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Abstract 

The aim of this thesis was to increase understanding of King company success in the 

social mobile game industry by asking the question: How does a company manage to 

organize the innovation work in successful casual games within social mobile gaming 

industry? In order to answer it, we conducted a case study research with secondary 

data in which we examined the company to discover the elements that contribute to 

this success, despite a lack of research in how these kind of companies build their 

business model and strategies, highlighting the players' behaviour. 

Our findings conclude it is possible to success in social mobile game industry using 

incremental innovation in different aspects: games design, implementation of the 

games, and in the business model.  By applying this innovation, with a good viral 

strategy and giving the player the decision to play by free or purchasing virtual 

goods, King has been able to become the largest developer game company on 

Facebook.  

 

Keywords: King, Candy Crush Saga, Freemium business model, innovation, social 

mobile games, cross platform games, viralization, Facebook.   

1. Introduction  

Social media has become an important part of our daily lives, where the use of social 

media is based on communications, but also reflects the users’ personality and 

motivations (Whon and Lee, 2013). One social media that provides users with games is 

Facebook where companies have the opportunity to gather a big amount of users. 

Facebook is one of the biggest social media which is spread around the world with 1.1 

milliard users in all kind of ages and gender (Johansson, 2013). 

However, social networks are not only a communication tool: they are places to 

escape from reality, and games within them help to do that. Social Network Games 

(SNG) has been revolutionary and has also become a new way to see the games and 

their market (Shin and Shin, 2010). Most of these SNGs are targeted at a mass 

audience, and therefore typically target casual gamers (people that play games 

occasionally). In fact, the most popular games in social networks are casual games, 

which are addressed to a mass audience, are easy to learn and do not require large time 

to play for the users or costly resources for the developers (Juul, 2010). These types of 

games in social networks have been implemented further into mobile devices as 

applications (Feijoo et al., 2012), creating what is called cross platform games. 

Moreover, a high number of game companies that utilize Facebook as a platform have 

started to distribute their games to the mobile market, having a balance between 

different platforms or going further and decided to focus only in mobile device, 

developing a unique application for the game (Feijoo et al., 2012). With the emergence 

of smartphones, mobile gaming has become a common market these days, where 
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downloading from application stores has become the standard way to consume mobile 

games (Holzer and Ondrus, 2011).  

There have been a high number of studies about the behavior of users using SNG 

and mobile game but less is known about how the game developing companies organize 

innovation work with their strategies and configures their business models. For 

instance, the questions about why people play SNG and casual games has been put in 

highlight (Shin and Shin, 2010 ; Wohn and Lee, 2011), also the motivation that users 

have while plying these types of social casual games has been a recurrent topic in 

previous research, as well as usage patterns, roles and in-game behaviors depending on 

age, race, gender etc. (Yee, 2006 ; Whon, 2011).  

Considering this gap, we set out to study a successful game developer company, King 

which is the company behind the huge and most popular game Candy Crush Saga 

(King.com), to analyze the business model and product development strategy to gain a 

better understanding of how this kind of game companies work.  

To make a company successful there are several aspects that need to consider such 

as which business model to use when there are a lot of models to choose from where 

each business model is suited for different areas. It is not unusual to change the 

business model while working by change various characteristics or models (Tidd and 

Bessant, 2013) which could either destroy the company or benefit it till success. When 

it comes to companies within social casual games the company needs to consider, not 

only the best business model but innovation strategies to be able to reach and gain 

users to play their games.  

To be able to gather more information and a deeper knowledge about King we need 

to begin search and understand their business model and what strategies they have 

included inside the business model. Second, we need to search and analyze their games 

to find similarities between the most successful ones.  

How one innovates something is depending on the final product and which purpose 

the innovation has. There are two terms which decide what kind of innovation there is; 

radical innovation and incremental innovation. These two ways of how to innovate 

includes different approaches where one of them is a new product innovation (radical 

innovation, e.g. Spotify, Skype) and the other one is a reinvention of something already 

existing (incremental innovation, e.g. Gmail, razors). Since they have some similarities 

it is important for companies to have the understanding and knowledge about which 

one they use in their work (Tidd and Bessant, 2013).  

However, there are terms such as new product development which briefly has the 

meaning of being the process that completes new produced products into the markets, 

and product innovation strategy which is the area of there the main activities to 

consider when to make a product successful (Trott, 2012). These terms (radical- and 

incremental innovation, new product development and product innovation strategy) 

are useful and important to consider in business that develops new products which are 

supposed to be attractive for both users and customers (Trott, 2012).   
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1.1 Research question 

The aim of this research is to provide a better understanding in how a company can be 

successful with social casual games regarding the largest game developers with its 

Candy Crush Saga, developed and launched by King. From this aim we conducted the 

question;  

How does a company manage to organize the innovation work in successful 

casual games within social mobile gaming industry? 

