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Abstract: Persuasive communication in video games and digital leisure has become increasingly
prominent with the consolidation of models such as games as a service and free-to-play environ-
ments. Drawing on recent literature, this article addresses the following key dimensions of the issue:
the presence of persuasive architecture and dark patterns in video game design; the commercial
integration of brands and advertising formats into the gaming experience; and use of persuasion
both for education as well as ideological influence. Based on this approach, the authors contend that
video games are communicative, social, and financial ecosystems with a significant impact on young
people, whose perception of the boundaries between play, consumption, and monetary transaction
has become blurred. Finally, the article highlights the need to enhance media literacy, along with
regulatory frameworks that are adapted to contemporary digital leisure.
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Resumen: La comunicacién persuasiva en videojuegos y ocio digital ha adquirido una creciente
relevancia con la consolidacion de modelos como los games as a service y los entornos free-to-play.
A partir de la literatura reciente, este articulo aborda tres dimensiones principales: las arquitecturas
persuasivas y los patrones oscuros presentes en el disefio del videojuego, la integracién comercial
de marcas y formatos publicitarios dentro de la experiencia ludica y los usos pedagdgicos e ideoldgi-
cos de la persuasion. Este enfoque permite entender el videojuego como un ecosistema comunicati-
vo, social y econémico especialmente significativo entre las generaciones jovenes, en el que se
difuminan las fronteras entre juego, consumo y transaccion. Finalmente, se subraya la necesidad de
avanzar en alfabetizacion mediatica y marcos regulatorios adaptados al ocio digital contemporaneo.
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1. Introduction

Far from being an isolated activity, digital entertainment has now become the
backbone of socialisation and cultural exchange among young people. By inte-
grating the use of smart devices, social media, and video games into their daily
lives, the leisure patterns of youth have been reshaped, which has led to a new
audiovisual hegemony (Calderén Gémez and Gémez Miguel, 2022). The extent
of this phenomenon is evident in consumption, which shows that participation
in video games is becoming an increasingly common habit. In Europe, 43.6%
of young people aged 14 to 25 play video games weekly (Ministry of Culture,
2025), while in the United States, 41% of adolescents aged 13 to 17 do so daily
(Gottfried and Sidoti, 2024). Both reports indicate that young people are more
likely to play online, which suggests that video games have evolved from a
cultural product intended for individual enjoyment into a communicative,
social, and economic ecosystem in itself.

The video game industry has undergone significant economic growth,
transitioning from a niche market with an estimated revenue of $91 billion in
2015 (Newzoo, 2016) to a global market valued at $189 billion today
(Newzoo, 2025). This growth has been largely driven by the dominance of the
mobile phone segment, which in 2025 contributed $103 billion to the indus-
try’s total revenue through the implementation of highly effective strategies
that reflect the new dynamics of contemporary digital consumption.

A key factor in this financial expansion is the business model known as
Games as a Service (GaaS), whose architecture prioritises recurring revenue
streams over the traditional one-time transaction model. According to Lehto-
nen et al. (2022), GaaS makes it possible to significantly extend the business
lifespan of games through a continuous flow of content updates and the inte-
gration of sophisticated mechanisms for generating recurring revenue, there-
by ensuring the long-term profitability and viability of a particular game.

Given this premise, the GaaS strategy implements persuasive communi-
cative strategies, which are defined as the intentional effort to shape or rein-
force responses without resorting to coercion (Stiff and Mongeau, 2016). The
ultimate purpose is to optimise user retention and ensure their long-term
engagement with the platform’s ecosystem. However, this ability to exert in-
fluence can lead to what Zagal et al. (2013) refer to as dark patterns or designs
intentionally aimed at creating adverse experiences that conflict with users’
interests. As the system often operates without fully informed consent, they
prioritise the interests of the game developers, which are typically financial or
user retention, at the expense of the players’ own interests.
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Along with these internal design trends, the exponential growth of the
video game market has made it a strategic priority among external stakehold-
ers. Given the context, brands also use persuasive communication with the
aim of making an effective impact on young audiences (Piccioni, 2023). How-
ever, advertising goes beyond simply mentioning a product by making it blend
in with the content, thereby abandoning its traditional intrusive nature and
integrating its message in a practical way through a playful experience. The
final result of this approach is the rise of specific forms of advertising such as
advergaming, product placement, and programmatic advert insertion using
dynamic creative assets (Bonales-Daimiel and Gutiérrez-Manjon, 2026).

