried out my research with Chinese 
international students who shared the same cultural 
backgrounds as a convenient sampling methodology. 
Additionally, I implemented this research with language 
in Chinese. Most of them were in their 20s. As the coro-
navirus spreads during March 2020, people were asked 
to stay at home, which made it difficult to recruit more 
participants and implement the research. The quantita-
tive and qualitative results are from the 13 participants 
who had already completed two of the phases of card 
sorting in the February 2020 before quarantine restric-
tions were made mandatory. In total, there were 15 
participants in the closed card-sorting. All participants 
received a stipend after the research session.

Research
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4.2 Closed Card-Sorting

In design research, card sorting as a participatory 
technique is often used as a way to determine the 
content structure of a service or interface, such as the 
information architectures and site directory of a website 
(Hanington 2012). With users’ involvement, the study 
helps to eliminate designers’ bias in understanding cat-
egories. It also helps to generate new insights beyond 
previous understandings. In this research, participants 
have already been given a category of gift values to 
interpret their richness. Compared to other card sorting 
research which does not have clear categories spelled 
out in advance, this research is professionally named 
“closed” card sorting (Sherwin 2018).

First, a set of gifts samples cards were designed by the 
researcher as probes for encouraging research conver-
sations. Conversations mainly focused on how the par-
ticipants interpret the object as a gift. To provoke the 
conversation, subjects were asked to do a first-round 
gift sorting to evaluate how they felt about the objects 
(FIG 7): Does the object make you feel authentic and 
practical? Does it provide the possibility of instilling 
personal meaning? Does it feel fast as a gift? Or very 
slow?8 Thereafter, a short interview was conducted for 
participants to review the sorting process and how they 
understood gift commodity values, individual worth, 
and cultural meanings.
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Second, participants were asked to sort the gift 
samples into different gift-giving situations (FIG 8). 
Situations ranged from different gift occasions within 
different interpersonal relationships. There was no limit 
to the number of gifts they needed to place. The reason 
for matching the gift samples with the situations was 
to uncover how gifts changed based on the changes of 
an ongoing relationship. In this sorting process, I pre-
defined 33 situations ranging from family relationships 
such as marriage, parent-child, and grandparents-
grandchild, as well as other interpersonal relationships 
such as friends, teacher-student, and employer-em-
ployee (Appendix_3 Gifts Examples and Gifts Situa-
tions). As participants placed different gifts into the 
situations, they reflected on how the relational context 
influences their choice of gifts and how they responded 
to the previous values category in these situations.

Research
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FIG 7. Closed Gifts Sorting – Sorting Gifts with Emotional Responses

FIG 8. Closed Gifts Sorting - Placing Gifts to Gifts Situations
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4.3 Gift Samples and Gift Situations

There were 120 gift samples in total, selected from Am-
azon Gift Finder (a gift list on Amazon), Instructables 
(an online community for people who love making and 
crafting), and the author’s experience. Based on the gift 
sources, I categorized them into three groups, material 
commodities (gifts bought from stores like Amazon); 
self-made gifts (gifts made by gift-givers themselves); 
and experience (gifts for celebratory occasions or 
events). A small sample of the gifts are listed below 
(Table 1). When participants sorted gifts samples, they 
were unaware of this gift category. Gifts examples are 
printed on the cards with different colors, and a post-it 
note is stuck on the blank of the card with criteria sec-
tions for participants to vote.

In the second phase sorting, when participants were 
asked to match gift samples to the gift-giving situa-
tions, 11 situations were selected from a total list of 33 
situations. Within those situations, relationships ranged 
from couple, husband-wife, parents, to grandparents 
(Table 2) to explore how participant gift selections 
based on different relationships. All situations were 
placed in time order. Interviews were taken later to 
understand what the participants thoughts about why 
some gifts were given in some relationships-specific 
circumstances, but not in others.

Research



46     Enriching Gifts

Table 1. Gifts samples (view all examples in Appendix _3 Gifts 
Samples and Gift Situations)

Category Sources Gfits Examples

Material 
Commodities

Amazon Gift Finder:
https://www.
amazon.com/gcx/
Gifts-for-Everyone

A heat changing mug, 
a pen, a glowing lamp, 
family pyjamas, winter 
gloves, throw pillows, 
scented candles. With 
a total of 64

Self-made
Objects

Instructables:
https://www.
instructables.com/
projects/

A tin of wishing stars, 
homemade cookies, a 
printed T-shirt, hand-
written calligraphy gift 
card, a printed photo 
album. With a total 
of 36

Celebratory
Events

Personal experience 
and friends’ 
examples

A big dinner, a movie, 
an art exhibition, a 
bike tour, a series of 
baking class, yoga 
class, a concert, a 
luxury massage. With 
a total of 22
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Relationship Situations

Couple A gift for someone you have a crush on. You 
have a friend whom you have had a crush on for 
a long time, but he or she does not know how 
you feel. On Valentine’s Day this year, you plan 
to give him or her a gift to show your feelings. 
What gifts would you prepare?

A gift to your girl/boyfriend. Today is your first 
Valentine’s Day since you have been together, 
so you would like to give him or her a gift. What 
gifts would you prepare?

A gift for a marriage proposal. A gift you 
prepared for him or her when you proposed. 
What gifts would you prepare?

Husband-wife A wedding anniversary gift. On your first 
wedding anniversary, you would like to give 
your partner a gift. What gifts would you 
prepare?

A gift to apologize. You two have a big quarrel 
over something. So, you would like to give a gift 
as an apology. What gifts would you prepare?

Table 2. Gifts Situations (view all situations in Appendix _3 Gifts 
Samples and Gift Situations)

Research
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Relationship Situations

You to your 
mother or 
father-in-law

A greeting gift. For the first time when you visit 
your mother or father-in-law, you would like to 
give them a gift. What gifts would you prepare?

Child-parents A birthday gift. You would like to give a gift to 
your mom or dad for their birthday. What gifts 
would you prepare?

A wedding anniversary gift. On your parent’s 
wedding anniversary, you would like to give 
them a gift. What gifts would you prepare?

Parents-child A wedding gift. On the wedding day of your 
child, you want to give him or her a gift, 
blessing for a happy future. What gifts would 
you prepare?

Grandchild-
grandparents

A birthday gift. On grandparent’s birthday, you 
want to give them gifts. What gifts would you 
prepare?

Grandparents-
grandchild

A birthday gift. On your grandchildren’s 
birthday, you would like to give them gifts. What 
gifts would you prepare?
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4.4 Quantitative Results

In the first gift sorting process, participants voted 
based on questions about their feelings about the 
objects, quantifying the counts of questions to each 
gift sample. I used the software RAW to visualize the 
data with circle packing. Then, I use color to differenti-
ate types of responses. The orange color represents 
participants’ responses that the gift is full of personal 
meanings. The green and gray color represent slow and 
fast of participants’ sensory emotions to the gift. The 
blue color represents participants’ responses that the 
gift is authentic and practical. These quantitative data 
reveal two layers of interpretations. First is the distribu-
tion of emotional responses to each gift sample9, re-
flecting how people felt about the gifts (FIG 9). Second 
is the distribution of emotional responses to each group 
of gifts, demonstrating what emotional patterns are for 
material commodities, self-made objects, and celebra-
tory occasions (FIG 10). 

Based on this sorting results, we found that participants 
response differently in different types of gifts. However, 
in some gift samples, participants showed individual 
preferences that did not conform to the feelings of the 
majority of the group. For commodity gifts purchased 
from gift shop, the majority of respondents thought 
them authentic and practical. For gifts that were made 
by the givers, participants felt they were more personal. 
For gifts that were celebratory events, participants also 
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felt they were more personal than practical. 
In the second gift sorting process, participants who had 
completed the previous sorting process began to place 
appropriate gifts into 11 gift-giving situations, cluster-
ing a selection of gift choices into specific situations. 
By doing this, the emotional responses gathered on 
the gifts were aggregated, resulting in a distribution of 
emotional responses10 in different situations (FIG 11).

From the visualization above, we can see that in differ-
ent relationships, the emotional responses for the gifts 
are different. In romantic relationships, gifts are more 
personal. But in the parent-child relationships, partici-
pants prefer more practical gifts. Even in the same rela-
tionship, there was a variation in the emotional respons-
es. In the parent-child relationship, gifts for parents on 
birthdays are practical, but gifts for parents’ wedding 
anniversaries are more personal. Additionally, it is also 
interesting to find that, in Chinese culture, practical 
gifts are preferred to show gratitude and kindness 
between parents and children, and between grandpar-
ents and grandchildren. Other than the distribution of 
emotional responses, we also find that the number of 
gift choices vary considerably. When the situation is 
very individual and intimate, such as wedding anniver-
saries, marriage proposals, or apologies, the number of 
gift choices is smaller compared to the number in other 
gift-giving situations. A possible reason for this is that it 
is more difficult to find a gift that represents a sense of 
significance for these gift-giving situations.

Research
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4.5 Qualitative Results

During the semi-constructed interviews, along with the 
card sorting process, participants not only reviewed the 
gift examples listed on the probe cards but also talked 
about their real gift examples from their own experi-
ences with gift-giving outside the card sorting activity. 
In the following sections, I reinterpret the framing of 
gifting in terms of commodity values, individual worth, 
and cultural meanings by combining the previous quan-
titative results with qualitative results, including partici-
pants’ reflections on the gifts examples and the inter-
pretations of their own gifts. As part of the results of 
this thesis, I also develop a decision-making category of 
gift-giving, which shows concrete expressions of three 
types of gift values, especially what kinds of things are 
directly associated with them from a material cultural 
perspective (table 3).

Designers from different fields easily mixed up us-
ing words among “materials”, “products”, and “things” 
to interpret their design deliverables. To explicate the 
meaning of those words, I refer mostly to Hugh Dubber-
ly’s argument that “products” are mass-produced and 
commercial objects, while “things” are a broader term 
that includes products, services, and even experiences 
and systems (2017). However, other than products and 
things, I refer to “materials” as natural materials that 
are used to make up of “products” in traditional design 
disciplines (Pizzocaro 2018).
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Table 3. The Taxonomy of Gifts Values

Values Concrete Expressions

Commodity 
Values

Materials

Functionalities

Appearance

Individual 
Beliefs

Unique 
Emotions

Sensory 
Fulfillment

Public 
Engagements

Religious 
Beliefs

Materials that are durable, 
priceless, or valuable

Products that are practical 
or usable

Products that are beautiful 
or visually appealing

Things that reflect individu-
al visions

Things that reflects affec-
tion, respect, nostalgia or 
other individual emotions

Things that impact or fulfill 
human sensory feelings as 
a consummation

Things that bring people 
together with engaging 
experience

Things that provoke spiri-
tual understandings and 
solidify group relationships

Individual 
Worth

Cultural 
Meanings
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4.5.1 Commodity Values: Materials, Functional-
ities, and Appearance

The question about whether gifts make people feel 
“fast” or “slow” is to understand if the pace of using 
products will influence givers’ decisions of choosing 
them as gifts. Humans build connections with objects 
by unfolding them over time. And the pace of using 
them displays their personalities. From the interviews, 
a direct response to “fast” is how the product is ex-
perienced trough time, whether the time refers to the 
period that the product is used, felt, or made. Prod-
ucts that are made up of those durable materials also 
have the capacity of recording time. One of the real 
gift examples, the leather key charm mentioned by the 
interviewee, tells how the gift is durable, which also 
makes him think it is “authentic and practical” (Appen-
dix_1 Real Gifts: gift example1). 