This question will assist us in the finding of what is needed to gain a huge amount of 

users to play the games and what the company needs to do to make the games 

attractive and selling.  

2. Related research 

In this section, we focus on what kind of research is related to the topic. This will help 

to understand better the results from the data collected, and to answer the research 

question. In fact, the related research here is based in different aspects, which construct 

the necessary theoretical background to analyze the data collected. This background is 

based on a better understanding of the type of games King develops, but it is also 

important to consider here the innovation aspect inside game developers, where it is 

presented the different types of innovation in new products. Furthermore, to 

understand this innovation is also needed to look at the different business model that 

are present in game industry, whose configuration also helps to the success of a 

company.  

2.1 Social mobile games 

Social mobile games have become more common since the technology has been 

developed during the years, and it has been so common that social media and social 

networks take part of our daily lives which make it seem like we cannot conceive our 

days without it (Whon and Lee, 2013).  

According to previous research in social mobile games, this tends to be more focused 

on the user’s perspective, investigating the impacts in human behavior rather than 

analyzing the companies behind the games. Therefore, less is known about how 

companies organize their innovation work with their strategies and configuration of 

their business models. According to Yee (2006) and Wohn (2011,) the motivation that 

users have playing different types of social mobile games has been a recurrent topic in 

previous research, trying to discover diverse roles, usage patterns, behaviors, etc.  

Definitely, social mobile gaming has become an important role in both social 

networking and mobile industry, where the users can influence friends and other users 

by challenges, rankings and recommendation of applications, also within these types of 

games relationships between the users are being created (Mueller-Veerse and Vocke, 

2011). 

Apart from this, the value chain inside game companies has also changed with the 

creation of these types of games. Now, companies can be at the same time publisher 
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and developers, only depending on the distribution channel to arrive to the final 

consumer or, in this case, to the player (Radoff, 2011).  

As the name indicates, social mobiles games are made by social (network) games 

and mobiles games. Although the combination of both creates the social mobile games 

and, consequently, are cross platform games, the characteristics and history of both can 

vary.  

2.1.1 Social Network Games (SNG) 

Nowadays, social networks are much more than simple communication: they have 

become a place for where humans can coexist in a place to escape from reality for a 

moment (Shin and Shin, 2010) and meet others with similar behavior and interests. 

Additionally, social networks are redefining how people communicate with other 

people, how they consume information and how they think about space and time 

(Radoff, 2011).  

Evidently, SNG are digital games. Their simple requirement is to be online, as they 

are embedded in social network pages or applications. However, not all the social 

networks allow playing games. For example, it is not possible to play games on Twitter, 

which has a simpler web structure than Facebook. In fact, Facebook is one of the most 

popular social networks that allows not only to communicate with friends but also 

playing games from other developer game companies (Radoff, 2011).  

SNG meet different characteristics (Radoff, 2011). Their main feature is that SNG 

are, as the name indicates, inherently social: people play them with the help of their 

relationships they have within the social network, creating a word of mouth about the 

game. Also, they are typically monetized with advertising or virtual goods, which users 

can purchase in the same social network. As Radoff (2011) exposes, these kind of games 

can be divided into four categories, which also reflects the rapid pace of innovation that 

these games have had over the years: those which the player needs to have a role, a 

particular character (role playing games), those which are focus on the management 

and development of environment (social sim), those that enhance engagement (social 

experience games) and those that focus on decisions during the game (strategy 

games).   

However, this division could become old over the coming years, as new categories 

may appear, which could reflect even more the rapid innovation pace SNG have 

(Radoff, 2011).  

2.1.2 Mobile games  

Mobile games are those which are played on mobile phones, Smartphone, PDAs, 

tablets, laptops or handheld devices (Novak, 2011). In fact, the first game inside a 

mobile phone was the Tetris game in 1994, although it was not until 2000 when the 

first downloadable content was introduced in a mobile phone from mobile operators 

(Novak, 2011). However, the applications where we can download and purchase games 

were not launched until 2008, with the appearance of Apple App Store with iOS. This 

changed the way the consumer consume games and it also opened a new market for 

mobile markets (Mobile Game Arch., 2013). Today, the games are the most popular 
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category of applications in app stores and this has created new border for game 

developers, as the market for applications has grown and is growing faster. With this, 

the mobile platform, as has been more developed, is being a serious threat for single 

handheld devices such as Nintendo DS or Play Station Portable (Novak, 2011).  