The versatile nature of persuasive communication in a recreational en-
vironment allows it to transcend commercial objectives, reaching into the do-
mains of education and ideology. On the one hand, this capability for educa-
tional influence is evident in the so-called serious games, where persuasive
designs are used to promote learning and behavioural change, which helps
players acquire skills through reinforcement techniques (Gémez-Garcia,
2014). On the other hand, video games can also be exploited as an instrument
of political propaganda, where persuasion is camouflaged in order to influence
the user's perception or reinforce ideological bias in a clandestine manner (De
la Cruz et al, 2025). This dichotomy highlights the fact that video games are
not an ethically neutral space, but rather an established medium of influence
in which persuasive communication plays a key role.

2. Persuasive Architecture and Dark Patterns in Video
Games

Games as a Service, or GaaS, is not just an economic model, but a communi-
cative strategy as well. Its logic requires building expectations: the next sea-
son, a weekend event, a special collaboration, or an exclusive skin (Dubois
and Weststar, 2022). Video games have embraced the series format and the
episode culture: they draw users in, catch their attention, and organise their
schedule around the gameplay loop. In this regard, when leisure becomes
part of a person’s schedule, persuasion takes on a timeframe quality. The
user learns that missing an event means losing a reward, a position in the
rankings, or an opportunity for social visibility. In this context, the decision
to play is not only driven by the desire to enjoy the game but is also influ-
enced by peer pressure and the structural constraints of scarcity and limited
resources (Mejias et al., 2024).
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The most common persuasive tactics in today’s video games operate on
multiple levels and are part of commercial and advertising strategies integrat-
ed into the design of the gaming experience, which are especially prevalent on
smartphones (Arjona and Mufioz, 2020). At the surface level, explicit messages
appear, such as offers, bundles, battle passes, and seasonal announcements. At
the intermediate level, there are displays of interface cues such as notifica-
tions, reminders, progress indicators, bars that are yet to be completed, and
upcoming rewards. At the deep level are behavioural loops, which include the
design of daily challenges, intermittent rewards, anticipation of desired loot,
and the conversion of effort into points —and points into status— in the gam-
ing community.

For young people, the effectiveness of this kind of architecture is en-
hanced due to the highly social nature of the digital leisure experience. Online
video games, whether competitive, cooperative, or hybrid, are organised
around teams, groups of friends, and communities.

Participation is not seen as merely individual entertainment, but as a
sense of belonging to a social group with shared interests (Carrillo Vera,
2015). Playing video games involves socialising with others, and that inter-
action creates subtle obligations such as logging in so as not to disappoint
the group, making progress in order to avoid impeding the advancement of
others, and taking part in an event to avoid being left out of the conversation.
Therefore, persuasion is no longer merely technological, as it has a social
dimension as well.

Consequently, persuasive communication has merged with experience
regarding design and the social fabric, creating environments in which ongo-
ing engagement is standard practice. At this crossroads, tension and risks have
emerged, which are widely documented, including fatigue, frustration, impul-
sive spending, the normalisation of micropayments, and family or school con-
flicts arising from the demands that gaming places on players' time and atten-
tion (Kamamura et al, 2022; Han, 2025). However, in this scenario there is a
phenomenon at work that is even more profound: the restructuring of social
life as an ongoing engagement with the realm of digital recreation.

Therefore, the problem is not confined to the industry’s legitimate inter-
est in maximising revenue through micropayments or recurring monetisation
strategies. In fact, the threat arises when these practices are incorporated into
highly sophisticated persuasive architecture that triggers psychological re-
sponses capable of fostering problematic behaviour, especially among young
people, as their emotional and cognitive self-regulation is still not fully devel-
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oped (Labrador et al, 2023). In this situation, spending ceases to be a one-off,
conscious, deliberate decision, and instead becomes part of a cycle of anticipa-
tion, reinforcement, and repetition that often becomes compulsive (Zendle
and Cairns, 2018).

The academic literature has noted that certain features of contemporary
video games such as intermittent rewards, random item acquisitions, artificial
scarcity, immediate feedback, and audiovisual celebrations of success have
structural similarities with the psychological inner-working of gambling
(Arnedo-Moreno et al, 2026). Moreover, these dynamics not only encourage
continued engagement but can also modify the perception of risk, normalize
repeated spending of small amounts, and foment a transactional relationship
with money in the digital entertainment sector.