Other than durability, there is another determinant for 
people to build dependency on products, which is their 
practical utility for everyday uses. From the interviews, 
most participants saw material commodities as “authen-
tic and practical” because they think that those gifts are 
useful. For example, one interviewee thought gifts for 
seniors should be good quality because of the likeli-
hood of their frequent use. Previously, her father had 
an Android phone that was slow and difficult to use. 
On her father’s birthday, she gave him a new iPhone. 
Although it was much more expensive than the previous 
one, the new iPhone was easier to learn and use. 
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Manzini (2001) states that using a product is like peel-
ing an onion: 

Some products allow the user’s perception of them 
to change over time, either by a certain richness of 
detail or by slowly unfolding, thus displaying more 
ides of their personalities. They reveal their layer like 
an onion.

 
Durability and functionality are attributes that dscribe 
the experience of forming a habit. Hence, if the af-
fection, love, gratitude, and other feelings about the 
relationship are attached to a durable and functional 
product, these emotions speed up the process for the 
receiver to use them and build a dependency within 
their everyday lives. However, not all physical products 
are durable and usable. Some products are considered 
as gifts due to their visual appearance. Another real 
example, which is a Burberry key charm, shows that 
some participants also love products that are exquisite, 
beautiful, and adorable even though they get dirty eas-
ily (Appendix_1 Real Gifts: gift example2).

From the gift sorting data, the material commodities 
ranked first with a voting score of 4.50 in the “authentic 
and practical” section where another two types of gifts 
only get the score of 3.33 and 3.00. Most participants 
who vote for this response had the same sentiment 
that, “Usually, expensive products have high quality. 
They are more practical than the self-made object and 
celebratory events”. This understanding of the relation-
ship between monetary values and product function-
alities seems to be consumeristic. But one interviewee 
also said, “I will not buy those products for daily use 
because it is expensive, I have alternatives. But they are 
what you want. If other people buy them for you, they 
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are gifts.” From this interpretation, we can also under-
stand that gifts are not the necessarily what we need, 
but the satisfaction we derive from getting something 
we want. The commodity value of a gift is still a signifi-
cant factor in measuring the strength of a relationship.

In this section, I extend the content of the commodity 
values of a gift from its material durability to its product 
functionalities, monetary values, and its visually attrac-
tive appearance. It is not surprising that most of the gift’ 
examples are commodity products that can be pur-
chased from stores. These examples also solidify the 
previous hypothesis that commodity values can elevate 
an object to a gift by its materials, functionalities, 
and appearance.
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4.5.2 Individual Worth: Personal Beliefs, 
Unique Emotions, and Sensory Fulfilments

In the Framework, I consider individual worth as values 
grown from personal experience that transmute an indi-
vidual’s unique feelings into the material object when a 
person interacts with it, and the object is considered a 
gift when it reflects individual worth. From the previous 
example, tea is a gift that reflects the personal beliefs 
of traditional Chinese intellectuals. From the interviews, 
two examples from the real gifts, the Sailor Moon music 
box for a close friend and a set of LEGO for a someone 
the individual had a crush on (Appendix_1 Real Gifts: 
gift example3 and 4), show that childhood memories 
and personal affections are other individual perspec-
tives that are transmuted into the material object. When 
the material objects reflect unique emotions from those 
perspectives, the objects become gifts. Giving gifts 
that focus on the receiver’s preferences helps the giver 
build trust and intimacy with the receiver.

On the other hand, if the giver and the receiver have 
these unique experiences together, the gift can also 
become a physical connection that arouses memories 
their precious moments, such as another example, the 
collective photo album (Appendix_1 Real Gifts: gift 
example5). The photo album is of no significance to the 
receiver without the personalized memories and shared 
experiences inserted into it by the giver. Although these 
three gifts are also consumer products, they are not 
viewed as gifts because of their materials, functional-
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ities, and appearance in themselves. They become gifts 
because of the individual experience of the receiver or 
other relevant events imbued into them. 

Other than some commodity examples from the real 
gifts, the gift-sorting data shows that the self-made gift 
(a voting score of 5.06) and the celebratory occasions 
(a voting score of 4.26) are “full of personal meaning”. 
Both their votes are much higher than the material com-
modities (a voting score of 2.03). The self-made gift 
has the highest emotional value for in inserting people’s 
personal feelings into an object because the giver in-
vests time and effort into making the gifts themselves, 
which is beyond the realm of monetary value. Mayfair 
Yang (1994), in her book, Gifts, Favors, and Banquets, 
explains how Chinese people value personal effort and 
labor embodied within a gift for a close relationship: 

Personal efforts and labor are also called ‘heart and 
blood’ (xinxue); therefore, when these are given in 
the form of gifts, favors, or banquets, they signify 
a transfer or penetration of personal substance to 
another (195). 

The relationship cannot be monetarily accounted for 
because the givers’ hearts and blood are invaluable. 
Spending time and effort to prepare a gift is an act by 
the givers that transmute part of their substances into 
the gift. Compared to consumer products, self-made 
gifts reflect a substantial emotional debt that the sub-
ject of the giver cannot easily separate from the ob-
jects. Even though sometimes the self-made gift is poor 
and tatty from its appearance, these characteristics 
represent the inalienability of gifts.
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However, other interviewees also mention the dark 
side of the self-made gift. These gifts are embedded 
with personal effort and labor, but if the gift does not 
satisfy receivers’ expectations, it puts an extra onus on 
the receivers. Moreover, although personal gifts reflect 
an individual’s unique meaning, once the relationship 
is broken, these gifts will remind the receivers’ of this 
failure and become challenging for the receivers to deal 
with in the future. In the preceding interview with the 
owner of the customized photo album, she expressed 
the dilemma of organizing these gifts. The gift was 
so unique that it reminded her of previous romantic 
memories, but that memory was a sad one and so the 
object made her sad. Hence, the individual worth of a 
gift helps to solidify interpersonal relationships but also 
reveals its loss once the relationship is broken. 

The gift data also points out another aspect of the 
individual worth of a gift, that of the sensory fulfillments 
that resulted from celebratory events. In this type of 
gift, participants said: “I love the experience of skydiv-
ing and a helicopter flight because it is challenging” 
(each of them had the highest vote in “fast” with the 
score of 7) “I prefer learning including learning flowers 
arrangement and learning instruments” (the former has 
a high score in “slow” of 6, “authentic and practical” of 
4, and “personal meanings” of 4. The later has a high 
score in “slow” of 7 and “authentic and practical” of 5). 
These experiences are also considered as good gifts 
from participants. According to the aesthetics theory 
of John Dewey, having experiences also embodies the 
beauty of the experience when they are fulfilled:

Under conditions of resistance and conflict, aspects 
and elements of the self and the world that are 
implicated in this interaction qualify experience with 
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emotions and ideas so that conscious intent emerges 
(1980, 36).

Referring to Dewey’s philosophical arguments, complet-
ing the experience of skydiving and helicopter flight 
generate internal conflicts and resistance as they re-
quire participants to overcome fears. Additionally, after 
completing the learning experience of arranging flower 
and instruments, participants develop skills and com-
petencies to engage themselves within the experience. 
As emotions develops, the sensory fulfillment of the 
actions, feelings, and meanings within the experience 
generate worth that is inalienable to the subject who is 
undergoing the experience. 

In this section, I expand the content of the individual 
worth of a gift from personal beliefs to unique emo-
tions and sensory fulfillment. Things that reflect these 
individual unique feelings range from physical objects 
to immaterial experience. For personal beliefs and 
unique emotions, they are immaterial attributes which 
are given by givers’ and receivers’ past experiences. For 
sensory fulfillment, it is integrated within the experi-
ence that is completed as a celebratory event by givers 
and receivers. Compared to the first enrichment of gifts 
which are choreographed by the object’s values, the in-
dividual worth enriches an object to a gift by individual 
experiences from both givers and receivers.
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4.5.3 Cultural Meanings: Public Engagements 
and Religious Beliefs

In this section, I discuss how culturally dependent 
things transcend natural attributes and influence 
people to form a shared understanding of those things 
that are considered as gifts. The former word “things” 
refers to different forms of cultural practices. In this 
article, it includes public engagements and religious 
activities. “Things” are physical products or immate-
rial experiences that are acknowledged as gifts. In the 
Hypothesis, I explore religious activities as one of the 
factors that endow other symbolic values to a gift. In 
the card sorting, we find another factor: public engage-
ments that also impact the meanings of gifts.

During the interviews, when participants are asked 
“what objects make you think they are naturally con-
sidered gifts?”, most of their answers are “99 roses”, 
“chocolate gifts basket”, “tea” and “a printed photo 
album”. The former two are usually considered as gifts, 
especially in a romantic relationship. As discussed in 
the Hypothesis, tea is also considered as cultural gifts 
in transaction history. Other than these gifts, another 
real example, the red envelope (Appendix_1 Real Gifts: 
gift example6), is also considered as a common gift for 
Chinese people.

It is interesting to find that lots of Asian cultures, 
including China and Japan, have the tradition to wrap 
money into an envelope as a way to deliver happiness, 
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luck, fortune, and other cultural meanings (Yang 1994; 
Rupp 2003). For Chinese families, the activity of giv-
ing lucky money usually takes place during the Spring 
Festival or other special events such as weddings. 
Inevitably, many ethnographic, journalistic, and ethi-
cal investigations has studied the relationship between 
corruption and the red envelope in the practice of gift-
giving. I step this issue aside in this thesis and explore 
the positive effects of giving red envelope as a public 
engagement activity in society.  