As Jeong and Kim (2009) describes, mobile games can be defined in 3 concepts: 

portability, accessibility, networkability and simplicity.  These characteristics refer to 

the fact that mobile games can be played anytime, anywhere, and to the point that are 

easier to acquire the skills to play them, as hardcore games are not part of this kind of 

mobile games.  Furthermore, the networkability characteristic refers to a fact very 

revolutionary for social network games and mobiles games: the connection and 

synchronization of the game in different platforms, which transforms it in a cross 

platform game. 

2.1.3 Cross platform games 

Several SNG have been implemented into mobile devices, creating what is called cross 

platform games (Feijoo et al., 2012). A high number of game developer companies that 

contributes on Facebook have begun to distribute their games on the mobile market, 

creating some kind of balance between different platforms, even though it is also 

possible companies that have decided to focus only on mobile devices. Additionally, the 

first cross platform game in social mobile gaming (Facebook to mobile) was created in 

2011 by Star Arcade company based in Finland (stararcade.com).  

In fact, cross-platform games are those that run in different platforms (i.e Facebook, 

Android, iOS) (Holzer and Ondrus, 2011).  This means that the player can play the 

game in different devices, which are synchronized: the game is connected to different 

platforms and if the players progress playing in one platform, they will also see 

progress on the other ones.  However, the mechanics and the basics of the game are the 

same but the experience may change between platforms (developers.facebook.com, 

2013). This is due to differences in terms of screen size, different inputs etc. Anyways, 

these experiences have to be connected. A player can send different request to other 

players will receive it, no matter the platform they are playing in.  

The advantages of developing cross platform games are several 

(developers.facebook.com, 2013). First, cross platform games usually have more users 

than games available only in one platform. Moreover, the social side (i.e Facebook) also 

helps growing the number of users, as it creates the viralization of the game. In 

addition, it is possible to get a higher retention of users, as they can play the game in 

more than one device. The acquisition of players is also easier with cross platform 

games, as not everybody is in or uses the same platform several 

(developers.facebook.com, 2013).  

Nevertheless, it is still a challenge for developers to synchronize game experiences 

among platforms (Holzer and Ondrus, 2011). The failure in internet connection while 

the user is playing the game makes it even harder, as the synchronization require a 

stable and persistent connection. The offline playing can make complicate to maintain 

the state of the game between all the platforms and, consequently, get worse the game 

experience.  
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2.1.4 Casual games 

Most of the games in social mobile games are defined as casual games (Juul, 2010). 

These kind of games are defined as “easy to learn, hard to master”. In other words, the 

mechanic is simple but the challenges are difficult to manage and beat.  

Casual games are targeted to a mass audience, to “casual” players who play just for 

fun in the spare time, unlike hardcore players (Juul, 2010). This means that these 

games do not require a long time commitment, either special skills to play. Thus, they 

attract and have easier to reach new players (Juul, 2010). Moreover, the most common 

devices where users play casual games are Smartphones , handheld devices or through 

laptops or computers (Juul, 2010). The games can be available for free, can have a first 

trial for free or can be purchased, all depending on the business model of the publisher 

and developer.  

For the companies, these kind of games do not require a large amount of resources: 

they are easy to develop and the production and distribution is at a low cost (Juul, 

2010). Additionally, it is possible to find different genres within casual games: puzzle 

(match tile 3, pinball games), arcade, strategy, adventure, trivia, card games, etc.   

The first casual game was the famous Pac-Man, created in 1980 by Namco, although 

the precedent of casual games was the arcade game Pong, created in 1972 by Atari 

(Juul, 2010). If we look at these both games, it is possible to see the evolution casual 

games have had over the years, in terms of design, platforms and development.  

2.2 Product innovation strategy 

Product innovation strategy within a company is an important issue to do research in, 

as the main activities for a product to be successful are inside this area. In order to 

investigate product innovation strategy, we search deeper into innovation and business 

model to find how a company could manage to organize the innovation work in 

successful casual games within social mobile gaming industry. By investigating basic 

concepts such as incremental, radical innovation and new product development, we 

will be able to provide a structure about how innovative a developer game company can 

be.  

2.2.1 Radical vs. Incremental  

When managing innovation, there are different degrees of novelty which innovation 

can have. When a company is working in the innovation process, this has to 

differentiate between creating new possibilities to the market and improving existing 

ones (Tidd and Bessant, 2013). In other words, innovations can be classified in two 

degrees of novelty: incremental and radical.  However, the notion of novelty is relative, 

as every organization will have its own.  