These practices are often implemented through the so-called dark
patterns, which are strategies designed to subtly influence user behaviour
by exploiting cognitive and emotional bias (Gutiérrez-Manjon et al., 2026).
This refers to audiovisual content and systems that operate according to
algorithmic logic designed to entice, intensify engagement, and reshape
decision-making, the aim of which is to persuade users to carry out actions
that may run counter to their own interests in the medium and long term
(Zagal et al,, 2013).

For young players, the combination of these strategies with the social
dynamics of belonging and validation heightens their impact (Bernaldo-de-
Quiros et al, 2021). The pressure to avoid exclusion, maintain social standing
within a group, and preserve a recognisable digital identity can act as a cata-
lyst for behaviour that mirrors the processes through which individuals are
drawn to gambling (Spicer et al, 2022). In essence, the heart of the problem
lies in this shift from recreational consumption to behavioural reinforcement,
which is the main challenge for researchers, regulators, and the responsible
design of digital entertainment.

3. Advertising, Branding, and Commercial Integration

Advertising has historically played a persuasive role in raising brand aware-
ness, building symbolic value, and influencing consumer attitudes and behav-
iour. However, in today’s digital landscape, this role is no longer achieved
through external formats, nor those which are clearly differentiated from the
content, such as isolated and intrusive adverts. Instead, modern advertisers
use sophisticated approaches integrated into media experiences, spaces for
leisure, participation, and interaction, and even in the very logic of the inter-
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face (Scolari, 2018; De la Hera, 2019). This convergence of advertising and
entertainment is known as advertainment, which refers to content designed to
attract users, engage them emotionally, and foster brand loyalty (Martinez
Séaez, 2003; Ramos, 2006; De Aguilera-Moyano et al, 2015).

Given the context of increasing hybridisation of leisure, interaction, and
commercial communication, video games have taken centre stage. Their abil-
ity to provide extended, participatory, and immersive experiences has made
them a valuable tool for inserting persuasive messages aimed specifically at
young audiences (Feijoo et al, 2022). Therefore, the literature on video game
advertising has established this field as a key area in the persuasive communi-
cation domain. Previous studies have focused both on classifying the various
types of in-game advertising and their effects on users. Regarding effects,
these include the impact on players’ behaviour (Molesworth, 2006), the ac-
ceptance or rejection of these practices by users (Evans et al,, 2018; van Berlo
et al, 2021), and the capability of such adverts to engender advertising recall
in the participants (Nelson, 2002; Grigorovici and Constantin, 2004; Schneider
and Cornwell, 2005; Yang et al, 2006).

Regarding types of brand presence, these can be classified according to
their degree of integration and their position within the gaming experience, in
a process that has moved toward increasingly integrated approaches. Thus,
strictly speaking, the term advergame refers to ad hoc video games, usually
free and playable, either designed specifically to meet a company’s communi-
cation needs, or developed by making use of existing game environments (Re-
dondo, 2012; Cafiete Sanz and De la Hera, 2023). On the other hand, in-game
advertising, or IGA, refers to the insertion of brands or commercial messages
into existing video games using a logic similar to product placement, yet
adapted to the specific features of the interactive environment (Selva-Ruiz,
2009; Waiguny et al, 2014). Added to this is around-game advertising (AGA),
which appears in areas surrounding the gameplay and is especially wide-
spread in smartphone video games, where banners, pop-ups, videos and other
in-app formats are integrated into the free-to-play and monetisation models of
numerous gaming apps (Tapia-Frade et al, 2022; Jodo and Las Casas, 2023;
Lopez and Arbaiza, 2023). Although these methods differ regarding their
origin, format, and the extent to which they are integrated into the gaming
experience, they all share a fundamental feature: the incorporation of com-
mercial content into recreational settings characterised by sustained atten-
tion, high user engagement, and particularly intense and continuous use.



Persuasive Communication... | Bonales-Daimiel, Gutiérrez-Manjon & Cafete Sanz

19

Along these lines, Rodriguez Garcia and Bafios Gonzalez (2009) distin-
guish between static, interactive, and immersive advertising based on the de-
gree of interaction between the player and these formats. While static adver-
tising uses fixed placement within the gaming environment, interactive
advertising requires some type of response or action from the player, and im-
mersive advertising is even more integrated, as it interweaves the commercial
aspect with the gaming experience itself. This development reflects a shift
toward advertising formats that are increasingly difficult to distinguish from
leisure activities, a trend that has intensified with the expansion of the
metaverse and other immersive environments.

