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This paper examines the influence t hat m edia o utlets a nd o ther a gents h ave on 
recommendation processes of young people within the video game sector. The results 
revealed significant differences i n t he w ay m en a nd w omen c onsume v ideo games. 
Regarding prescription influence, lower scores were observed in relation to Metacritic 
and traditional media, and especially high scores were observed for traditional and digital 
specialized media, specialized social networks and friends.
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Este trabajo analiza la influencia de los medios de comunicación y otros agentes en la pres-
cripción de videojuegos entre los jóvenes. Los resultados pusieron de manifiesto diferencias 
relevantes en el modo de consumo entre hombres y mujeres. Respecto de la influencia en la 
prescripción, se aprecian puntuaciones más bajas en relación a Metacritic y los medios de 
comunicación tradicionales, y especialmente altas para medios de comunicación especiali-
zados, tradicionales y digitales, redes sociales especializadas y amigos. 
Palabras clave: Videojuegos, medios de comunicación, influencia, redes sociales, 
estudiantes universitarios.

Este trabalho analisa a influência da mídia e de outros agentes na escolha de video-
games entre os jovens. Os resultados revelaram diferenças significativas nos hábitos 
de consumo entre homens e mulheres. No que diz respeito à influência na escolha, 
observam-se pontuações mais baixas em relação ao Metacritic e à mídia tradicional, e 
pontuações especialmente altas para a mídia especializada, tradicional e digital, redes 
sociais especializadas e amigos. 
Palavras-chave: Videogames, meios de comunicação, influência, redes sociais, estu-
dantes universitários.
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Video games, once considered a marginal leisure activity, have sur-
passed other traditionally more significant media in recent years. In fact, 
it is the leisure sector with the highest turnover in Spain and worldwide, 
surpassing historically popular industries such as film and music, and 
even exceeding both combined (Gómez, 2019; Mainer Blanco, 2020), 
in line with the global scenario (Newzoo, 2024). Thus, the sector in 
Spain has recently experienced significant growth in turnover of more 
than 16.29 % in 2023, 13 % in 2019, and 15.8 % in 2018, representing a 
total market of € 2.339 billion in 2023 (Asociación Española de Video-
juegos [aevi], 2024a).

In terms of consumption patterns, young people constitute the group 
consuming the most video games, according to the Spanish Video Game 
Association (aevi, 2024a). Of this population, 26 % play online daily, 
and 51 % do so weekly (aevi, 2024b).

In relation to competitive modes, it is interesting to note that the 
core audience for e‑sports is young adults. Three out of four e-sports 
fans are between 18 and 30 years old, and almost 30 % of the sample 
falls between the ages of 21 and 25 (Deloitte, 2024). Furthermore, it is 
now an audiovisual product that is widespread among the entire popula-
tion, regardless of gender –49 % of those who play are women (aevi, 
2024a). Its relevance is such that the plenary session of the European 
Commission declared this sector’s strategic importance for Europe and 
requested support for it, especially in the case of e-sports, an area where 
members of the European Parliament intend to promote the same values 
as traditional sports, including fair play, non-discrimination, social in-
clusion, and gender equality (European Commission, 2022).

The relevance of the video game sector has not gone unnoticed 
by brands, which have seen it as a great opportunity for commercial 
promotion and a way to reach a segment such as young people (Al-
abau-Tejada, 2021; Sebastián-Morillas et al., 2022; Tapia-Frade & 
López-Iglesias, 2025). It is therefore essential to study its structure and 
influential agents, as specialized media were already a valuable source 
of opinion in the 1980s, when the Internet was still an illusion in Spain.

One of the earliest long‑standing magazines founded in Spain, Mi- 
cromanía, aimed at the home computer community of the time: 
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Spectrum, Amstrad cpc, Atari, Commodore, and msx, until 2024 
when it was discontinued. Next came Microhobby, from Hobby Press, 
launched in 1984 for the large Spectrum community. Finally, Hobby-
consolas emerged in 1991. All these print media outlets were influential 
in determining the value of a video game and, as a result, its commer-
cial success.

A few years later, beginning in 1997 –already in the Internet era– 
sites such as Meristation, Vandal, VidaExtra, and 3DJuegos began 
to emerge in Spain. Others such as Destructoid, Gametrailers, Edge, 
Gameinformer, GamePro, Kotaku, Gamespot, Gamesradar, Gamere-
actor ign, etc. stand out internationally.