When WeChat (a mobile digital application designed 
by Tencent) developed the function of sending a red 
envelope in the WeChat group, sending a digital red en-
velope became a social technique to encourage group 
participation in China (Wu and Ma 2017). One interview-
ee said the “WeChat envelope” is a social gift to break 
the ice, start conversations, or exchange greetings with 
others. The WeChat red envelope allows the user to 
wrap no more than 200 yuan into a virtual envelope and 
set the number of recipients. Once the user sends the 
envelope to a WeChat group, members in the group can 
split and get the money if they snap it up quickly before 
it runs out. To add more fun elements in this function, 
the WeChat team also updates the strategy of distribut-
ing the money if the user wants it to be split up evenly 
or randomly. Different forms of giving the digital red 
envelope are also designed to engage the public. One 
interviewee mentioned that in 2014’s Spring Festival 
Gala Evening, he sat in front of the television and shook 
his smartphone to grab the red envelope, which was 
sent by the host of the party. Wu and Ma (2007) list ex-
amples and explanations about the popularity of these 
WeChat red envelope experiences in Chinese and their 
positive effects on group relationships:
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…though people have little control over whether oth-
ers would accept their gifts and/or act, if expected, 
as a return, they tend to show their sincerity through 
the gifting behaviors. For example … a person in the 
alumni activity group G1 posted a red envelope say-
ing, “People from Beijing, let’s show our agreement.” 
Soon a relay of Red Packets occurred. Many people 
try to show their support if accepting a request-relat-
ed gift, by either performing the intended behaviors 
(sometimes with screenshots as a proof) or giving 
verbal feedback (2244).

Participants in their study said that they did not mind 
the exchange value of the red envelope but appreciated 
the “social messages conveyed through it, especially 
in groups consisting of close ties”. This example of the 
digital red envelope tells us that the joy of fun and play 
generated by this service outweighs people’s traditional 
understanding of using money to measure the strength 
of bond in an interpersonal relationship (Rupp 2003). 
As people usually consider capitalized investments 
such as money, credits, and debts as “cold” and imper-
sonal (Cheal 1988), the practice of gift-giving on public 
platforms endows them with other cultural meanings 
that are emotional and intimate.

The WeChat Red Packet money is a digital gift-giving 
practice that adds cultural meanings to the instru-
mental meanings that are implied by the nature of 
money. This transformation of giving red envelopes as 
a personal blessing to delivering digital envelopes as a 
public engagement also shows how the current digital 
environment enriches the traditional artifacts from the 
participatory economy. This also reflects the previous 
discussion about the digital gift and gifts values in the 
digital environment from the book, Spreadable Media. 
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Here, I described a digital gift example to illustrate how 
“individual worth” is transformed into “cultural mean-
ings” by the influence of digital media, Jenkins, Ford, 
and Green (2013) interpret another path where “worth” 
of digital content creates commercial “values”. For 
example, when individual comments and content (fan’s 
gifts on the web) are aggregated in the community, 
there is potential for generating monetary services. 
However, it is also counterproductive when that content 
is labeled monetarily as web users also regard investing 
their individual sentiments into a commercialized plat-
form less worthy of their time. This dynamic between 
“values” and “worth” seldom takes place in the interper-
sonal relationship within a traditional social context.

In this section, I expand the content of cultural mean-
ings of a gift from religious beliefs to public engage-
ments and discuss the influence of the digital environ-
ment in reshaping gifts meanings. Resulted from the 
mixed influences of cultural practices and digital media, 
most things that provoke gift meanings are no longer a 
single product or physical objects but activities, per-
formances, and services that are involved with groups 
of people. The social meanings are much more difficult 
and complex for people to understand if they are not 
attuned to the cultural environment. The cultural envi-
ronment that I talked about here represents the back-
ground of traditional red envelopes from the example of 
the WeChat Red Packet Money and the digital fan com-
munity from the example of user-generated content. 
In the design practice of gift-giving, it is relatively easy 
to find the design implications of how to improve the 
individual experience of gift-giving from the aspects of 
commodity values and individual worth because design 
practice evolves and develops quickly through market 
responses and individual feedback. But it is difficult for 
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designers to gain the design acumen of cultural mean-
ings without osmosis in the cultural context. Hence, 
meta-design takes advantage of the open system that 
empowers the giver and receiver to think of their own 
gifts within their cultural context.

In this chapter, I expand the details of gift commod-
ity values, individual worth, and cultural meanings by 
conducting closed card sorting research and semi-con-
structed interviews. The framework is transformed into 
the decision-making factors to help designers under-
stand how givers and receivers prepare and select gifts 
and what kinds of gifts are available in design interven-
tions. Along with the card sorting process, gift example 
cards and gifts situation cards were created as probes 
to provoke participants’ interviews in understanding the 
relationships between the different gift forms, values, 
and situations that comprise gift-giving. In the next 
chapter, I utilize these materials and create a game for 
participants to discuss their different understandings 
of gifts through play. I also design a gift portrait website 
along with the game, which shows quantitative and 
qualitative results from this research.
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Gift-selection is a decision-making process. The result 
comes from an overall consideration of factors from 
givers to receivers. Although the framework of a gift’s 
worth, values, and meanings help us to identify how 
things are considered as gifts when it comes to a 
personal gift-giving situation, it is a very personal and 
private thing, and therefore challenging for outsiders to 
give gift advice. Other than the design approaches from 
user experience and product design that help to facili-
tate the experience of gift-giving, this thesis explores 
another design approach from meta-design. I propose 
to create an open system for givers and receivers to 
discuss their appropriate gifts in different gift-giving 
situations. In this chapter, I introduce a gift-giving game 
and a gift portrait website as tools to help the gift givers 
and receivers. Both collaborate and construct a meta-
design service to improve the experience of gift-giving.
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5.1  A Gift-Giving Card Game: The Best Gift

During the previous card sorting research, I explored 
another methodology to uncover gifts’ commodity val-
ues, individual worth, and cultural meanings by asking 
participants to discuss their different interpretations of 
gifts. I designed a gift-giving card game that creates a 
richer and more comfortable environment for partici-
pants to bring up conversations on different interpreta-
tions of gift-giving (FIG 12). While developing this game, 
I realized that the gift-giving game itself becomes an 
independent and effective design practice for partici-
pants to tell differences and build a shared understand-
ing of gifts. The goal of this tool is to close the gap be-
tween gift preparation and gift giving by helping people 
to create shared meanings attached to gifts. The game 
will serve as a ritual between group members, so that 
the meanings can evolve as the relationships between 
people change and develop over time. In this section,    
I discuss the iterative process of how the game is devel-
oped and what participants have learned from playing 
this game.

Traditionally, design games are one of the participatory 
design methodologies that bring designers and users 
together to conduct research for further design discov-
eries (Vaajakallio and Mattelmäki 2014). In a real game 
the player participates for fun and competition, but a 
design game is more like a tool for designers to have 
conversations, build understanding, and explore design 
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FIG 13. Game Materials

FIG 12. Playtest 11/22/2019 Game Version 1.2
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alternatives. Usually, a design game needs a facilitator 
to set up goals and limitations, observe and document 
players’ thoughts, and actions during the play. The 
mechanism and strategy of playing the game is not to 
form a competition but to construct dialog and conver-
sations for participants to explain their understanding 
and feelings through the game journey: for example, 
a role-playing game in a patient-doctor visit scenario 
where participants play the roles of patient, doctor, 
nurse, and other stakeholders to fulfill the visit journey. 
Compared to design games, game design is a larger 
field of design in creating games including card games, 
board games, sports, and video games. These games 
take place outside a design research scenario, and 
players play them for fun in their everyday lives. To fulfill 
the goal of empowering gift-givers and gift-receivers to 
find appropriate gifts based on their relationships, I de-
velop a gift-giving game which was previously used as 
a design game for design research but finally became a 
game that gift-givers and gift-receivers can play in their 
everyday lives.

5.1.1 Participants

As this game was developed along with the closed-card 
sorting research, most of previous participants also 
played this game. To broaden the group of subjects 
in the playtests, I also invited participants who share 
different cultural backgrounds. In total, the game has 
been tested eight times among 17 student players, one 
Chinese family, and one American family. Playtests 
are taken with languages in either English or Chinese. 
Details of the demographic information are in the Ap-
pendix_4 Playtest Record.
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5.1.2 How to Play

An overview of the gift-giving game: The Best Gift is to 
ask players to play different roles in a series of gift situ-
ations to give and receive gifts from each other. Players 
choose the best gift that they agree on based on roles 
and gift situations. The player who has given gifts that 
are chosen the most by other players wins the game. 
In this game, I use the gift examples cards and the gift 
situation cards as game materials, which were designed 
for the card-sorting process.

Steps to play:

1. Players take turns playing the gift-receiver role. All 
the other players are the gift-givers.

2. The first receiver picks one gift situation and 
reads the roles aloud. The situation gives a case 
of gift-giving and explains the relationship be-
tween the giver and the receiver, such as a birth-
day gift for parents given by their child.

3. Gift-givers choose one gift card from their hands 
that they think is the most appropriate one based 
on the situation and give it to the receiver.

4. The receiver shuffles the gifts and displays them 
one by one. The gift-receiver articulates how they 
feel about the gifts and score the gifts with points 
ranging from 1 to 4.

5. As the receiver chooses their favourite gift, and 
the giver of that gift receives rewards correspond-
ing to how many points the gift earns.
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6. Players refill their hands with 5 cards. Then, an-
other player plays as the gift-receiver.

7. After N play rounds, the player who gets most 
rewards wins the game.

Review the full description of the game rules in 
Appendix _2 The Best Gift: Game Rules or History 
Versions (table 5).

The main strategy of this game is adopted from a party 
game named Cards Against Humanity11. This card game 
applies a simple mechanism that by comparing different 
answers to “evil” questions, the players who give the 
funniest answer win. Its simplicity, as well as uncertain-
ties, appeals to players who can learn it easily and have 
some fun with their friends. 

To have fun in The Best Gift, guessing is one of the 
strategies to reveal the secrets of personal gift-giving. 
When gift-givers are selecting their gifts, they expect 
that the gift-receiver may choose their gift. Gift-givers 
make their best decisions to bid a win based on how 
well they understand the gift-receiver. Whether play-
ers understand each other, the game becomes a hook 
that elicits the interest of the gift-giver and the gift-
receiver. During the game, gift-givers get to know more 
about the preferences of the gift-receiver when he or 
she explains their choice. To win the game, the player 
must know better than other players about people’s gift 
preferences. Hence, the game aims to let players build 
a better understanding of each other in order to win.

However, compared to the Cards Against Humanity 
game, the content of the Gift-Giving Game is not funny 
enough for players to play, especially because the gift 
examples and situations which were previously used for 
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card sorting were a little bit serious and boring. During 
a series of playtesting, players also come up with differ-
ent gift situations that were more interesting for them 
to engage in. In the following section, I elaborate on the 
iterative process of developing the game, especially 
how the playtest and reviews helped to improve the 
content, strategy, and rules of playing the game. 