More recently, studies on advertising in video games has focused on the
models known as GaaS and free-to-play (F2P). In these settings, advertising is
intertwined with other monetisation strategies such as in-game purchases,
subscriptions, and season passes. Thus, the gaming experience also operates
as a space for display, desire, and transaction. In this context, phygital strate-
gies are especially important, as they seamlessly combine digital and physical
features to enhance the consumer experience. Beyond conventional brand
placement, joint ventures between companies and video game designers show
how skins, thematic events, virtual objects, and immersive experiences can act
as extensions of the brand universe and be applied to products, shops, and in-
person experiences. Thus, the purchase is integrated into a playful and emo-
tional narrative that can lower the inhibition to make a monetary payment,
thereby helping to normalize spending in the gaming experience (Zarantonel-
lo and Schmitt, 2010; Calderén Goémez and Gémez Miguel, 2022; Lawry, 2022).
In this way, video games no longer operate merely as an advertising medium,
and instead become a hybrid space for symbolic interaction in which identity,
consumption, and brand experience converge, thereby encouraging purchase
decisions and the habit of recurrent spending (Johnson and Barlow, 2021;
Jordan and Richterich, 2022; Bonfanti et al, 2023; Newzoo, 2025).

As a whole, the literature suggests an ambivalent dynamic in this sce-
nario: on the one hand, integrating adverts into video games can reinforce the
persuasive effectiveness of the message by linking it to experiences of enjoy-
ment, engagement, and sustained attention (Waiguny et al, 2014; van Berlo et
al, 2021); on the other hand, this strategy can make it difficult to identify the
purpose of the advertising when its presence blends seamlessly and indistinc-
tively into the gaming experience (Campbell and Kirmani, 2000; Evans et al,
2018; Skiba et al,, 2019).
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4. Using Video Games for Educational Purposes
and to Influence Ideology

Together with research focusing on monetisation and advertising, a third line
of investigation has analysed video games as a vehicle for social, educational,
and political persuasion. This viewpoint is based on the premise that the me-
dium’s potential to persuade is not limited to its commercial aspect, as it can
also be used for purposes related to information, education, culture, and ide-
ology (Bogost, 2007). Due to its nature as an open and flexible system, video
games can be used to explore real-world scenarios, help users develop skills at
the individual level, and assist players in understanding and interpreting soci-
etal realities. Literature addressing these features defines persuasion as the
ability of video games to encourage reflection, comprehension, and changes in
attitude. As this point of view is positivist, it reflects a shift in the preconceived
notion that video games cause or trigger aggressive and criminal behaviour in
children, indicating a change in public perception, with video games now
viewed more positively than in previous years (Nufez-Barriopedro et al,
2020).

Various studies have examined the benefits of using video games to ac-
quire and improve specific skills, both through mass-market games designed
for recreational purposes and adapted for educational settings, and those cre-
ated ad hoc for more serious aims (McGonigal, 2011; Granic et al, 2014). Un-
like other forms of persuasion, which are more strongly associated with at-
tracting attention or driving consumption, the focus here is on the ability of
games to foster immersive learning experiences, simulate complex scenarios,
promote empathy, and facilitate understanding of social issues.

Generally speaking, video games have inherent features that can
promote the development of certain skills among players. For example,
certain genres can enhance users’ competence regarding spatial aware-
ness, in addition to improving mood and alleviating anxiety (Granic et al,
2014). Studies that focus on these issues not only explore the impact of
gaming on children, but on adults as well. Among the latter, there are bene-
fits in terms of mental and physical health, as improvements have been
revealed in physical aspects such as strength and mobility, while psycho-
logical enhancement has been found regarding reaction time and cognitive
processing speed (Xu et al., 2020).

Furthermore, technological advances and their application to the field of
video gaming have broadened the ways in which this medium can persuade
and influence players. As such, the persuasive capabilities of video games are
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not limited to the internal dynamics of the game, but also depend on the de-
vices, interfaces, and technological conditions that shape the immersive digital
experience. This is clearly evident in the use of virtual reality for developing
specific skills and prosocial behaviour (Breves, 2018; Sousa, 2024; Cafete
Sanz et al, 2025), as well as augmented reality aimed at improving social in-
teraction in children with autism spectrum disorder (Chung et al, 2015).

