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Abstract
Games are increasingly used for purposes that stretch
beyond their primary strength as medium for
entertainment, including games used for training,
education and critique. Among this stretch we also find
games that argue a particular point of view; to shape
attitudes and shift perspectives towards real-world
concepts or objects. Unlike most contemporary media to
persuade games are unique in their interactive
affordances; providing players with the ability to evaluate
given arguments to a system that responds, and
essentially allows the player to engage in an indirect
discussion with the designer(s). Although persuasion
through games is not a new venue of research, the
discipline unfortunately still lacks practical game design
strategies aimed to aid designers in maximizing the
persuasive potential of their games. The presented
research is therefore concerned with how to design for
persuasive gameplay and what strategies (models,
frameworks, guidelines, methodologies, etc.) could
support the designer throughout this design process.
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Games for Attitude Change
Designers who seek an outlet for presenting a particular
point of view on issues, people, objects or concepts that
occur in the real world, striving to convince others to
change their opinions, essentially enter the realm of
persuasion [14][15]. Games as a medium, just like written
text, photos and film are capable of presenting certain
values of their creators; including the presentation of a
favored perspective [8][11]. Games however are unique in

Figure 1: Mr. Powerful - A
persuasive game designed for
Amnesty International
Amsterdam in collaboration with
students and researchers at the
Amsterdam University of Applied
Sciences Medialab, the
Netherlands

their interactive affordances and as such introduce new
dimensions to the existing repertoire of media used to
persuade its audience. This research builds on the original
work on persuasive games as proposed by Bogost [3][4],
with the concept of procedural rhetoric as basis; a theory
that asserts games to have unique persuasive properties
because they can embed arguments in the rules and
procedures. Although Bogost’s work vividly paved the
road to position games as a unique persuasive medium,
over the years several scholars have addressed its
incompleteness. Such as that one cannot ignore the
influences of the player’s broader social and cultural
context [18] and the classical persuasive properties that
games can also encompass [10][5]. We hold a distinct
interest in how real-world attitudes can be shaped
(weakened or strengthened) through gameplay, to
consequently construct a more internalized foundation for
a real-world change in behavior. Although games can
certainly mediate behavior (as often seen within the realm
of gamification and persuasive technology [4][9][7][20]),
we believe that (persuasive) games (as expressive
medium) are particularly powerful in addressing the
attitudinal foundation from which an intent for behavior is
developed [12][1][13][7]. Persuasive gameplay essentially
argues why certain thoughts, feelings or behaviors are
favorable [4]. This persuasive potential of games has been
addressed in various disciplines over the past decades.

Where some have asserted that games naturally hold
unique persuasive powers [4], others have found that the
effectiveness of persuasive games are generally quite
marginal and somewhat inconsistent [19]. This brought us
to the realization that there is surprisingly little known on
how to exactly design for effective persuasive gameplay,
and what “successful” Persuasive Game Design actually
encompasses. Some have provided useful pointers [7][6],
but more explicit design strategies to aid the game
designer in crafting persuasive gameplay are still missing.
As such we focus our research on, and the development
of, game design strategies (methods, frameworks, tools,
models, etc.) that support game designers in maximizing
the persuasive potential of their games.

Research Approach
Within a multidisciplinary four year research project,
funded by the the Netherlands Organization for Scientific
Research, three universities (Utrecht University, Eindhoven
University of Technology and Rotterdam Erasmus
University), and two interactive media companies
(IJsfontein and Submarine) we initiated the objective to
advance the use of games as persuasive medium. The
work presented in this abstract primarily represents the
design-oriented pillar, one of the three pillars within our
collaboration (next to theory and validation). This scope
encompasses secondary research and a“Research Through
Design” approach [21] to generate insights through the
design of games with persuasive intent. We research how
persuasive games persuade their player(s) and what design
strategies could support the Persuasive Game Design
process. In this we use game design cases as probes for
exploring new persuasive approaches and formulation of
strategies for the design of persuasive gameplay. We
currently address questions like whether “presence”
increases persuasiveness, what the influence of
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“identification” is for the adoptions of particular attitudes
and whether we can use “cognitive dissonance” as
concept for the re-evaluation of attitudes. By running
projects within similar topics (such as Human Rights) we
can compare the used design strategies and processes,
exemplifying what works (and what does not). For

Figure 2: A Breathtaking
Journey - A persuasive game
designed for Amnesty
International Amsterdam in
collaboration with Cas Ketel at
the Eindhoven University of
Technology, the Netherlands

example, Mr. Powerful and A Breathtaking Journey are
two recently developed games for Amnesty International
Amsterdam (see figure 1 and 2), the latter being used for
a study on “presence”. Insights and strategies gained
from these projects are subsequently discussed with our
partners to reflect on their viability for industry.

Preliminary Results
A focus on persuasive game design strategies has resulted
in the Attitudinal Gameplay Model, a foundation
presenting the function of attitudes during gameplay [12].
The Attitudinal Gameplay Model provides an overview of
gameplay processes based on attitudes held by the player,
addressing various game design decisions and mental
processes that are of influence. The model compliments
the positioning of our research focus; research that asserts
persuasion to be inherently linked to attitude change.
Although independently aimed as a tool for analysis on
how a player’s attitudes are processed through gameplay,
the model is furthermore meant as foundation for the
future development of micro-level persuasive game design
strategies (i.e. game design strategies that address more
specific parts of the persuasive game process). Parallel to
the development of the Attitudinal Gameplay Model a
holistic design process for designing persuasive games (see
figure 3) has been formulated. The Persuasive Game
Design process, aimed at guiding the game designer with
persuasive intent, is a work-in-progress adaptation of the
User Centered Game Design process [16]. The model
indirectly supports our research objectives by offering a

framework to categorize game design strategies based on
design phases. The Persuasive Game Design process and
corresponding design guidelines are updated through
reflecting on the Persuasive Game Design projects we run
at the Eindhoven University of Technology (NL) and the
Amsterdam University of Applied Sciences (NL).

Figure 3: Persuasive Game Design process

Future Research
In addition to the ongoing development of holistic (macro)
design strategies for Persuasive Game Design a clear focus
has also been reserved for micro design strategies that aid
the designer in constructing and embedding persuasive
messages in gameplay. This shift will incorporate an even
stronger focus on the ”Research through Design”
approach [21] to accommodate the nuances that will
otherwise be unnoticed in the development of micro design
strategies. Although the format for these micro design
strategies is still up for debate, both the game design
patterns [2] and game design lenses [17] formats suit our
current approach and objectives for the project neatly.
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