Supplementary Materials
Appendix A: Roadmap for implementation of playable wellbeing.
	Playable Wellbeing: A Practitioner’s Guide
Questions to help game studios and wellbeing organisations think through the why and the how of embedding wellbeing experiences in entertainment games.
Based on research with 21 experts across game studios, public health, and mission-driven organisations. Full paper: blinded.. LINK TO OPEN ACCESS PAPER TO BE ADDED UPON PUBLICATION

	🎮  Game Studios
	🌱  Wellbeing & Mission-Based Organisations

	Why consider playable wellbeing?
	Why choose games as your medium?

	•  Does this wellbeing theme genuinely enrich our game world, story or characters?
•  Could it deepen player engagement or open our game to new audiences?
•  Are we a games-as-a-service studio seeking fresh content? Wellbeing experiences could be a natural, values-aligned fit.
•  Does it align with our studio values -  doing right by players, minimising harm and maximising wellbeing?
•  Could a wellbeing partner add value through subject matter expertise, research capacity, player insight, or provision of funding?
	•  Does our target audience play games? Is there demographic alignment?
•  Could games reach people we currently struggle to engage through traditional campaigns?
•  Could a game offer deeper, more sustained engagement than other media?
•  Are we open to health messaging that doesn’t come from an ‘authority voice’ - that feels native to the player’s world?

	Is this viable for us?
	Is this partnership viable for us?

	•  Can it be seamlessly integrated — does it fit the game world without breaking immersion, including not having experiences that directly contradict the wellbeing learning target?
•  Does it fit within our production timeline and resource capacity?
•  Could we articulate commercial value: richer content, broader audience, unique marketing?
•  Do we have (or can we access via partnerships or consultancy) the subject matter expertise to design this authentically to the wellbeing target?
•  Are we prepared to handle potential reputational sensitivity - and do we have a communications plan and staff safety plans able to manage these?
	•  Are we prepared to extensively network, including making contacts via peak bodies or attending game sector conferences, to reach decision-makers within game studios?
•  Are we comfortable with the intended audience being global, larger than the direct remit of our organisation?
•  Are we comfortable giving the studio creative licence over how the experience is designed, within broad confines of a brief?
•  Can we contribute something beyond money - research expertise, evaluation capacity, subject matter knowledge?
•  If public or not-for-profit funded: are our funders comfortable with the association, and do we have communication plans to support this?

	How should we design the experience?
	How do we ensure the experience is effective?

	•  Is it playable with game mechanics, not just messaging?
•  Does it let players make meaningful choices, including wrong ones, without punishing them?
•  Is it authentically woven into the game world, or does it feel ‘tacked on’?
•  Does it avoid lecturing or moralising - does it speak in the game’s voice, not a health authority’s?
•  Have we considered gain-framing (what players stand to gain) over loss-framing?
	•  Is the wellbeing target specific enough to design for, but flexible enough to fit within a wide variety of game genres, and global audiences?
•  Could metaphor carry the core learning if the topic is too sensitive or regional to depict directly?
•  Have we, or are we willing, to conduct formative research with the target audience to shape the experience?
•  Are gamers represented in the design process -  not just as an end-user, but as co-designers?

	How do we find and work with the right topic or partner?
	How do we approach and work with a studio?

	•  Do we have internal champions who can advocate for this - and a culture where staff feel safe to propose it?
•  Have we engaged early enough? AAA projects need wellbeing experiences built into the pipeline from the start.
•  Are we open to a knowledge-exchange partnership, not just a funded one?
	•  Have we researched the studio’s or the game’s creative vision – can you think of ways your wellbeing target can fit their world?
•  Can we demonstrate commercial value alongside wellbeing outcomes, backed by data or prior examples?
•  Can we offer a feasibility or evaluative study as part of the partnership — giving the studio player insight they couldn’t otherwise access?

	How do we know if it worked? And are we willing to contribute to a knowledge base to support future similar endeavours?
	How do we measure reach and impact?

	•  What in-game data can we share with our partner, while protecting commercial sensitivity — engagement, time spent, player choices?
•  Are we open to A/B testing variants of the wellbeing experience within the game, and to supporting further data collection such as survey recruitment? 
•  Could findings or aspects of the process be publishable ? A public record of playable wellbeing can support future endeavours.
•  Have we agreed upfront on data governance, confidentiality, and what gets shared?
•  Have we considered a publication plan that can help build an ongoing evidence base for enabling wellbeing in game design?
	•  What counts as success for us — reach, engagement, attitude change, behaviour change?
•  Can we conduct a feasibility study before and/or an evaluative study after-  as part of the partnership offer?
•  Are we set up to make use of the rich behavioural data games can provide, and add primary data collection to supplement?
•  How will we report impact to funders - and does this partnership model fit that narrative?
•  Are we willing to publish findings in scientific journals or other outlets to contribute to growing a base of knowledge on playable wellbeing? 

	Four baseline conditions for any playable wellbeing partnership: (1) demographic alignment between target audience and player base; (2) no in-game content that directly contradicts the wellbeing message; (3) creative integrity of the game’s vision maintained; (4) commercial viability not undermined. These are the minimum — the questions above help navigate the space beyond them.