By taking a more applied approach, research on game-based learning
has examined the benefits of gaming as a means of facilitating knowledge ac-
quisition in specific disciplines, such as software engineering (Garcia et al,
2020), geography, politics, and urban planning, through the use of mass-
market games (Bereitschaft, 2023), and in the healthcare sector through vir-
tual simulations (Del Blanco et al, 2017).

In addition to its use in specific contexts, video games have also been
used to develop transversal skills, also known as soft skills.

These competencies are not aimed solely at recalling or understanding
intricate concepts, but also at developing skills related to critical thinking,
creativity, and sound judgement in social learning contexts (Anderson and
Krathwohl, 2001). From this viewpoint, video games can be used to persuade
and inform for educational purposes, while pupils see them as an entertaining
pastime that motivates them to learn (Goémez-Garcia et al, 2016).

The mere act of acquiring such competence clearly shows that the per-
suasive potential of video games is also linked to cognitive, behavioural, and
emotional development. In this regard, benefits have been discovered in rela-
tion to problem-solving skills (Connolly et al, 2012; Nufez-Barriopedro et al,
2020), resilience, adaptability, and decision-making competence (Pusey et al.,
2022; Bartolomé et al, 2025), in addition to enhanced self-esteem and re-
duced fear of failure (Xu et al,, 2020). Thus, video games not only contribute to
learning in specific subjects, but they may also influence more complex per-
sonal and social skills.

At this point, persuasion and the narratives associated with certain ideo-
logical movements become relevant factors in examining the video game eco-
system. The discourse that arises in these environments enables the transfer
of political ideologies and the construction of interpretations of contemporary
political systems (Gémez-Garcia et al, 2022). One example is Newsgames,
which provides information presented in playful formats. This is similar to
serious games, both of which offer opportunities to create narratives focused
on social issues. Through an immersive experience of sensitive circumstances,
these complex and interactive narratives are able to foster empathy, improve
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understanding of phenomena such as hate speech, and trigger a discerning
response among players (Gomez-Garcia et al, 2021). In short, video games are
capable of persuading audiences and influencing their interpretation of genu-
ine political situations, whether through the deliberate and explicit design of
serious games, or via the depiction and narratives found in mass-market video
games. At the same time, they can also foster positive social attitudes, promote
tolerance, and reduce prejudice toward specific social groups (Breves, 2018;
Lopez Naranjo et al, 2025).

However, these platforms can also be used to spread hate speech, both
within and surrounding the game, as they are sometimes used by certain
groups as a megaphone to influence communities and disseminate extremist
messages. In this regard, the sense of belonging or identification with a group
is closely linked to video game culture, yet the dark side of this affinity is that
some gaming communities act as catalysts for radical behaviour (Kowert et al.,
2022; Miller-Idriss, 2025). Moreover, the prevalence of such discourse in the
gaming ecosystem is exacerbated by a shortfall of effective moderating strate-
gies capable of addressing these kinds of practices, which may reinforce radi-
cal ideologies associated with racism, misogyny, and ethnic hatred (Newhouse
and Kowert, 2024). The impact of this type of diatribe on audiences comprised
of adolescents and children is of growing concern, especially in a medium de-
fined by its immersive and persuasive potential (Lopez Naranjo et al, 2025).

This impact also requires that attention must be paid to the social por-
trayals found in video games. Like other cultural formats, these depictions are
able to convey specific perspectives and narratives about reality, which range
from the omission of social inequality or lack of representation (Hilu, 2026), to
the consolidation of neoliberal and technocratic ideologies (Fraile-Jurado and
Llovet-Ferrer, 2026). Even when addressing sensitive issues like gender-based
violence, these narratives can perpetuate stereotypes or minimize the prob-
lem by delimiting the issue to very specific settings (Manzano-Zambruno and
Paredes-Otero, 2021).

In short, as spaces for education and socialisation, the potential of video
games is not limited the persuasive power of serious games, which are de-
signed for purposes related to education, information consumption, and rais-
ing awareness. In fact, in addition to helping players acquire specific abilities,
the world of video games can also assist users in developing positive social
behaviour and critical thinking skills. However, in spite of its benefits, the per-
suasive power inherent to these games also enables the proliferation of ex-
tremist and hateful discourse, whose creators use these channels as a platform
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from which to influence various audiences. For this reason, the impact of these
dynamics on the most vulnerable groups in society is an issue that requires
immediate attention.