The specialized video game press exists mainly to provide users 
with buying guides, given the large number of titles available at high 
prices (López Redondo, 2012). In addition, these publications help dis-
tributors give visibility to their products, which is another important 
reason for their existence. This situation creates a symbiotic relation-
ship that, however, compromises the journalistic independence of these 
media outlets, as their advertising revenue depends almost exclusively 
on the video game industry.

In this regard, influencers could be another important agent. They 
primarily use social media –especially YouTube– as part of their con-
tent‑creation and persuasion processes aimed at their target audiences. 
Their importance should not be underestimated a priori, as the top five 
worldwide influencers alone had 171.4 million subscribers to their You-
Tube channels in 2018 (Ferrer Gil, 2019), which attests to their poten-
tial influence.

Another noteworthy element is review aggregators, websites that 
collect magazine reviews and user opinions, which they then weigh. The 
most famous are Opencritic, Gamestats, and Metacritic, especially 
the latter. A large-scale study (Santos et al., 2019) examined more than 
one million cases and found that user reviewers, unlike expert critics, 
tend to give more polarized ratings, mostly rate games long after their 
release, and have a positive bias toward older games (Santos et al., 
2019). Artificial intelligence is currently being used as a tool to analyze 
the main features of video games (Ghazali et al., 2021).
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Another relevant study confirmed that critics’ reviews on Metacritic 
affect initial sales, although they do not seem to generate an increase or 
decrease in the pace of sales over time. It is worth mentioning that initial 
sales are the highest, especially those corresponding to the first month 
in the video game as in the film industry (Sherrick & Schmierbach, 
2016).

Other studies, however, highlight a clear relationship between 
increased sales and a high Metascore achieved on Metacritic, especially 
when above 80/100 (Everiss, 2008; Wingfield, 2007), supporting the 
idea that markets and the business community consider this site as an 
important indicator of product quality (Greenwood-Ericksen et al., 
2013).

In line with previous studies, a paper by Shneider (2020) showed 
that higher metascores correlate positively and significantly with higher 
sales, directly and significantly correlating variables and reinforcing 
the belief in the importance of aggregators in commercial strategies of 
video game publishers.

Thus, this study provides valuable information on the Spanish video 
game market, particularly regarding the impact that all the aforemen-
tioned agents exert on the marketing process of this fundamental leisure 
sector for the group studied.

Methodology

As mentioned above, the main objective of this study, in addition to 
characterizing young people’s attitudes toward the video game industry, 
is to determine the extent to which the media, social media, influencers, 
and other opinion leaders sway the views of college students.

Specifically, the following research objectives are proposed:

•	 ob1. Characterization of university students regarding video game 
consumption, considering basic demographic criteria (gender and 
age).

•	 ob2. A quantitative assessment of the influence of various agents 
(the media, social media, aggregators, influencers, users, and 
competitions) on university students’ opinions about video games.
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Instrument
To meet these research objectives and given that this is a study fo-
cused on demand, a survey was used as the research instrument; one 
of the most widely used tools in research in the field of sociology and 
social sciences. The questionnaire was developed drawing on previ-
ous studies, surveys, and validation scales related to the research topic 
from various perspectives (Díaz López et al., 2022; González-Vázquez 
& Igartua, 2018; Lloret Irles et al., 2018; López Becerra, 2012; López 
Fernández et al., 2019; Núñez-Barriopedro et al., 2020).

Thus, the questionnaire structure includes specific sections with 
classification data, general patterns of video game use (length of use, 
frequency, session duration, genres, platforms, modes, and budget), and 
respondents’ relationship with different media outlets and opinion lead-
ers (general and specialized media outlets and social networks, aggre-
gators such as Metacritic, influencers, users, competitions, etc.).

Participants
The total sample consisted of 603 participants, which results in a margin 
of error of 4.07 %, considering a confidence level of 95.5 % in the most 
unfavorable case (p-q = 0.5).

Participants were nearly evenly distributed by gender (49.4 % 
male, 49.3 % female, and 1.3 % prefer not to say), with typical ages 
for the university population (M = 20.26 years, σ = 3.46) and only 15 
participants outside the theoretical age range defined for the study (18-
24 years). The geographical area corresponds to Valladolid, Madrid, 
Cadiz, and Faro (Portugal).