Table 4. Card Terminology

Gift Cards There are two types of gifts, a normal gift card, 
and a blank gift card. The blank gift card has 
no description, which means the giver can write 
down gifts they come up with when playing the 
game.

Situation 
Cards

The gift-giving situation is written on the card. 
It also articulates the relationship between gift-
givers and receiver. In most cases, their roles 
are based on the gender of actual players.

Rewards 
Cards

One card represents one reward you would like 
to give. There are no special meanings for the 
types of emoji and icons.
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Game Version Updated Rules and Materials

Version 1.0

Version 1.1

Version 1.2

Version 2.0

Version 2.1

Add blank cards into the gift cards deck. If 
players draw a blank card, they can write down 
any gift on the card and give it to the receiver.

Remove any gift score or gifts categories that 
are printed on the gift cards; Add the Score 
rule: gift-receivers score the gift they choose; 
Add the Discard rule: in each round, players 
can discard all cards and draw again

Add the Challenge rule: in each round, each 
player has one chance to challenge the result 
and convince the gift-receiver to pick the gift 
given by him or her; Add rewards cards: at the 
beginning of the game, each player selects 
the token, which represents the score of 
their favourites for the gift. They need to give 
rewards to the gift-giver who has given the gift 
that they chose;

Change the Winning rule: with different 
numbers of players, the number of gift cards in 
hands and the number of rounds played change 
correspondingly; 

Table 5. History Versions

Design
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Game Version Updated Rules and Materials

Version 2.2

version 3.0

Update new gifts cards, some of them are 
collected by players who write down new gifts 
on blank cards; Update descriptions and roles 
information in all gifts situations cards; Cancel 
the Challenge rule;

Add the gift question box: 17 gift related 
question are written down on a strip of paper 
that is then folded; Add Story rule: after one 
round is played, each player selects one gift 
related question from the box, answers, and 
shares their feelings with others.
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5.1.3 Playtests and Reviews

When players are playing the game, what values are 
embodied in the gift are difficult to measure or under-
stand. But if you rate their satisfaction of a gift on a 
four-point scale, players will agree on a set of inexplicit 
values for the scores. This mechanism is a good way 
for people who are not familiar with each other to get 
to know each other quickly. In the original version of 
the game (FIG 14), each gift card had a corresponding 
score from 1 to 4 printed on the upper right of the card. 
As the commodity gifts are products found from the 
Amazon Gift Finder, I scored those gifts based on how 
much they were. Referring to the degree of difficulty of 
making the self-made objects from the website Instruc-
table, the self-made objects were also scored from 1 to 
4. For the gifts of celebratory events, I score them from 
1 to 4 by the number of votes from participants in the 
card sorting process. During the early playtests, players 
did not understand how the score was given, and some-
times, they did not agree on the idea that the amount 
of score should be predefined. Just as players said, “it 
is individual to score the values of each gift”. Then, I 
removed the given score and let the players give scores 
of their own. As they played the game, the players start-
ed to agree on a set of inexplicit values for different 
points. It was interesting to find that most chosen gifts 
that they score earn points ranging from 2 to 3. They 
often gave the gift that they chose two points, if it was 
barely satisfactory. When the gift-receiver selected the 
best gift from the other gifts, they usually thought that 

Design
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FIG 15. Playtest 11/22/2019 Game Version 1.2

FIG 14. Playtest 10/19/2019 Game Version 1.0

FIG 16. Playtest 12/27/2019 Game Version 2.0



79

the points for the best gift should be higher than the 
point for the other unselected gifts. As players consid-
ered that other gifts were worth one point, they felt that 
the best gift they select should be at least two points. 
On the other hand, if they found a gift they preferred, 
they often awarded that gift three points. Therefore, 
one point was seldom given in this situation, and four 
points were only given if the gift was a real surprise to 
the gift-receiver. Although scoring the values of a gift 
simplifies and overlooks the richness hidden beneath, 
the number of points sends a direct message of like 
or dislike to the gift-giver and help players to build a 
simple consensus of others’ preferences. 

When a gift-receiver has more knowledge about the gift 
preparation processes, they start to consider the givers’ 
feelings, and their understanding of the gift thus earns 
more points. In the game version 2.0 (FIG 15), I added a 
Challenge rule in the game. It offered each player one 
chance to challenge the result and convince the gift-
receiver to pick the gift given by the challenger. Usu-
ally, receivers could not easily understand the meaning 
of the gift given by the givers as the gift needed to be 
decoded. In the previous discussion, two options were 
mentioned that could help a gift-receiver to understand 
the richness of the gift: the first is for the gift-giver to 
explain the reason why they chose this particular gift 
when presenting it; the second is for gift-receiver to 
understand the gift and build emotional dependence by 
using the gift every day. By applying the Challenge rule, 
the result is positively shown from some playtests that 
gift-receivers who better understood the background 
story of the gift preparation processes gave the gift a 
higher number of points. However, if challengers tried 
to convince the receiver to choose a gift, which was 
considered a worse gift or barely satisfactory choice, 

Design



80     Enriching Gifts

the receiver did not switch to the challenger’s offering. 
This finding tells us that explaining the back story to a 
gift is only worth it if it is appropriate for the situation. 
The gift-giver should basically understand whether gifts 
are considered poor or barely satisfactory to the receiver.

During the playtesting, the Challenge rule was effec-
tive at the beginning when it was introduced to players. 
However, gift-givers started to get clever about gain-
ing more points when they realized that gift-receivers 
had difficult making decisions if there were several 
appropriate gifts. Sometimes, players who were good 
at storytelling took advantage of this rule to convince 
gift-receiver to change their gift or increase the score. 
In one playtest, two gift-givers started to argue about 
how much effort they put preparing their gifts. The gift-
receiver became increasingly frustrated about choosing 
the best one. When more players learned to gamify the 
situation, I decide to eliminate this rule for the final ver-
sion as I could not find a good approach to avoid 
this situation.

Players with different relationships influenced the ex-
perience of playing the game. In most playtests, players 
were the same participants that partook in the previous 
card sorting research. They were mostly in their 20s, 
and most of them were students and friends. The game 
worked very well for students, as it was very easy to 
understand and play. Even if some people were unfamil-
iar with each other, the game helped them quickly get 
to know others’ preferences and characteristics through 
the game play. Even for some players who had already 
know each other for a while, the game also revealed 
some unknown facts that surprised them. 
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To test out how this game is played in other relation-
ships, I also invited two families to play the game. One 
was a Chinese family; the other was an American family. 
Players in both playtests ranged from grandparents, 
aunts, parents, and children. In these two playtests, 
things played out quite differently in comparison with 
other playtesting with students and friends. It seems 
like family members are less willing to listen to one 
another’s thoughts, and they did not place themselves 
into the roles that were assigned for the gift various 
situation. Student players imagined their roles as grand-
parents in giving a birthday gift to their grandchildren. 
Most of them loved choosing digital play devices and 
interesting celebratory events as gifts. In a Christmas 
gift for other family members, the student players also 
happily play their roles as the mother or father of the 
family and choose gifts such as family pajamas, a fam-
ily camping canvas, or other gifts. They explain their 
thoughts with a magisterial authority of the head of 
the family. However, although family players were less 
interest in role-playing, they still selected and give gifts 
to others based on their personal preferences. In the 
playtest among the Chinese family members, an aged 
person (the grandfather) gave the receiver (the mother) 
Chinese chess in the situation of giving your friend who 
is going to study abroad a parting present. The elderly 
person wanted to use the chess set to tell the receiver 
to be patriotic after leaving the country while ignoring 
the weirdness of the occasion for giving such as gift to 
a person (the mother) who seldom played chess. When 
family members played the game, it quickly turned to 
sterile topics, even if the gift-situation was very inter-
esting for student players, such as a birthday gift to 
your partner to ease the “seven-year itch”, or a break-up 
gift to your ex.

Design



82     Enriching Gifts

In conclusion, during eight playtests (Appendix_4 play 
test record), the final version of the game has been 
revised and updated to ensure that it is ready for play. 
And, it has been tested to effectively provoke meaning-
ful conversations for young players in discussing the 
experience of gift-giving. On the other hand, the game 
has not been tested enough with players who are ma-
turer or have other kinds of relationships. More discus-
sion about the game’s future interventions and improve-
ments is elaborated on in the next chapter.
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FIG 17. A Mockup Image of the Website

FIG 18. Workflow of the Website
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5.2  A Gift Portrait Website

Along with the gift-giving card game, I designed a gift 
portrait website to show gift results that are collected 
when players are playing the game. For now, it is a 
prototype, but the idea is to create a comprehensive 
system where the digital version of the gift-giving 
game will collect and archive all the gift data to make 
personalized suggestions based on the contexts and 
evolving relationships. By displaying participants’ 
choices and comments on gifts, the website serves 
as a reference for gift-givers or gift-receivers to find 
inspirations for gifts and understand the nature of their 
pluralistic meanings (FIG 17). To place the content for 
the website, I used the quantitative and qualitative 
data gained from the closed card sorting research as a 
base and designed a simple layout and the flow for the 
website usage (FIG 18).

Design
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iPad mini

How people feel about

iPad mini :

selected rate:               among all 320 times of playing, it 
has been selected 96 times

most selected gift scenarios:

It is a good and inexpensive iPad compared to other versions. 
Obviously, its size fits perfectly for kids.

—— a birthday gift from parents to kids

—— a birthday gift for your couple

It is a compromise product, actually, I would prefer to buy a bigger iPad 
if I use it for sketching, or a kindle for reading, but not an iPad mini.

Comments:

30%

# birthday gifts to friends # birthday gifts to kids

Click to see more

Back to search

Sort players' choices of gifts by
different determinants:

Couple

Material worths

Unique emotions Sensory fulfillment

Functionalities Appearance

Individual beliefs

Public engagements Daily routines

Employment Grandparents-grandchild Parents-in-law

Teacher-studentParent-child Friends

Click to Apply

Back to search

What relationship is between the giver and receiver:

What does receiver prefer:

Commodity Worth

Individual Values

Cultural Meanings

What gifts people choose in

Christmas Day :

selected determinants:

I will prepare a big dinner for them with my handmade cocktail. 
I hope they can taste my sincerity and love for them.

—— a big dinner

—— a birthday gift for your couple

I will give my mother-in-law an iPhone, because it is very handy and 
useful for her. I know she will never buy it on her own, so that is why 
that is a gift for her.