5. Conclusions

The literature review conducted for this study clearly shows that video games
are now firmly established as a vital tool for analysing contemporary persua-
sive communication, especially among younger generations.

Far from being a mere source of entertainment, video games have be-
come ecosystems that are communicative, social, and economic, in which lei-
sure and business interests converge. From this standpoint, the literature
points to a fundamental transformation: persuasion is no longer conveyed
solely through explicit messages or clearly defined advertising formats; in-
stead, it uses more complex structures in which design, interface, reward, tim-
ing, and consumption are increasingly intertwined.

Given the context, one of the key changes observed is the growing diffi-
culty in drawing a clear distinction between leisure, consumption, and persua-
sion. In fact, a hybrid environment has been created involving game dynamics,
reward systems, timelines of programmed events, micropayments, brand
partnerships, and phygital strategies. Moreover, in this setting, commercial
messages are integrated into the gaming experience in a fluid and persistent
manner, often blurring the boundary between entertainment content and ad-
vertising practices. Furthermore, although this enhances the persuasive pow-
er of the video game ecosystem, it becomes increasingly difficult to identify its
commercial intent and the underlying economic interests.

This article also highlights the fact that these dynamics cannot be
viewed solely from a traditional advertising perspective. In today’s video
games, especially among young audiences, persuasion is interconnected with
feelings of belonging, recognition, and social validation. The pressure to be
included in an event, to maintain a prominent digital presence, or to uphold
one’s status within the group exacerbates the impact of retention and spend-
ing strategies. Therefore, the issue is no longer limited to the presence of ad-
vertising or the visibility of brands; instead, the concern is focused on the
promotion of consumption patterns based on ongoing engagement, which are
capable of normalizing recurrent spending habits and even encouraging det-
rimental behaviour.

From this viewpoint, the main challenge is not to question, in abstract
terms, the legitimacy of monetisation and commercial communication in the
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video game sector, but rather to critically examine the conditions under which
these practices are implemented when aimed at young audiences. Moreover,
this requires a shift toward analytical frameworks that integrate the commu-
nicative, economic, technological, and social dimensions of the medium. This
also requires assessing the adequacy of current regulatory frameworks for
protecting children and adolescents in environments where the line between
gaming, advertising, and transactions is becoming increasingly blurred.

Therefore, an understanding of the persuasive potential of video
games and their impact on young audiences should not be limited to devel-
oping strategies aimed exclusively at commercial communication. In fact,
other types of persuasion also have a place in this field, ranging from acquir-
ing knowledge to the dissemination of specific rhetoric and ideologies. Re-
garding the latter, in order to understand the persuasive power of video
games, analyses of their content must be carried out, which need to be thor-
ough and up to date.

At the same time, the academic world must continue to explore these
contemporary forms of persuasion in greater depth. Special emphasis should
also be placed on encouraging empirical research aimed at exploring the fol-
lowing aspects: the way in which younger generations identify, comprehend,
and negotiate these persuasive practices in their everyday lives; how these
practices influence their perception of spending, risk, and reward; and how
the factors of online socialisation, algorithmic personalisation, and the blur-
ring of boundaries between digital and offline consumption come into play.
Likewise, there is also a need for more research into video gaming used for
educational and ideological purposes. In fact, regarding both these aspects,
this study has revealed that persuasion in the gaming environment is not lim-
ited to the commercial realm, as it also plays a role in the transmission of val-
ues, worldviews, and personal behaviour.

Ultimately, the analysis of persuasive communication embedded in vid-
eo games and digital entertainment highlights an important issue, which is its
current impact on the cultural practices and socialisation of young people, in
addition to the growing economic influence of the video game industry in the
contemporary digital ecosystem. Nowadays, an understanding of how models
of consumption, influence, and participation are shaped in these environments
is crucial for achieving the following objectives: advancing academic
knowledge; encouraging more responsible video game design; developing
strategies for strengthening media and advertising literacy tailored to the cur-
rent setting; and finally, initiating debates on regulatory options related to this
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issue. Regarding the latter point, and as a final thought, any future regulations
should be capable of addressing the challenges of an ecosystem in which play-
ing, consuming, and being subject to persuasion are increasingly intertwined
in the same experience.
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