Furthermore, and following aevi’s criteria (2024a), 81.3 % of 
participants identified as gamers, and 61 % of the total sample declared 
themselves regular video game players (those who play at least once a 
week), with the remaining 39 % declaring to be occasional, non-regular 
video game consumers.

Design and procedure
To collect the data, anonymous self-administered questionnaires were 
distributed electronically to a sample of young Spaniards from four 
higher education institutions. These included the University of Cádiz, 



6 Alejandro Tapia Frade, Matías López-Iglesias

Complutense University of Madrid, European University Miguel 
de Cervantes, and the University of Algarve. These universities were 
chosen based on the sample accessibility, with geographical diversity 
also considered in the case of Spain, as universities are located in the 
south, center, and north of the country, respectively. In the case of 
the Portuguese university, the criterion was solely the sample accessi-
bility. Consequently, it should be noted that the results are exploratory 
in nature.

The instrument was shared via a qr code linked to the survey, 
which respondents accessed and completed using their mobile phones.2 
Beforehand, the students received an information sheet explaining the 
research objectives and the details of their participation, along with an 
informed consent form that they were required to sign prior to beginning 
the survey.

Quota sampling with intentional sampling criteria was used. Al-
though this is a synthesis of various non-probabilistic methods, it offers 
a reasonable compromise between reliability and cost (Reales Chacón, 
2022). Interviewers followed a pre-established protocol that included a 
survey pretest, conducted in Cadiz with 50 people, to detect and cor-
rect potential issues related to wording, comprehension, and survey 
structure. In addition, three meetings were held with the interviewers to 
properly standardize the data collection process and reduce attributed 
bias. Fieldwork was carried out during January and February 2024.

Results

General player profile
As an initial consideration, it should be noted that, although it was pre- 
viously stated that 81.3 % of the total sample identified as gamers, 
the gender difference in this regard is substantial. In fact, 94.2 % of 

2	 The survey was published online using Google Forms, and links to it are 
provided: (https://docs.google.com/forms/d/18E-wyuNLxGeiK7fWzkSee-
FrynS7kN04gUpIT0MCXeaY/viewform?edit_requested = true, https://
docs.google.com/forms/d/1R9_3ISXzah3dB5Muy698PRZ-8LCkHmir-
KIs-H7Xnnhc/viewform?edit_requested = true).
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men identified themselves as gamers, compared to 68 % of women. 
This difference was statistically significant (Sig. χ2 = .000 and Alloca-
tion Coefficient = .321). 

A detailed analysis of this same percentage (81.3 %) by respondents’ 
age shows greater homogeneity, although the difference remains sta-
tistically significant, being somewhat lower in the middle age groups 
analyzed (Sig. χ2 = .000 and Allocation Coefficient = .180).

Another closely related issue concerns how long participants have 
been playing video games. In this case, the data highlights that both 
men and women have been playing for a long time –82.5 % of the to-
tal have been playing for more than five years– suggesting that video 
games constitute a long‑standing cultural product for them, with which 
they have naturally related and continuously integrated. The data, 
shown in the allocation table of gaming experience and gender (Table 
1), is consistent with the above information, showing a slightly lower 
intensity for women (Sig. χ2 = .000 and Allocation Coef. = .378).

Table 1
Gaming experience and gender allocation

How long have you 
been playing video 

games?

Gender you identify with Total
Male Female I’d rather 

not say
Up to 1 year 1.10 % 8.60 % 4.30 %
1 to 2 years 1.40 % 9.50 % 4.90 %
3 to 4 years 10 % 4.30 %
5 to 9 years 29.50 % 29.50 % 25 % 29.50 %
10 to 19 years 61.20 % 41.80 % 75 % 53 %
20 years or more 6.80 % 0.50 % 3.90 %
Total 100 % 100 % 100 % 100 %

Source: The authors.

Along the same line, age‑stratified data also show the same pattern 
across all age groups. In this case, the youngest group (18 years old) 
shows a slightly lower intensity, but still a large majority in any case (Sig. 
χ2 = .000 and Allocation Coef = .488). Consequently, we can suggest 
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that the narrative logic of this form of entertainment and audiovisual 
style is by no means unknown or alien to the subjects studied. However, 
it would be advisable to reinforce the ideas put forward, ensuring that 
practice is not only carried out over a long time, but regularly and with 
sufficient time devoted to each session.