Comments:

Click to see more

Back to search

Functionalities Parents-in-lawParent-child resetPublic engagements

FIG 19. Web Page: 
Gifts Comments

FIG 20. Web Page: 
Gifts Determinants

FIG 21. Web Page: 
Gifts Situations
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The web interface is designed based on two user 
scenarios. First, users can search people’s comments 
on a specific gift and view its emotional responses from 
the play data. This helps gift-givers to evaluate their gift 
ideas and explore in what gift situations people usually 
give a specific gift. In the gift comments page, gifts 
emotional data is displayed on the left (FIG 19). Users 
get a broad idea of how players feel about the gift. The 
comments and descriptive data are displayed on the 
right. Users can better understand the appropriate gift 
situations and human emotional responses via texts.

The second user scenario is to give users inspiration 
about what gifts are appropriate to prepare for a 
specific gift situation. Users search for a specific gift 
situation and filter the relationship between the gift-
giver and gift-receiver (FIG 20). To narrow down the 
results of the gift, users also filter the decision-making 
factors of gift-giving.

After filtering the relationship and the determinants of 
gifts’ preferences, users get a results page with all gifts 
that apply for that specific gift situation (FIG 21). On the 
left side of the page, the aggregated data tells users 
about how players feel about this gift situation, whether 
it is personal or practical use case. On the right side 
of the page, they can browse thoughts about different 
gift-giving ideas.

The gift portrait website works as an online archive 
to store people’s emotional responses about different 
gift ideas and comments about different gift-giving 
situations. I propose that the gift portrait website 
and the gift-giving game dovetail with each other 
to empower gift-givers and gift-receivers to explore 
different gift ideas and understand the richness of 

Design
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David and Jenny are a couple, they live a happy life together. Recently, it is Jenny’s birth-
day. David gave her a birthday gift, but she didn’t like it. This experience prototype shows 
how Jenny shift David’s mind of his gift idea by playing a card game and what David have 
learned from the game.

Experience Prototype

1. On Jenny’s birthday, David gave her an iPad 

mini as a birthday gift. Jenny gladly received it 

but with a little concern, she got a feeling that 

she doesn’t like the gift very much.

3. Jenny knew buying an iPad cost a lot, so she 

decided to return it back. She also knew that do-

ing this might hurt David’s feeling, but she want 

to express she had felt his heart and didn’t want 

to waste his money.

2. She didn’t find it useful. From her perspective, 

the device is not as handy as a phone to carry on 

during the commuting, also not big enough to 

draw and sketch for her designer’s work.

4. However, David didn’t think it this way. He 

didn’t want to admit he had given a bad gift, 

though it is true. Jenny was upset. “Why he is so 

obsessed with the gift. It’s just a gift.”

FIG 22. Experience Prototype, Uncover a Hidden Problem
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gift values. Hence, based on a real story told by one 
participant who played the game, I constructed a 
storyboard to introduce how both might work together 
to enrich the gift experience.

I categorized the gift story into six stages based on 
its narrative structure. The first stage describes the 
hidden problem of the gift between the two characters 
(FIG 22). It illustrates a usual gift experience in which 
the gift-receiver does not like the gift they get from 
the gift-giver and want to return it. In the real story, the 
gift-receiver did not return the gift because the receiver 
was afraid that returning the gift would make the giver 
feel frustrated and unhappy. In this story, I expose this 
hidden problem and create a conflict whereby the 
gift-giver refuses to accept the gift that is returned by 
the gift-receiver. Campbell (1968) points out that, in 
a hero’s journey, before the main character starts his 
or her adventure, he or she might undergo a “refusal” 
period when their negative emotions to the adventure 
stop them from achieving the goal. Then, the character 
will accept the problem if there is help from a mentor. 
Hence, in the second stage, I introduce the gift-giving 
game as a design intervention that helps the gift-giver 
overcome the reluctance to learn the truth that he 
gave a bad gift (FIG 23). In the third stage, I introduce 
the gift portrait website as another intervention for 
the gift-giver. After accepting the problem and making 
a decision to address it, the gift-giver is inspired by 
the website to find future alternatives to prepare 
the gift again (FIG 24). In the fifth stage, when the 
relationship between the gift-giver and the gift-receiver 
changes, new factors also emerge in the dynamic of 
gift-giving. Therefore, I discuss how the game and the 
website work in conjunction and contribute to the new 
relationship (FIG 25).

DesignDesign
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5. One day, Jenny told her best friend Sarah 

about her concern. Sarah had an idea and de-

cided to invite both of them to play a card game 

on a friends’ party.

7. In the game, players take turns to play the 

role of gift-receiver. At the same time, other 

players are gift-givers.

9. Jenny felt excited to be the receiver, but what 

intrigued her most is she want to know what 

kind of gift David will give.

6. On the party, as boys were playing cornhole 

on the backyard, she introduced a card game

named the Game of Gift-giving to play. 

8. On time, Jenny picked up a situation “A Gift 

to Parents”. She read aloud the requirements, it 

said other players play the role as Jenny’s chil-

dren, and they need to give her a birthday gift.

10. On the other side, David thought the gift 

should be practical and useful for Jenny as a 

mother taking care of the family. He gave 

Jenny a coffee machine to help her save time of 

preparing coffee every morning.
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11. Afterwards, Jenny shuffled the cards and dis-

played them on the table one by one, gave each 

gift a score and said: “As a mother of so many 

children, I have cooked you guys for decades, 

not I prefer something that is personal just for 

me.” Therefore, Jenny choose the personalized 

recipe as the best gift given by Sarah

12. Sarah was so happy that she got 4 points. On 

the other hand, David only got two points. He 

started to concern: “is it because the gift is not 

good enough? Or it is because my gift didn’t fit 

the role of a mother? As her boyfriend, shouldn’t 

I the one know her more than anyone?”

FIG 23. Experience Prototype, Learn the Problem

Design
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13. David started thinking his previous gift giv-

ing to Jenny, the iPad mini. “Is the iPad mini a 

good gift for Jenny? Maybe Jenny returning the 

gift is right.” As he became frustrated.

15. He typed “iPad mini” and searched. He 

found that iPad mini has a 30% selection among 

all times of playing while its best gift situations 

are birthday gift for friends or kids. 

17. Then, he filtered Jenny’s preferences. The 

preference matrix makes him realized there are 

lots of things that enrich the value of gifts. And 

there are lots of things about Jenny that he had 

missed before.  

14. David went to the game website for some 

help. He wanted to read more comments and 

thoughts about what is a good gift.

16. On the website, he also found another search 

function which allows him to search by

giving scenarios. So, he typed “Birthday gift”.

18. As a result, David looked through the com-

ments and suddenly realized and accepted the 

fact that he didn’t put himself on Jenny’s shoes 

when he picked the gift for her.
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19. Referred to the gift matrix, he doesn’t find 

any value that is personal for Jenny. The device 

is not useful and desirable, also, it didn’t bring 

back any memory or create sensory fulfillment.

21. After returning the money, they watched a 

show on the theater. Both of them enjoy a great 

time of being together.

20. David asked Jenny if she still wants to return 

the device. She was so surprised that he changes 

his mind. Thereafter, they agreed on returning 

the device and planned for another celebration. 

FIG 24. Experience Prototype, Accept the Problem and Make Decisions to Act

Design
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22. Years later, Jenny and David got married. 

They moved to a big house and lived with 

Jenny’s parents together.

24. For Jenny’s mother, a kind and an easy-

going person. She prefers old-school things that 

provoke her previous memories and experience. 

26. After better understanding the gift prefer-

ences of Jenny’s parents, David went to the 

web again to find inspirations for the upcoming 

Christmas Day. 

23. Since David was new to Jenny’s family, he 

was a little concerned about getting along with 

her parents, so they played the game together to 

get to know each other.

25. For Jenny’s father, a tech-savvy professor, 

he loves exploring new things to keep up with 

time.

27. This time, he selected new relationships and 

determinant preferences . As preparing gifts 

for Christmas, he wanted to find gifts that are 

personal, but could also delivers the warmth and 

identity of a family.



95

28. Finally, he prepared a digital album, a 

fancy, and a classic camera. He hoped to use the 

camera capture how the family playing with the 

drone , and to show their pictures in the digital 

album. When it comes to Christmas Eve, 

gifts were prepared and placed under the tree, 

waiting their receivers to open.

FIG 25. Experience Prototype, Transition into a New Relationship

Design
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The gift story mainly illustrates two separate gift 
preparation processes and explains how the game and 
the website are used for gift-givers and gift-receivers 
to build understandings, evaluate an existing gift idea, 
and inspire future gift ideas. The story outlines an ideal 
scenario in which the game is effective to reflect the 
pluralism of gifts’ values and change players’ attitudes. 
Nevertheless, based on the previous playtests, whether 
the game is persuasive enough for family players 
requires further investigations.
 
To address the fourth research question listed in the 
Introduction, “How might we give a gift or give another 
gift in return that embodies the sense of propriety 
based on the relationship between the giver and the 
receiver?”, I constructed two main design components, 
a gift-giving game, and a gift portrait website to nudge 
the gift experience between the gift-giver and the gift-
receiver. By playing the gift-giving card game, players 
start to consider how different roles and relationships 
influence the determinants of giving an appropriate 
gift. To win the game, players are encouraged to put 
themselves into others’ shoes and build strategies 
to evaluate personal gifts’ values. In the game 
environment, they are also encouraged to creatively 
brainstorm different gift’ ideas and articulate their 
gift preparations processes. These game experiences 
are helpful for them to avoid misunderstandings and 
think thoughtfully in a real gift situation. The gift 
portrait website facilitates two different scenarios of 
preparing the gift. One is to evaluate the gift idea, 
another is to inspire gifts alternatives. In total, it 
archives players’ thoughts from the game and provides 
references for givers to make decisions in a real gift 
preparation process.
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DiscussionChapter 6

Designers may not directly design the gift itself, but 
they can design for the experience of gift-giving. From 
a broad range of design approaches to addressing this 
topic, this thesis explored how meta-design can be 
used by creating a system of tools for people to brain-
storm their own gift experience. In user experience 
design, designers might customize needs for people by 
creating a digital service to enrich the gift delivery pro-
cess. In product design, designers explore different de-
sign strategies to decorate products that are potentially 
considered as gifts. Meta-design aims to create instruc-
tive materials and activities to inspire thoughts of givers 
and receivers about their experiences of gift-giving. 
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6.1  Contributions and Limitations

In this thesis, I outline a design research process for a 
game activity to improve people’s understandings of 
gift and gift-giving. I conducted an ethnographic study 
and used framework of analysis and synthesis. In this 
section, I listed contributions and limitations that the 
work has in the field of experience design of gifting.

