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Motivation:  
The “Free-To-Play” gaming model relies heavily on microtransactions, with lootboxes 
generating significant revenue through probability-based rewards. While the psychological 
similarities between lootboxes and gambling are increasingly documented, isolating the specific 
use interface (UI) and user experience (UX) design choices that drive this behaviour remains 
a challenge. This thesis will focus on the design of in-game stores and the framing of lootboxes 
therein and the effects on consumer decision-making.  
 
Goal:  
The primary objective of this thesis is to conceptualize and design an experimental mock-up 
based on preexisting literature that isolates the specific interface mechanics driving volatile 
consumption in digital games with lootboxes. While the Free-to-Play business model 
increasingly relies on probability-based microtransactions, there remains a critical gap in 
understanding how specific design choices influence the perceived value of these volatile 
purchases. Therefore, this thesis aims to systematically test how visual choice architecture 
and information asymmetry influence a user’s intent to engage with probability-based rewards 
versus deterministic, direct-purchase alternatives. Potential research questions include: In 
what ways do deceptive visual frames alter a consumer’s willingness-to-pay for a randomized 
reward compared to its objective expected value? How does the positioning of probability 
disclosures (e.g. hidden in a sub menu or displayed prominently next to the purchase button) 
impact purchasing intent? 
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