Regarding gaming frequency, the data reveal the same trend ob-
served above: high playing frequencies (most participants play at least 
weekly) across both genders, slightly higher in males (Sig. χ2 = .000 
and Allocation Coefficient = .409). However, the time spent on gaming 
sessions varies substantially depending on gender. In this case, women 
tend to engage in shorter gaming sessions whereas men usually play 
between one and three hours per session (Sig. χ2 = .000 and Allocation 
Coefficient = .431). Specific data can be seen in Table 2.

Table 2
Time session and gender allocation

How much time do you 
estimate you spend on video 
games, on average, each time 

you play?

Gender you identify with Total
Male Female I’d 

rather 
not say

Up to 30 minutes 19.90 % 36.90 % 12.50 % 27.20 %
From 30 minutes to 1 hour 8.20 % 26.20 % 87.50 % 17.30 %
From 1 to 2 hours 30.60 % 24.40 % 27.40 %
Between 2 and 3 hours 22.80 % 7.60 % 15.80 %
Between 3 and 4 hours 2.50 % 4 % 3.10 %
More than 4 hours 16 % 0.90 % 9.10 %

Source: The authors.

The age‑stratified data on session duration and gender reveal an in-
teresting pattern: young people over the age of 21 prefer shorter sessions 
(up to 30 minutes) compared to the rest of the strata, who uniformly opt 
for longer sessions (Sig. χ2 = .000 and Allocation Coefficient = .490).

Delving deeper into the characterization of young university 
students within this study, the next question revolves around budget and 
chosen game mode. Regarding the first item, the data show a general 
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preference for free or free-to-play games (51.6 % of the total sample), 
although at this point it is important to reiterate a significant gender 
difference: women (80.9 % of them) are more inclined towards free 
games than men, who spend less than € 60 per year (71.12 % of them) 
(Sig. χ2 = .000 and Allocation Coef. = .509).

Table 3
Annual budget allocation and gender

How much money do you 
think you spend on video 

games each year?

Gender you identify with Total
Male Female I’d 

rather 
not say

I don’t buy video games / I 
always play free games

28.50 % 80.90 % 37.50 % 51.60 %

Less than 20 euros 17.40 % 11.10 % 14.40 %
Between 21 and 60 25.30 % 3.10 % 15.20 %
Between 61 and 120 12.50 % 3.60 % 62.50 % 9.30 %
Between 121 and 200 3.20 % 0.90 % 2.10 %
More than 200 13.20 % 0.40 % 7.40 %
Total 100 % 100 % 100 % 100 %

Source: The authors.
	
The data relating to annual budget, stratified by age, shows a pre-

dictable reality: all strata show preferences of over 50 % for free games, 
compatible with their a priori limited economic availability.

Respondents were also asked how often they played different types 
of games. Thus, while women’s scores highlight a much more frequent 
use of free or free-to-play games on mobile devices compared to the 
rest, men show greater frequency accross all formats. Relating this 
question to the previous one regarding budget, it could be suggested 
that men play free games, but they also frequently play paid games. 
Since most do not have a large budget, the characteristics of male paid 
gaming consists of numerous low‑cost indie titles, repeated play of a 
few high‑priced games (indie-type games), or high frequency (and rep-
etition) in a few high-cost games (such as fifa or Call of Duty, for 
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example). Gaming frequency and gender data by specific game type are 
shown in Table 4.

Table 4
Mean and standard deviation of gaming frequency and 

gender by game type
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Male M 6.16 4.79 5.54 5.32 5.52
σ 3.018 3.034 3.437 3.749 3.752

Female M 5.71 2.84 2.20 2.29 2.20
σ 2.793 2.365 2.283 2.275 2.097

I’d rather not say M 5.75 5.00 1.50 3.50 1.50
σ 1.909 1.604 1.414 1.690 1.069

Total M 5.95 3.93 4.01 3.95 3.99
σ 2.910 2.903 3.398 3.488 3.514

Source: The authors.

Analysis by age group reveals a highly homogeneous pattern, as all 
groups play different game types in similar proportions. This leads us 
to conclude that, although video games can be said to be a reality that 
university students live with in general terms, there are also significant 
differences regarding consumption patterns based on gender and age.