It is important to recognize the differences between both models. Firstly, 

incremental innovation is based on the improvement of the existing products or 

methods, or on how to optimize them in formal cross-functional teams to improve 

competitiveness in the market. In fact, accordingly to Tidd and Bessant (2013), the 

incremental innovation is more often between companies than the radical one, so that 

is why new products are rarely totally new in the market. In addition, it is based on an 
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existing knowledge and technology, so the costs of R&D in the innovation process are 

likely less than in radical innovation.  This other type of innovation appears when 

suddenly a new innovation emerges outside the framework (Tidd and Bessant, 2013). 

Radical innovation is not that usual, and probably takes time to see one showing up in 

the market. It causes a shift in the technology or market that can affect to a context or, 

moreover, to become disruptive (replacing completely the previous context). The 

products that appear are “new tot the world”, with a function that has never existed 

before.  When there is something completely different, it is needed a high level of new 

knowledge and capabilities in the innovation process, as the new innovation is 

something never used before. Also, this kind of innovation opens new worlds and 

valuable possibilities, but also challenges to face, as the way to do things has been 

reframed and new conditions have appeared and cross-functional individuals have to 

work together. 

For instance, the change from creating games for specific video consoles or handheld 

devices to create games in application formats for Smartphones was a really radical 

step for the gaming industry. Nowadays, not only big gaming companies (such as 

Nintendo, Sony or Microsoft) can reach users or players around the world. Now, 

smaller game developer companies have easier to reach gamers through mobile market. 

In fact, as the numbers indicate, these have become more successful over the years 

(Duncan, 2011).  

However, in casual games radical innovation is more difficult to happen, as there is a 

limitation in the change of mechanic and patterns. In fact, this lack of radical 

innovation has to be replaced by an incremental innovation that captivates again the 

mass audience. (Teckert, 2013)  

2.2.2 New product Development (NPD) 

New Product Development (NPD) consists of a set of activities that lead to the creation 

of a new or changed product (Trott, 2012). In fact, it goes further than applying a set of 

tools or techniques (Tidd and Bessant, 2013). It includes the generation of 

opportunities, their selection and transformation into products or services offered to 

customers. However, the development of a product is not an easy task for any company 

(Trott, 2012).  The key challenge is that in most companies there is a lack of knowledge 

to carry out these different activities: they are not ready or designed to do this task, so 

the decision of which kind of team must be created is one of the most difficult decisions 

(Tidd and Bessant, 2013).  

Additionally, New Product Development process has different stages, where idea 

generation, idea screening, concept development and testing are the first to consider 

The next stages involve the real creation of the product, making marketing tests, 

manufacture decisions etc. (Trott, 2012).  Anyways, this process is not always a simple 

linear model: any company may consider its own way to develop the product.  

As Trott (2012) exposes, a product can be considered as “new” if the company alters 

one of its dimensions, for example features, technology, price or brand name, even if 

the change is very small. Moreover, the author adds that majority of “new” products or 

services are developments or variations of existing formats. In fact, only 10 per cent of 
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real new products are introduced in the market. Here it is good to mention the 

difference Trott (2012) describes between “new to the market” and “new to the 

company”. While the first one means that the product has not existed before, the other 

refers to the fact that the firm has not ever sold that type of product before.  

Moreover, NPD is an important long-term activity, crucial if a company wants to 

survive and grow in the future (De Visser et al., 2010). At the same time, NPD can 

consist also in an incremental or radical activity. On the one side, the objective in 

incremental NPD is to improve an existing product, where the development processes 

focus on an exploitative activity, optimizing, standardizing and refining the product or 

service. On the other side, the radical NPD creates new products through explorative 

activities, experimenting, prototyping or carrying out essential research.  

Incremental NPD projects aim to reinforce market structures and competitive positions 

to strengthen the barriers to entry for competing firms (Akroyd et al., 2009). Although 

incremental products are created after existing products, they are still considered new 

products which may suppose a threat for the existing products in the market. Anyways, 

the main idea of incremental NPD is to improve the efficiency of these existing products 

(Akroyd et al., 2009).  

In radical NPD projects, the requirements of knowledge and control are basic, as the 

environment of the company is not stable: the projects are characterized as long-term, 

may have starts and stops and periods of total uncertainty, when apparently the project 

should be abandoned (De Visser et al., 2010). 

2.3 Business models in game industry 

A business model is the story behind the company explaining how the company works 

with its design, architecture etc. (Teece, 2010). Also, the business model assists with a 

structure of the company and accomplish reached goal. In the same way as business 

models are variable and can be changed, the companies can change their business 

model into something more fit-able to the market, which is not variable in the same 

meaning (Ojala and Tyrvainen, 2011). 