To decode the richness of gifts, I explain gifts values, 
worth, and meanings through different examples and 
review them from a material cultural perspective. By 
exploring how they are interpreted, intertwined, and 
evolved in the gift culture, we gain more insights about 
the evolutionary path of how gifts help to maintain and 
improve human relationships. We also understand pat-
terns of how people attach their emotions to an object 
and clarify the enrichment process of transforming 
an object to the status of a gift. However, among gifts 
examples that support the framework, there are less 
digital gift examples to analyze how the current digital 
environment influences the gifts values framework. 
The loss of inalienability in the digital environment that 
Spence has discussed has not been clarified in the 
qualitative results. Hence, there are opportunities for 
future research to evaluate what inalienability repre-
sents in the digital environment and what kinds of effort 
that users spend online is unseparated and unique in 
the digital gift preparation process.

Discussion
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In the design research, by using the closed card sort-
ing, I quantify participants’ emotional responses, 
combine them with qualitative comments and explain 
the main content about the three values of gifts. How-
ever, some challenges remain within the methodology 
of this design research done to date. First, in the first 
sorting process, the questions to sort the gifts are not 
comprehensive enough to cover the information to 
clearly understand the knowledge of commodity values, 
individual worth, and cultural meanings from the partici-
pants perspectives. Second, the color-coding pattern 
does not intuitively show the differences between the 
three elements. For instance, in the visualization, one 
color represents the practical use of the gift, one color 
represents the personal feelings of the gift, another 
two colors represent how “fast” and “slow” the sensory 
fulfillment of the gift was. This means, there are no data 
that directly shows the participant’s responses to the 
cultural meanings of the gift. Hence, the quantitative 
data does not contribute a lot in concluding the con-
crete expressions of the cultural meanings in the quali-
tative analysis. Also, there is less evidence and fewer 
examples from the semi-constructed interviews to sup-
port the argument for the cultural enrichment process. 
Third, there are fewer explanatory facts to interpret how 
different gift forms, material or immaterial, influence 
people’s feelings about the gift. The qualitative analysis 
is limited as the research subjects are mostly Chinese.
 
In the gift portrait website, the framework of gift values 
is transformed into a decision-making category that 
helps users to navigate the website, and the emotional 
responses are archived as visual graphs displayed on 
it. Both help gift-givers to evaluate their existing gifts 
idea. The website contains rich information about the 
gift, but it does not give any explicit suggestions about 
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what gifts should be given in a specific relationship gift 
situation. The site is a crowdsourced service for people 
to explore and empower themselves to enrich their own 
gift experiences. There are still lots of opportunities 
to improve the design of the website in the future. For 
example, designers can add micro-interactions. When 
users hover over the emotional data, the website could 
show some pop-ups to display detail information which 
make the data more intuitive and understandable. 
Programmers can also use natural language process-
ing to run the sentimental analysis for gift comments. 
The results can inform new determinants that could be 
added to the decision-making categories. 

In the gift-giving card game, players have fun in dis-
cussing their understandings of gifts by hypothesizing 
different roles and gift situations that they have not 
experienced. It guides players to undergo an ongoing 
relationship and help them to imagine future relation-
ship-specific circumstances. Compared to the real gift-
giving situation, the game sets rules and limitations for 
players to understand people’s gift preferences. There-
fore, they do not need to find cues to guess whether 
the receiver likes or dislikes the gift.  Also, receivers do 
not need to hold back how they feel about a gift. After 
multiple playtests, the game has been proven to be ef-
fective among student players. It helps them to get to 
know each other better and improve their relationships.
 
However, this design intervention still has limitations. 
First, the game does not work well amongst family play-
ers. As the experience of gift-giving often take place in 
a family context, it is problematic if family players do 
not enjoy the game and will greatly affect the popular-
ity of the game and hence the data gathered. Second, 
the game mechanism also needs to improve. As I 

Discussion
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eliminate the Challenge rule in the final version, I plan 
to add the gift question box and the Storytelling rule 
to the game. The material and the rule aim to create 
more opportunities for players to express themselves, 
listen and understand each other. However, due to the 
COVID-19 pandemic, the most recent version of the 
game was only played once. Future studies need to find 
out whether those gift questions are helpful to evoke 
gift conversation among family players and whether the 
Storytelling rule is fun.

In the future, I will improve the game to involve players 
of different backgrounds by changing the game mecha-
nism but integrating the core ideas of understanding 
the values and meanings of gifts. Additionally, I will 
implement more explorations to make use of the emo-
tional data collected from the game. The website will be 
an archive of human emotional response that records 
happiness, gratitude, surprises, and other meaningful 
moments that are represented through the giving of a 
gift. Design for gift-giving considers human relationship 
as the main focus of the design. It helps to uncovers the 
aesthetics that are embedded within human relation-
ship and everyday experiences.
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6.2  Implications for Future Design Practices

The design practice of the gift-giving card game and 
the gift portrait website only fulfill the first step of 
enriching personal gift experiences: helping people to 
understand the pluralism of gifts in a changing relation-
ship. I this section, I would like to talk about what future 
design practice can do in other gift processes and what 
factors we need to consider if we incorporate the prac-
tice into broader relationships.

First, since the card game only hypothesizes players 
in different gift situations but does not directly give 
players suggestions in their real gift experience, future 
design practice or research could explore how to use 
gifts to nudge the dynamic of human relationships and 
arrange instructive activities of real gift-giving. For 
example, if family members have conflicts, can a gift 
intervention help them to relieve the friction and con-
tribute to mending the relationship? If it is applicable, 
how can designers design processes to break the ice 
and generate reciprocal behaviors to nudge the adverse 
effects? In the family study, game interventions have 
already been used as a family therapy to mitigate family 
obstacles (Elaine 1974). There might be opportunities 
for researchers in family study to use the card game 
as a family therapy approach to ease relationships at 
first and help them to form a gift reciprocal behavior to 
enhance relationship. As one of the social behaviors to 
deliver kindness and gratitude, gift-giving is a bountiful 

Discussion
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and worthy area for designers to explore to enrich and 
improve human relationships. 

In this thesis, I mainly explore how the gift-giving 
practice can be improved in interpersonal relationships, 
including couples, parents and child, and friends. At 
the meantime, the game also sets an environment that 
gift giving is undertaken by rational actors with good 
intentions. However, in a broader relationship, such as 
groups and corporations, employer and employees, and 
other social relationships, the characteristics of gift-giv-
ing are different as well as the intentions. In this thesis, 
I explore cases of gift-giving in a close human relation-
ship where gifts are full of meanings that need givers 
to encode and receivers to decode. Most problems 
between gift-givers and gift-receivers are resulted from 
misunderstanding gifts’ inalienability. But in a broader 
relationship, problems of gift-giving might be resulted 
from neglecting gifts’ reciprocity. 

The situation of using gifts as tricks for abduction often 
happen in the relationship where people are unfamiliar 
with each other so that people giving gifts to gain trust. 
For example, swindlers who aggressively troll others by 
sending them very small payments on the mobile app 
Venmo or sending them payments as part of a Venmo 
scam. To analyze the behavior of using gift-giving to 
fraud, we need to review the definition of reciprocity in 
the gift culture. In a social context, gift is often recipro-
cal. From Mauss’ words, nothing should come to you 
without putting effort to give back to others. Based on 
this, people who receive the gift as a scam also need to 
understand why they are given with the money. There-
fore, design practices in mailing services or online pay-
ments should be instructive to alarm people about the in-
tentions of this gift-giving scam and its potential effects. 
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In social relationships, there are other interesting topics 
in the gift culture. In Chapter one Introduction, I men-
tion the circulation of gifts as a sustainable approach to 
prevent waste. Therefore, design practices in improving 
this gift experience should help people to overcome the 
negative emotions of obtaining unwanted things from 
others and acknowledge the practical benefits of what 
the gift can provide.

In brief, this thesis evaluates the effects and mean-
ings of gift-giving practice especially in interpersonal 
relationship. During the design activities, we found 
that gifts require decoding to uncover the emotions 
and meanings they represent for people. By designing 
a game environment for people to understand the gift 
preparation processes, players understand that the ex-
perience of preparing gifts and presenting gifts needs 
to be balanced. When gift-givers prepare a gift, the 
effort and time they infuse into the object become in-
separable from the gift itself. When presenting the gift, 
gift-givers need to find ways to express their hidden 
meanings. Neither the gift-giver nor the gift-receiver 
can expect each other to be extremely thoughtful or to 
fully understand the significance and emotional nuanc-
es of the gift. An appropriate gift occurs where there is 
consensus on the values the gift represents.

Discussion
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Evan Amos, Famicom, Wikimedia Commons accessed 
July 24, 2020 https://commons.wikimedia.org/wiki/
User:Evan-Amos/VOGM/Famicom

Mizuhiki, Web Japan accessed July 24, 2020 https://
web-japan.org/trends/11_fashion/fas180104.html

DIY Explosion Box, May 1, 2019, Its always autumn 
accessed July 24, 2020 https://www.itsalwaysautumn.
com/how-to-make-explosion-box-diy-gift.html

Harriet Baskas, Souvenir Sunday at JFK, April 10, 
2011, Stuck at the Airport https://stuckattheairport.
com/2011/04/10/souvenir-sunday-at-jfk/

Japanese has a wrapping culture of sealing the cash 
into the envelope, compacting prepared food into a 
lunchbox, etcetera. Rupp (2003) in her book, Gift-
Giving in Japan, describes how Japanese people 
carefully follow traditional rules and orders that not 
only reflect the auspiciousness, family or social hierar-
chy, and the degree of different relationships but also 
embodies a sense of propriety. The substantial value of 
the gift should be neither too obviously nor less obvi-
ously revealed, just right between. For example, people 
strictly calculate how much money they need to give to 
their relatives based on how close the relationship is, 
but they dislike the people who give back a gift certifi-
cate with the same amount of money (3-11). In Rupp’s 
documentary, they said that this act is “too strict with 
calculations,” making people feel that the person “was 
strict to the point of being selfish or petty”. This thought 
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process seems to be a sharp contrast because they 
deliberately calculate the monetary worth of a gift but 
resist to make it explicitly. In Chinese gifts culture, there 
is also the same just-right pattern. Mayfair Yang (1994) 
mentions it as the “Etiquette and Polite” of building 
relationship:
 

Since there is an unwritten social convention that 
guanxixue (the art of relationship) must accord with 
proper renqing (personal tie of affect and obliga-
tions) principles and etiquette, care is often taken not 
to allow the instrumental nature of the relationship 
to become too obvious…Gift- or banquet-giving both 
involve much etiquette and polite rituals, which serve 
to mask or mute the instrumental nature of the gift 
and to save face for both sides (136).