Thus, male participants play more, have longer playing histories, 
and engage more frequently and intensively. On the other hand, they 
play pay-to-play games to a greater extent and do so with friends online, 
whereas female participants tend to prefer free‑to‑play games in short, 
solo sessions, which essentially places them in the mobile ecosystem, 
ignoring other ecosystems such as consoles or competitive modes (e-
sports related).
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E-sports in the gaming ecosystem
The next item, which examined whether participants follow online 
tournaments, competitions and conferences on specialized social net-
works (Twitch, FB Gaming, etc.), revealed limited interest in both 
sexes, although more pronounced in the case of women (64.8 % of 
men and 86.9 % of women reported not following them) (Sig. χ2 = .000 
and Allocation Coefficient = .249). Similarly, results are consistent 
across age groups, showing overall follow-up values of 24.7 % (Sig. χ2 
= .000 and Allocation Coef. = .264).

Although they state that they do not follow online competitions, 
both genders indicated that such competitions constitute a valuable tool 
for increasing games’ acceptance (Sig. χ2 = .000 and Allocation Coef-
ficient = .240). Specific data can be seen in Table 5.

Table 5
Allocation. Acceptance by competition and gender

Do you think video games 
achieve greater success and 

general acceptance because of 
competitions?

Gender you identify with Total
Male Female I’d 

rather 
not say

Yes 86.10 % 72.30 % 87.50 % 79.90 %
No 12.50 % 13.90 % 12.50 % 13.10 %
I prefer not to say 1.40 % 13.90 % 7 %
Total 100 % 100 % 100 % 100 %

Source: The authors.

In the case of age, results show homogeneity, with agreement across 
all strata, considering international competitions do indeed increase 
games acceptance, with percentages above 70 %.

The influence of media and other agents
Building on the description of video game consumption patterns, this 
study examines the impact that various agents, including media, so-
cial networks, influencers, aggregators such as Metacritic, etc., have on 
consumer opinion.
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Thus, the first question in this regard seeks to determine whether 
young people are generally up to date with current events in the sector. 
Responses highlight that approximately half (47.2 %) of students claim 
to be up to date. However, there is a fundamental difference according to 
gender, given that, while most male students say they are (65.8 %), only 
a minority of female students do so (25.1 %), with the difference being 
statistically significant (Sig. χ2 = .000 and Allocation Coefficient = .384).

Considering age, results were consistent across almost all 
age groups, except for one (21 years old), which reported a higher in-
tensity in following current events, with an equally significant differ-
ence (Sig. χ2 = .000 and Allocation Coefficient = .259).

The situation highlighted above is replicated when asked if they 
subscribed to a YouTube channel related to video games (76.9 % of the 
male sample did, but only 25.3 % of the female). It should be noted 
that the difference was statistically significant (Sig. χ2 = .000 and Coef. 
Allocation = .461). Taking age into account, the general situation re-
mains constant –around 53 % follow channels– except in the over-21 
age group, stating that they do not follow YouTube channels related to 
video games (73.8 % of the total in this group).

Respondents were also asked to rate the reliability of information 
from various media sources. Results indicated moderate levels of per-
ceived reliability, with higher ratings among men. The difference in 
means was statistically significant (one factor anova. PostHoc Bonfer-
roni; F = 50.814, Sig. = .000).

Finally, respondents were asked to assign a numerical rating (0-10) 
of the impact that different media had on their opinion of video games. 
Traditional media were given lower scores, and particularly high scores 
were given to specialized media, peers, and whether games were free 
(advergames). In gender terms, women generally gave higher ratings to 
traditional media and lower ratings to specialized media, considering 
greater homogeneity among them. In other words, they gave more 
credit to traditional media and less to specialized. Data can be seen in 
the impact of media on opinion by gender (Table 7).

These differences were also statistically significant in several 
cases (1-factor anova, Bonferroni post hoc). Specifically, it was sig-
nificantly higher for males in categories of specialized Internet media 
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Table 6
Mean and standard deviation of overall reliability by gender

Gender you identify with M σ
Male 7.21 1.718
Female 5.66 1.799
I’d rather not say 6.50 .926
Total 6.49 1.905

Source: The authors.