As we have seen, the product innovation strategy is a crucial element for the 

development and success of games, but also it takes part and has an important role in 

the business models. In fact, these business models inside game industry revolve 

around 4 concepts (Rajala et al., 2007): this same product strategy (which describes the 

product or service and how the development of the offer is organized), the distribution 

concept (characteristics of channels and organization of the sale. In the case of social 

mobile games, this is focus on social networks and mobile market), the implementation 

concept (how the product or service is dispatched), and the revenue logic (financial 

issues).  

There are several business models that are suitable for various areas and companies; 

also there are several models and methods that can be used inside a developer gaming 

company that provides the company with better workflow. Because of the various areas 

and companies it is important to find a suitable business model with a match of the 

wishing goal etc. Specifically, in developer gaming industry, it is possible to find at least 
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six models to do business. Moreover, these different business models focus more on 

how the company is monetized and where the revenues come from. For instance, as the 

OECD (2005) indicates, it is possible to find the retail, subscription,  and 

premium/pay-to-play models, where the revenue comes from the players in one way or 

other ways (i.e purchasing all the game, paying monthly fee, paying virtual goods, 

making micro transactions, respectively). On the other side, the advertising model 

gives to the player the possibility to play the game for free, with the support of 

sponsorships, which are the main economic contribution. 

However, it is possible to find also another type of model, the free-to-play model, 

which contains the most popular business models for social mobile games, the 

freemium model, which we consider appropriate to dedicate a section aside.  

2.3.1 Freemium business model  

Nowadays, there is a new trend that social mobile games are following in terms of 

business models. Several number of developer game companies decide to give players 

total or partial free access to their games. Although there are different kind of free-to–

play games (shareware, where players can play a demo game for free; or freeware, 

where the game is totally free without any possible charge), the most common 

developers follow is the freemium model (Seufert, 2014).  

Freemium business model is a mixture of two words; free and premium which is an 

explanation of a business model that includes both free and complimentary, premium 

products or services (Froberg, 2012). In addition, there are four different freemium 

business models that a company can adopt (Anderson, 2007): 

 One refers to a direct cross subsidy, where the company offers one product for 

free if the consumer pays for another one. This is the typical example of mobile 

telephone companies, which offers one mobile for free if the consumer contracts 

its services. 

 Another freemium model is the one that is supported by advertisement, which 

means that a third company (ies) subsidizes a second company. This could be 

the example of many online games or games in application format, inside 

mobile market. 

 Third, it can take the case that the company offer free products or services but it 

can take the possibility to purchase complementary products or services that 

improves those purchased. This can be the case of Skype, whose service is free 

but users can purchase an amount of calls. 

 Last, it is based on a “gift-economy”, where a company or producer gives their 

product or service for free. This does not wait for monetary reward but expect 

some others such as respect, reputation, etc.   

In fact, all the transactions the player delivers on the game have the purpose to enhance 

the game experience (Seufert, 2014). As Seufert (2014) describes, the essential 

components of freemium business models can be divided in 3: a start price of 0, which 

makes the product accessible and attractive to everyone; second, the fact that a high 

number of these users will not use the product or service further from the free 
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functionality (they do not expect to pay to continue using the product or service); 

nevertheless, a small portion of users could see the product or service suitable for their 

needs and may purchase extra goods within the product or service. Thus, the appeal of 

freemium business model is the fact that these users who are ready to pay will pay more 

than if the product or service had a set cost.  

2.3.2 Funnel and pyramid models 

A useful model when gaining customers or users for the product is the funnel which 

assists with, for example, experiences that makes the customers/users attracted by the 

product with a curiosity to try it and later on get caught by the product. According to 

Warneford (2013) the funnel is valuable when analyzing and thinking about the 

company instead of analyzing the actual product according to the funnel. When 

analyzing the product it is easy for not sponsored outsiders and users to believe that 

they are not being in the right place for the product.  

Thus, the funnel model describes the different stages in which users are engaged 

with the game company, but from a business vision. In other words, the stage where the 

users are will depend on the company, on in which stage it put more effort for the users 

to stay. The engagement can take place in 3 different stages: acquisition (capitation of 

players by different marketing strategies), retention (the key here is to find the way the 

users can keep playing the game) and monetization (players starts purchasing goods 

inside or related to the game). Evidently, each company may have their users or players 

divided into the different stages, but it is the company’s decision where to put much 

effort.  