These thoughts, performances, and orders reveal the 
delicacy of building relationships through gifts. Say 
it in another way: the art of gift-giving. That, the care 
revealed by the gift, time of presenting in, and the 
instrumental relationship between the giver and the 
receiver, should all meet each other harmoniously. It is 
no doubt that there are more rich meanings hidden be-
hind the Japanese’s wrapping and calculating. But the 
Japanese example tells us that the transition of cash to 
gift does not merely complete by the act of giving, there 
is a procedure that people calculate the amount of 
money, wrap the cash, tie the knots, and other perfor-
mances. This enrichment puts objects, performances, 
and human relationships together into the practice of 
gift-giving. 

The design team came up with a humanistic model to 
categorize human being into nine demographic vari-
ables. How the model informs the design idea is not 

6
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clear. The What Counts project is designed by Giorgia 
Lupi in collaboration with the data visualization studio 
Accurat. http://giorgialupi.com/whatcounts

The Telekatessen project was performed by Francesca 
Rosella, David Slocombe, Livia Sunesson, and Magnus 
Torstensson with faculty Jan-Christoph Zoels, Tony 
Dunne, and Fiona Raby. http://www.tallponies.net/
livia/p_telekatessen.html

The question “does the object make you feel authentic 
and practical” points to understanding participants’ 
initial needs of buying the object, also exploring the 
possibility of using the object for an extended period. 
The second question, “does it provide the possibility of 
instilling personal meanings?” reveals the probability of 
building an emotional connection with the object. Then, 
the last question, “fast or slow” refers to how people 
sense the duration of time concerning an object. “Fast 
or slow” may not only represent how long the object 
can maintain but also how long the object needs to be 
made or prepared. 

Participants vote points to each gift example. If the gift 
such as “a heat changing mug” is viewed as authentic 
and practical, it gets one point in this criterion. Since 
the criterion “fast or slow” is two questions, participants 
need to vote twice to answer if it belongs to “fast” or 
“slow” or both. Therefore, a gift sample could earn a 
maximum point of 4 if it caters all four questions. Or, 
it might earn a minimum point of 0, which means the 
participant does not think it satisfies any criterion.

Thirteen people participated in closed gifts sorting re-
search. From the overview description (Table 6), we find 
that the question “fast” or “slow” has a relatively lower 
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number of votes compared to the next two questions. 
Partly because the interpretations of “fast” and “slow” 
are unspecified and varied. It is difficult for participants 
to categorize their feeling of “fast” and “slow” about the 
gifts. 

Table 6. Descriptive Statistics for Closed Gifts Sorting
Emotional Questions

Questions MinN Max Sum Mean

Fast

Slow

Authentic
and Practical

Personal

120

120

120

120

0

0

1

0

7

7

8

10

274

280

465

402

2.28

2.33

3.88

3.35

By voting 120 gifts samples based on these three ques-
tions, gifts that people mostly agree on “fast” are “sky-
diving” and “a helicopter flight” with seven votes, then “a 
party pack of masks”, “a blue tooth touch mouse”, “a Fu-
jifilm Instax”, “GoPro” and “Dyson hairdryer” rank second 
with six votes. The average score for the “fast” is 2.28, 
referring that samples with a vote higher than or equal to 
3 relatively meet this criterion. There are 46 gift samples 
with three or more votes: 35 material commodities, 3 
self-made objects, and 8 celebratory occasions.

Things that people mostly agree on “slow” are “hand-
drawing comic books” and “learning an instrument” with 
seven votes, then “tea”, “pottery”, “a zoo of animal origa-
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mi”, “a diary”, “flower arranging class”, and “a kitty” rank 
second with six votes. The average score for the “slow” 
is 2.33. The same amount with the “fast”. There are 
46 gift samples with three or more votes: 15 material 
commodities, 23 self-made objects, and 4 celebratory 
occasions. 

In the list that is constituted by gift samples with three 
or more votes, only four gift samples are the same in 
the “fast” and the “slow” list. Therefore, it shed light on 
us to discover a deeper meaning of human feelings on 
different types of gifts based on how people sense the 
time about gifts.

Things that people mostly agree on “authentic and 
practical” are “family pajamas” and “a leather wallet” 
with eight votes. “A pen”, “a 20-inch suitcase”, “a break-
fast sandwich maker”, “Bluetooth portable speaker”, 
“Apple Watch”, “a Blueair air purifier”, and “a custom-
ized recipe” rank second with seven votes. The average 
score of this section is 3.88. There is a total of 67 gift 
samples with four or more votes: 43 material commodi-
ties, 14 self-made objects, and 10 celebratory occa-
sions.

In the section of “personal meanings”, “a tin of wishing 
stars” rank first with ten votes. “Hand-drawing comic 
book” is followed with nine votes. “Handwriting cal-
ligraphy gift card”, “homemade cookies”, and “a printed 
photo album” ranks third with eight votes. The average 
score is 3.35. There is a total of 56 gift samples with 
four or more votes: 12 material commodities, 26 self-
made objects, and 18 celebratory occasions.

Regarding the types of gifts, there is a significant dif-
ference concerning “fast” and “slow” between mate-

Notes
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rial commodities and self-made objects (Table 7). The 
material commodities have the highest average number 
of votes in “fast” while lowest in “slow”. On the other 
hand, the average number of votes for self-made gifts 
is completely opposite. Material commodities also have 
the highest average number of votes in “authentic and 
practical” but rank the least in “full of personal mean-
ings”. Self-made objects have the highest average 
number of votes in “full of personal meanings”. The 
average number of votes for the celebratory occasions 
is the lowest among the “authentic and practical” while 
on other sections, it ranks in the middle.

Table 7. Cross table: The Average Number of Votes between 
Different Types of Gifts and Emotional Questions

Material
Commodities

Self-made
Objects

Celebratory
Events

Total

FastGifts

3.02

1.03

2.27

2.28

Slow

1.74

3.03

2.86

2.33

Practical

4.50

3.33

3.00

3.88

Personal

2.03

5.06

4.27

3.35

Differences are shown by the number of the vote 
among different gift-giving scenarios (Table 8). The 
number of votes in scenarios, such as “a gift for a 
marriage proposal” and “a gift for parents’ wedding 
anniversary”, are much lower than in other scenarios. 
More importantly, the different number of votes among 

10
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Table 8. Distribution of Emotional Responses in Gifts Situations

A gift to someone 
you have a crush on

A gift to your girl/
boyfriend on 
Valentine’s day

A gift for a marriage 
proposal

A wedding 
anniversary gift

A gift to apologize

FastSituations

235

256

50

120

110 

Slow

172

208

54

138

64

Practical

319

365

79

177

148

Personal

330

388

108

215

84

emotional criteria are more interesting for comparison 
because it reveals how emotionally different in different 
human relationship. For example, the number of votes 
in the couple’s relationships is more personal because 
the number of votes in “full of personal meanings” is 
much higher than that in other emotional criteria. All 
birthday gifts are more “authentic and practical”. These 
differences point to the discussion of how situations 
influence the choice of gifts and the sentiment of inter-
personal relationships. The following section will mainly 
analyze these data results with specific gift examples 
from the interviews and conclude three types of poten-
tial gifts. I will also describe how these potential gifts 
are fitted in different relationship-building.
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A greeting gift to 
parents’ in-law

A birthday gift to 
parents

A gift for the parents’ 
wedding anniversary

A wedding gift to 
children

A birthday gift to 
grandparents

A birthday gift to 
grandchildren

FastSituations

89

174

48

61

106 

243

Slow

104

160

86

55

170

283

Practical

177

343

101

126

232

440

Personal

114

223

138

69

188

396

Each round, one player asks a question from a black 
card, and everyone else answers with their funniest 
white card. The following screenshot is a clip of talk 
show on The Ellen Show. Three guests were asked to 
give their funniest answers to the question “What never 
fails to liven up the party”.

FIG 26. Cards Against Human-
ity The Ellen Show, Cards 
Against Humanity, YouTube 
video, 0:51, March 2, 2015, 
https://www.youtube.com/
watch?v=_U8lUp7zc8k

11
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Appendix 1 
Real Gifts
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FIG 27. Gift Example 1, a Leather Key 
Chain

One interviewee talked about the leather key chain 
that was given by his wife on Valentine’s Day. He has 
been using this leather key chain for four years. Every 
day he comes home from school and hangs the key on 
the back of the door. The edge of the chain knots has 
turned black. Hanging the key has become a routine in 
his daily life. When his wife asked him if he wanted a 
new one, he said that he preferred to keep it and con-
tinues to use it. As he touches and holds it every day, 
the leather turns softer and smoother.
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FIG 28. Gift Example 2, a Burberry Key 
Charm

One interviewee gave another key chain example, 
which is a Burberry key charm for her friend’s birth-
day. Her friend is excited about the doll because it is 
so cute, even though it is very expensive (The cost of 
a Burberry key charm ranges from $190 to $310). Her 
friend said the doll meets all her expectations for a gift, 
which should be exquisite, beautiful, and adorable. 
However, compared to the previous leather key chain, 
it is too difficult to keep the doll clean. Once the doll 
becomes dirty, the gift is no longer exquisite, beautiful, 
and adorable. The Burberry key charm is valuable at a 
high price, but the positive feelings that this gift fulfills 
is mostly based on receivers’ affection for the doll.
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FIG 29. Gift Example 3, a Sailor Moon 
Music Box

FIG 30. Gift Example 4, a Set of LEGO 
Batman Figures

One interviewee gave a cartoon character music box 
to her best friend. When opening the box, it plays a 
familiar melody, which reminds the receiver’s memory 
of watching the cartoon when she was a child. 

One interviewee gave a set of LEGO Batman figures to 
a crush who loves collecting Batman figures. Whenever 
her crush moves to a new place, he always keeps these 
figures and places them on his workbench.
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FIG 31. Gift Example 5, a Baymax Doll and 
a Photo Album

One interview also talked about a customized photo al-
bum that she received on her birthday from her ex-boy-
friend. When viewing the photo, she remembered that 
one time she was crazy about a black dress and was 
eager to buy it, but it was too expensive. Her boyfriend 
made different kinds of excuses to persuade her not to 
buy the dress when she brought it to mind. As a result, 
on her birthday, he gave her the black dress, a Baymax 
doll, as well as the photo album.
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FIG 32. Gift Example 6, a Red Envelope

During the Lunar Spring Festival in China, children are 
traditionally given money wrapped in an envelope as a 
New Year’s gift. Characters representing luck and for-
tune are written on the envelope. People giving Red En-
velopes wish luck and happiness for the upcoming year.
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Game Version: 3.0
Number of players: 3-6
Roles: gift-givers and gift-receiver

Game Introduction

Players take turns to be the gift-receiver, and there is 
only one receiver for each time. Other players become 
the gift-givers. Each gift-giver has 6 cards on hand. 
Every gift card is a potential gift. When the first receiver 
picks one situation card and reads aloud the descrip-
tion, other gift-givers choose one gift card they think 
is the most appropriate based on the situation and the 
player’s relationship. The receiver shuffles the cards 
he/she receives, chooses his/her favorite one, and 
verbalizes the reason. Once the gift has been selected, 
it cannot be changed. The gift-receiver scores the gift 
from 1-4 by the rewards cards. The player who gave this 
gift card can get the rewards. After each player has fin-
ished playing gift-receiver 3 times, the player who gets 
the most points wins the game.
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Parent and Child
After years staying oversea, 
you want to bring gifts to them
when you are going back home.
What gifts would you prepare?