(F = 14.289, Sig. = .000), Metacritic (F = 25.594, Sig. = .000), opin-
ions of unknown users (F = 5.481, Sig. = .004), and friends (F = 7.668, 
Sig = .001) and specialized social networks (F = 7.061, Sig = .001). It 
was significantly lower in traditional media categories (F = 8.505, Sig  
= .000) and general social networks (Facebook, Instagram, TikTok, 
etc.) (F = 13.782, Sig. = .000).

Table 7
Mean and standard deviation of media incidence in opinion

by gender

Media Male Female I’d rather 
not say

Total

M σ M σ M σ M σ
General media (tv, 
press, etc.)

3.92 2.68 4.87 2.64 5 1.77 4.37 2.69

Specialized online 
media (magazines, 
websites, etc.)

7.38 2.51 6.21 2.46 6.63 1.92 6.84 2.54

Metacritic or other 
aggregators

5.68 2.59 4.15 2.55 7.43 1.13 5.01 2.68

Opinions and 
ratings from 
influencers you 
follow

6.6 2.03 6.77 2.48 7.25 0.71 6.68 2.23
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Media Male Female I’d rather 
not say

Total

M σ M σ M σ M σ
Opinions and 
ratings from 
unknown users

6.31 2.64 5.58 2.6 6.88 3.04 5.98 2.65

Opinions and 
ratings from 
friends

7.69 2.43 7 2.39 9.25 1.16 7.41 2.43

Whether they are 
free or paid

7.51 2.36 7 2.63 7.88 0.35 7.28 2.48

Facebook, 
Instagram, TikTok, 
and other social 
networks

5.43 2.84 6.69 2.76 6.88 0.83 6.02 2.85

Twitch, Facebook 
Gaming, YouTube 
Gaming, and 
other specialized 
platforms

7.31 2.13 6.61 2.62 8.38 1.41 7.01 2.38

Source: The authors.

When examining age groups, the data remain highly consistent, 
higher in the case of specialized media outlets and social networks and 
friends, and lower in the case of general media outlets and aggregators 
such as Metacritic.

Discussion and conclusions

The data obtained from the analysis show, first, that video games are 
a cultural reality for most young people, more specifically university 
students, given the high percentage of players, consistent with previous 
research by leading organizations (aevi, 2024a). According to this 
study, this holds true for both genders. However, consumption patterns 
differ between men and women.
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Thus, male participants play more, have longer playing histories, 
and play more frequently and intensively, issues also mentioned 
by aevi (2024a). Furthermore, they play pay-to-play games to a 
greater extent and do so with friends online, whereas female partici-
pants tend to prefer free‑to‑play games in short, individual sessions, 
essentially placing them in the mobile ecosystem, in line with previ-
ous studies on the topic (Redacción, 2023). Moreover, they tend to 
overlook other ecosystems such as consoles and competitive modes 
(e-sports related), more developed by male audiences, in line with an-
other study carried out by a leading audit firm (Deloitte, 2023, 2024).

Regarding the second main objective of this study –examining the 
influence of media and other agents on students’ opinions of video 
games– among university students, the reported influence was signifi-
cantly lower among female participants overall.

Lower scores were observed for traditional media, while notably 
higher scores were observed for specialized media and friends, as well 
as for whether games were free (primarily advergames) or not, in line 
with previous studies (López Redondo, 2012).

In terms of gender differences, women generally rate traditional me-
dia higher and specialized media lower, considering traditional media 
to be more homogeneous. In other words, they give more credit to tra-
ditional media and less to specialized media.

Moreover, and in line with previous studies, Metacritic is not con-
sidered a significant source of information by the young people studied 
(Sherrick & Schmierbach, 2016); although in this regard, it is worth 
noting that other studies highlight a clear relationship between high-
er sales and the metascore achieved on Metacritic, especially above 
80/100 (Everiss, 2008; Shneider, 2020; Wingfield, 2007).

Consequently, establishing solid empirical evidence supporting 
Metacritic as a valid indicator of product quality remains challenging at 
present (Greenwood-Ericksen et al., 2013), an issue that could be ad-
dressed in further studies or research.

Furthermore, several limitations of this research must be acknowl-
edged. On the one hand, although sample size is considerable, it could 
be larger if the aim were to generalize partial data. In addition, in 
terms of structure, the geographical distribution of the sample could be 
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improved. Future studies could explore differences between significant 
countries, markets, or even delve deeper into the characterization of 
players within this emerging audiovisual context.
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