 

 

 

 

 

 

Figure1. Funnel model (Gamesbrief.com, 2013) 

On the other side, the games can also be divided by the kind of users they have.  This 

classification depends on the business model, but also on the characteristics of the 

game, and also it looks at the amount of money and time the users spends in playing 

the game. The model, in this case a pyramid, is divided in 3 types: core loop (players 

pay for free, first contact with the game which means that the time spent in it is 

minimal); retention game (players come back to the game frequently and can also start 

to purchase virtual goods. Some techniques to help the retention are clear indicators of 

progression in the game, rewards, and appointment mechanics); and super fan game 
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(in terms of time and money. Sometimes it can be typically social and competitions may 

take place).  

 

 

 

 

 

 

 

 

Figure2. Pyramid model (Gamesbrief.com, 2013) 

In sum, both funnel and pyramid is often used in the same time where they 

complement each other, when the funnel is a tool for analyzing and gain 

customers/users and the pyramid is more connected to their classification, in terms of 

what they spend or buy for continuing the game. (Warneford, 2013). For example, a 

user can be in a retention phase but have never purchased or paid anything for play the 

game.  

3. Methodology 

Considering an existing company (King) as a game developer company, a case study 

method is useful where detailed and deeper knowledge about the company was wanted 

and where written samples and secondary data gained a lot of collected data.  

Case studies can appear in various shapes and forms and can include one or several 

cases or companies as in this study. Making a study according to case studies provides 

the researcher with, for example, explanation of design process. But one of the most 

important and beneficial is that one can learn from each other by follow the designers 

work etc. Within case studies, it is about to catch the interest inside the researcher to 

highlight unique features in a specific case (Bryman, 2011).  

3.1 Data collection 

In this set of study the data was collected according to secondary data analysis, which is 

to use data that already has been collected by other previously researcher with various 

purposes and information (Bryman, 2011). Shortly, secondary data involves reusing 

qualitative data that already exists (Heaton, 2008). These used secondary data was 

collected through IPO filing (Initial Public Offering, which the company used to be able 

to get into the stock market), press releases and other articles about the company that 
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was found on Internet. The IPO filing and press releases provided us with deeper 

information about the company and its business model, strategies and development 

which is written by the company. Using that information makes it easier to combine 

and compare it to other data collected through articles.   

 

What data? 
 

Where did we find it? What did it provide us? 

Press releases 

Reports 

King.com Information from King, news, letters from CEO 

Articles Google Scholar, ACM 

digital Library  

Information about King, business models and 

other related fields etc. 

King IPO filing Google, King.com Business model, strategies, financial issues, etc. 

Games King.com, 

Facebook.com, 

Royalgames.com 

Information about King games.  

Table1.  Datasets 

Using secondary data in this case study is very useful when analyzing King’s 

business model and strategy. Instead of interviews with general questions, IPO filing, 

press releases and other articles provided us with information which fills up the gap 

from interviews. Also, as Bryman (2011) mentions, to use secondary data will save both 

the researcher and the interviewee time and money when it comes to interviews and 

surveys, which otherwise can be very costly for both parts.  

Secondary data is very valuable in different areas as the information is available 

through Internet without any expenses, also by organizations and government agency 

(Vartanian, 2010). Because of these different ways to collect the data, secondary 

analysis is easy to collect and there is a huge width of data to select from.    

3.2 Data analysis  

The data analysis was carried through different aspects to keep in mind. First, it was 

useful to divide the collected data to be analyzed in 3 different groups, as it is reflected 

in section 4: that data related to the company, data related to the games and data 

related to the business model and the strategy. The findings about these different issues 

inside the company were also complemented with theoretical explanation for further 

discussion.  

Furthermore, we applied a grounded theory approach when coding and analyzing 

our data (see 4.2 Game Portfolio) from King.com, Royalgames.com and Facebook.com. 

When the data is collected, the researcher need to code the data through break the data 

into constituents and name them because of the theoretical weight or practical 

significance for the individuals studied (Bryman, 2011). The practical characteristics for 

grounded theory within the coding is that is gives the researcher a focus on documents 

and process, a practice range of the introductory line encoding, along with a 

simultaneous interference in coding and additional data collection. The researcher 

works with the coding line- by- line which means that the data will be broken into bits 
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of certain actions. After evaluating, the initial code that is shown the most during this 

breakdown is used into large quantities of data for the second phase of focused coding 

(Charmaz, 2001).  

In our case, we collected all the games (data) found in Royalgames.com, 

Facebook.com and King.com, which we coded them depending on different 

characteristics and later on we divided into four main groups and six various named 

categories, depending on what kind of games there were. Having the codes, groups and 

categories, makes it easier to analyze them and have a better overview, observing if 

possible patterns between games are shown.  