A Gift to 
Parents

FIG 33. Gifts Situation Card 
Layout

Situation Collection: The 
gift-giving situation is 
written on the card. It also 
articulates the relationship 
between gift-givers and 
receiver. In most cases, 
their roles are based on the 
gender of actual players.

FIG 35. Gifts Card Layout

Gift Collection: There are 
2 types of gifts, a normal 
gift card, and a blank gift 
card. Blank gift card has no 
description. Givers can write 
down gifts they come up 
with when playing the game.

FIG 36. Rewards Card 
Layout

Rewards Collection: One 
card represents one reward 
you would like to give. There 
are no special meanings for 
the types of emoji and icons.

have a fun
bike tour

homemade
cookies

a heat
changing

mug
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How to Play

1. Players will pick up 6 cards from the Gift Collec-
tion. One player will first play as the gift-receiver. 
Once players are familiar with their gifts, the re-
ceiver will select one situation from the Situation 
Collection, for example, if the card said A Gift on 
Fathers’ or Mothers’ Day, according to the gen-
der of the receiver, he/she will act as the father 
or mother, other players act as his/her sons or 
daughters, and they are going to give a gift.

2. After givers choosing their best gifts, the receiver 
shuffles the cards, selects his/her favorite gift. 
He/she also measures the value of the gift and 
assigns it with a rewards card from 1-4. The giver 
who gave this gift receives rewards cards. The 
receiver should verbalize his/her thought pro-
cess when choosing the gift, including why he/
she chose this gift compared with other gifts, how 
many rewards he/she gave, and why. The unwor-
thy gifts are then discarded. After the receiver 
making his/her decision, gift-givers can verbalize 
why they gave the gifts.

3. Players refill their hands to 6 cards. Another player 
plays as the gift-receiver. After each player has 
finished playing gift-receiver N times, the player 
who gets the rewards most wins the game.

4. After each round playing, each player selects one 
gift-question from the box, answer, and share their 
feelings with others.
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Discarding unwanted cards on hands

For one round (all players have finished playing as gift-
receiver), every player is allowed to discard all cards 
for one time. Those unwanted cards will go back to the 
deck. But cards which receiver has refused after the 
selection will not go back to the deck.

To Win

The following table shows the number of gift cards on 
hand and the number of rounds to play based on num-
bers of players.

Number of 
Cards on hand

7

6

5

Number of 
Players

3

4-5

6

Number of gifts 
to give

2

1

1

Number of Rounds 
to play

5

3

3

Table 9. Winning Rules
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Gifts Situations for the 
Game
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a heat changing mug 
a small kitty doll magnetic 
floating globe 
a Lancôme perfume spray
a pen 
a music box 
a Bluetooth touch mouse 
incase icon backpack
a glowing lamp 
a press coffee maker 
X-Box 
Fitbit
family pajamas 
a leather wallet 
99 roses 
Braun razor
corset 
a heated blanket Google 
Home 
apple watch
a handmade cocktail 
a set of indoor planters 
a 20-inch suitcase iPhone
a personalized apron 
subscripted membership 
a sandwich maker 
GoPro
winter gloves 
chocolates gifts basket 
smart yoga mat 
Dyson hair dryer

throw pillows 
animal bone skulls 
Bluetooth portable speaker 
LEGO
scented candles 
a party pack of masks 
kindle 
a smart LED tv
one Pinch of Grinch cookies 
smart case cover 
North Face winter hoodie 
a Nintendo switch
a printed photo 
ukulele 
a tennis racket 
family camping cotton canvas
bookmark set 
a folding bedtable 
a Fujifilm Instax 
classic typewriter
quote pencil set 
stovetop safe tea kettle 
Casio portable keyboard 
a brewing coffee system
a Blue air air purifier 
Bose headphone 
tea 
an indoor foosball table
chess 
Chanel

Material Commodities
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a tin of wishing stars
papercut silhouette 
a coding gift 
a terracotta necklace jewelry
homemade cookies 
a wood wallet 
a birthday cake 
a hand-knit sweater
a printed T-shirt 
a knitted cloud slippers 
a DIY LED letter 
embroidered pillow
handwriting gift card 
engraved stamp seal 
felt flower crowns 
a diary
a printed photo album 
3D printing toy 

Have a big dinner 
a luxury massage 
a helicopter flight 
Go to a concert
Watch a movie 
family kayaking 
Broadway tickets 
Have flower arranging classes
Watch an art exhibition 
go to Disneyland 
go to a sports game 

a duct tape utility bag 
hand-drawing comic book
chore magnets 
pottery 
a customized recipe 
a book diorama
a curved laser book cover 
woven coasters 
a conch bracelet 
a film story
leaf bookmark set 
a portrait sketch 
a zoo of animal origami 
a pair of silver eardrop
a PVC&Duct Tape kayak 
a laser-cutting cardboard castle 
a clay portrait mold 
a DIY Bluetooth speaker

pack up and go
Have a bike tour 
a shopping tour 
go to a ball 
a kitty
Have baking classes 
learning an instrument 
sea sailing 
sky diving
Have yoga classes wine tour 
 

Self-made Objects

Celebratory Events



131

Relationship Situations

Couple A gift for someone you have a crush on. You 
have a friend whom you have had a crush on 
for a long time, but he or she does not know 
how you feel. On Valentine’s Day this year, 
you plan to give him or her a gift to show your 
feelings. What gifts would you prepare?

A gift to your girl/boyfriend. Today is your 
first Valentine’s Day since you have been 
together, so you would like to give him or her 
a gift. What gifts would you prepare?

A gift for a marriage proposal. A gift you 
prepared for him or her when you proposed. 
What gifts would you prepare?

An gift to apologize to you girl/boy friend. 
After a quarrel with your girl/boy friend, you 
wants to give him or her a gift to apologize.

An break-up gift. To end the relationship, 
what kinds of gift you would like to give and 
what you want to express through it.

A greeting gift. For the first time when you 
visit your son or daughter-in-law, you would 
like to give them a gift. What gifts would you 
prepare?

You and your 
mother or 
father-in-law

A greeting gift. For the first time when you 
visit your mother or father-in-law, you would 
like to give them a gift. What gifts would you 
prepare?
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Relationship Situations

Husband-wife A wedding anniversary gift. On your first 
wedding anniversary, you would like to give 
your partner a gift. What gifts would you 
prepare?

A gift to apologize. You two have a big 
quarrel over something. So, you would like 
to give a gift as an apology. What gifts would 
you prepare?

A gift on seven-year inth. After around year 
seven of a marriage, the happiness between 
you and your husband/wife declines. What 
gifts would you prepare?

A birthday gift. You would like to give a gift to 
your mom or dad for their birthday. What gifts 
would you prepare?

A wedding anniversary gift. On your parent’s 
wedding anniversary, you would like to give 
them a gift. What gifts would you prepare?

Parents-child

A wedding gift. On the wedding day of your 
child, you want to give him or her a gift, 
blessing for a happy future. What gifts would 
you prepare?

A Christmas gift. On Christmas eve, what you 
would like to give for your parents.
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Relationship Situations

Parents-child

Siblings

When you are paid for the first time, you 
would like to give a gift to your parents to 
show your gratitudes. What gifts would you 
prepare?

A birthday gift. On your brothers’/sister’s 
birthday, what gifts would you prepare?

After years staying oversea, you would like 
to give a gift to your parents when you come 
home. What gifts would you prepare?

A grown-up gift. On your child’s 18th birthday, 
what gifts would you prepare for him or her?

A gift to apologize to your siblings. ou two 
have a big quarrel over something. So, you 
would like to give a gift as an apology. What 
gifts would you prepare?

A birthday gift. On grandparent’s birthday, 
you want to give them gifts. What gifts would 
you prepare?

Today is your relatives’ birthday, since you 
two have not seen each other for years, what 
gifts would you prepare?

Grandparents-
grandchild

Extended 
family members

A birthday gift. On your grandchildren’s 
birthday, you would like to give them gifts. 
What gifts would you prepare?

Appendix



134     Enriching Gifts

Relationship Situations

Friends A birthday gift. On your best friend’s birthday, 
what gifts would you prepare?

A wedding gift. On your best friend’s 
wedding, what gift would you prepare?

A gift to apologize to your friend. You two 
have a big quarrel over something. So, you 
would like to give a gift as an apology. What 
gifts would you prepare?

A farewell gift. Your friend is going to study 
abroad, what gifts would you prepare to say 
goodbye to him or her?

A gift to your teacher. On the Teacher’s Day, 
what gifts would you prepare to show your 
gratitudes to him or her?

Others
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Test Date: 
Number of Players:
Players:
Relationships:

Test Date: 
Number of Players:
Players:
Relationships:

Test Date: 
Number of Players:
Players:
Relationships:
Duration: 
Playrounds:
Game Version:
Language:

19-Oct-2019
5

Students
Friends

26-Oct-2019
5

Students
Friends

22-Nov-2019
6

Students
Classmates
90 minutes

3
1.2

Chinese

99 minutes
3

1.0
Chinese

45 minutes
2

1.1
Chinese

Duration: 
Playrounds:
Game Version:
Language:

Duration: 
Playrounds:
Game Version:
Language:
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Test Date: 
Number of Players:
Players:
Relationships:

Test Date: 
Number of Players:
Players:
Relationships:

Test Date: 
Number of Players:
Players:
Relationships:
Duration: 
Playrounds:
Game Version:
Language:

27-Nov-2019
5

Students
Classmates

1-Dec-2019
4

American Family
Family

27-Dec-2019
5

Chinese Family
Family

50 minutes
3

2.2
Chinese

120 minutes
3

2.0
English

42 minutes
3

2.1
English

Duration: 
Playrounds:
Game Version:
Language:

Duration: 
Playrounds:
Game Version:
Language:
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Test Date: 
Number of Players:
Players:
Relationships:
Duration: 
Playrounds:
Game Version:
Language:

Test Date: 
Number of Players:
Players:
Relationships:
Duration: 
Playrounds:
Game Version:
Language:

1-Jan-2020
4

Students
Friends

30 minutes
2

2.2
Chinese

16-Mar-2020
4

American Family
Family

50 minutes
3

23.0
English
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