Moreover, inside the games, we conducted an empirical observation to describe the 

top King game, Candy Crush Saga, to take it as an example to discuss and analyze later 

on the innovation and strategy in the game, in terms of design, monetization and how 

the games are getting know by more users over time.  

3.3 Choice of method  

According to Bryman (2011) quantitative methods are especially useful in specific 

scientific fields where larger empirical data has been compiled into general knowledge.  

On the other hand, qualitative methods are more suited for a research that includes 

social context such as thoughts and motives regarding humans within a better 

understanding (Bryman, 2011). Inside this kind of study with qualitative methods it is 

common to use qualitative interviews as a due or complement to other collected data.  

However, while our study is about a game developer company, there is a lot of 

information that is provided through IPO filing, the King’s webpage and articles etc. it 

becomes natural to use qualitative secondary analysis, thus we can concentrate and 

focus on the analysis after data collection, where grounded theory is used.  

3.4 Case selection  

We chose to do our research about King because it is a company who provide users with 

social casual online games such as Candy Crush Saga who has become a huge successful 

game.   

There are several interesting areas about this subject such as how the company 

managed to be successful within a period, what they base their innovation on, how their 

strategy behind the games works and in which way they chose their business model and 

how one can connect it to the game development. Also, since King is the largest game 

developer (King.com) within this industry it makes it interesting to know how they 

manage to become this successful whilst there are other companies inside the same 

industry which has been less well. 

King is an interesting company inside the game industry, not only because of the 

paragraph mentioned above, but also when doing a deeper research in their timeline it 

shows that in a few years (from 2003 to 2014) they changed the name twice (from 

Midasplayer.com to King.com, and from King.com to King when they change their logo 

from green to orange). During this timeline they received the title of ‘Top 10 Facebook 

game developer’ from regular users. In 2011 their most played game Candy Crush Saga 
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was launched on Facebook (it was launched on King.com in 2009). This shows an 

interesting timeline of a fast growing company in 2012 when they celebrated 10 years in 

the business and in 2014 King became the leader within the mobile industry with its 

interactive amusement company (King.com).    

3.5 Ethical considerations 

When well aware of the research ethic principles according to Vetenskapsrådets 

forskningsetiska principer (2002); policy issues when using secondary data provides 

the researcher with already used data which means that the current policy issues 

allowing cursory examination. By using secondary data helps the researcher when the 

material is already collected and used within other researchers which often leads to that 

ethic principles already is considered (Vartainan, 2010). 

3.6 Literature search  

By using information databases from the library of Umeå University, such as ACM 

digital Library we collected articles, reports and scientific studies that provided us with 

knowledge and information about online games and business models etc. To 

complement this information we used other literature such as IPO, King’s website and 

Google Scholar to find more information about the King and other related fields. When 

using Google Scholar which is an online database that provides wide search for 

academic literature and articles (Bryman, 2011), we found the IPO which is public 

information from the company with descriptions of the company with their business 

model, strategies and their goal together with other information, such as how they went 

into the stock market (King Digital Entertainment PLC, 2014). Press releases we used 

contained information about launched games and … which made it easy to follow their 

business and their thoughts of success without any primary data.   

Once articles and IPO were gathered we got the knowledge about an annual that 

should exist, but by a deeper research trying to find King’s annual we found that King’s 

juridical office are in Malta (Leijonhufvud, 2014) which means that it is difficult to 

reach, when they have documents saved in other databases. The annual would be 

interesting while it contains information with detailed numbers of economics and an 

introduction from the CEO at King, which is (the lack of the annual) one of the 

limitations of secondary data.  

More specifically, by searching the web we gathered several documents and articles 

about the industry of game developing companies, including business models, 

development and strategies. Whilst searching on King’s webpage, we searched for 

written interviews with CEO’s and articles about the company to get a better and 

deeper understanding in how King works and how business model connected with its 

subcategories (i.e strategy). Meanwhile data was gathered, we studied King’s IPO where 

we found more information about their company and we considered that written 

interviews in articles had a huge value when comparing those answers with other 

articles, IPO and King’s webpage. When comparing these various data we got the best 

and needed overview as possible. To include several sources it brought a better 
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understanding of the company and which appear as equal to the lack of interviews 

(primary data). By the awareness of lack of our own primary data, we extended the 

search of data which would prevent the risk of making the research general, when 

pursuant to Bryman (2011) often occurs when doing researches by case studies and 

secondary analysis. 

The extended search provided us with new aspects and areas inside the company 

and industry which needed to be considered while continue research, such as 

incremental, radical innovation and various game categories such as SNG, social mobile 

games and casual games, where the last one is located towards King’s focus. Specifying 

these various types of games made it easier to have a better understanding of that kind 

of games King is working with and develops, which also leads to less misunderstanding 

about the differences between the various types of games. 

3.7 Methodology criticism 

The limitation of the annual could have been prevented by interviews with CEO of King, 

while instead we used the IPO filing. When using qualitative method within secondary 

analysis we were aware of the disadvantages and lack of information that could emerge, 

also Bryman (2011) mentions that the quality of the data should be considered carefully 

when the data has been created by other researchers with other purposes. In our 

research the lack of annual were replaced by the IPO which provided us with useful and 

necessary information. 

The limitation of secondary data in this case is having an “outside” view of the 

company, with the impossibility to have a deeper understanding about the company 

with primary and raw data, which could help us to see how the company really works. 

However, while working with secondary data the need of interviews become less as 

there is a lot of documentation about the chosen company. But while collecting data we 

encountered one of the disadvantages of secondary data which is about the lack of 

information that is common to be provided by interviews. For instance, when searching 

for games in King.com, Facebook.com and Royalgames.com there is a lack of 22 games 

when comparing the amount of games they have developed against the amount of 

games one can reach (King.com ; Facebook.com ; Royalgames.com). The limitation 

could have been prevented by interviews with most popular game of King that has the 

most users and successfulness.  

3.8 Reflection of method  

To use secondary data instead of primary data was an option for us that we saw as 

usefully in this case study. Using secondary data instead of primary data with our own 

collection of interviews etc. has led to data without possible own questions arising 

during the period, however, collecting data from previously researchers includes 

advantages that has given us more time to analyze data with a better focus.  

Risk by using secondary data, except for none possible questions by ourselves, is that 

it could have happened that there would have occur a gap within the subject that is 

more difficult to cover. Also, there might be some lack of information with no 
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previously studies which can lead to more questions than answers.  Yet, with well 

awareness with the risks we have sufficiently information and knowledge to prevent 

possible complications.   

 4. Findings 

This section of result contains the product portfolio and the business model behind the 

company King. We analyze and give a general description of the developed and 

available games, with a focus on Candy Crush Saga which has become the most 

successful one. We also give special mention to incremental innovation, which is one of 

the most common concepts to use when working with social mobile games.  

4.1 What is King?  

King is a game developer company that had its beginning in the portal Spray, which 

was a popular company during the past decade (va.se).  

From the beginning the company was called Midasplayer AB and it changed its 

name to King.com in late 2005 (King.com). The company has game studios and offices 

around Europe, specifically in Stockholm, Malmö, Barcelona, Bucharest, Malta, Berlin, 

London and also in San Francisco (va.se). In December 2013, they had 665 employees 

which are divided into smaller teams where they develop the games. For example, 40 

employees between Malmö and Stockholm developed and work with Candy Crush Saga, 

which was launched in Facebook in April 2012 (King.com).    

In July 2009, King had their first game launched on Facebook and in October 2012 

they received the title of ‘Top 10 Facebook game developer’ from daily average users 

(DAUs) (King.com). With more than 120 games in 14 different languages, 143 million 

daily active users (DAUs), and 352 millions of unique users (MUUs) each month 

calculated in December 31st 2013, they became the largest game developers in 

Facebook. The games can be played across different platforms such as browser 

(King.com, Royalgames.com, Facebook), and mobile platforms (iOS and Android) 

(King.com).  

Their recent and latest business highlights from first quarter 2014 focus on the 

record mobile gross bookings of $480 million, as well as having three of their games on 

top 10 grossing games in the Apple App Store and Google Play Store in U.S, their 

largest market. In fact, in January 2014 King launched its fifth mobile game, Farm 

Heroes Saga, which has reached in less than 2 weeks the top 10 grossing game charts in 

the different stores.  

Moreover, the top 3 most played King games are also the most 3 played worldwide 

on Facebook (Candy Crush Saga, Farm Heroes Saga and Pet Rescue Saga) and in April 

2014 they launched their eighth game on Facebook, Diamond Digger Saga (King.com), 

expanding their games’ offer in the social network and in their Royalgames page.  

4.1.1 King’s Initial Public Offering 

In March 2014, after several rumors, King announced the company was going on public 

with its Initial Public offering. An Initial Public Offering (IPO) refers when a company 
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decides to sell for the first time its shares to the public (Sec.gov).  To register the 

offering, the company must file a registration statement, and one important part of this 

registration is the document that the company elaborates to describe the company, the 

IPO terms and other useful information to the investors. Thus, the filing helps to these 

investors to decide whether or not to invest. In other words, with the IPO the company 

is owned not only by the founders, early employees or venture capital firms but also by 

those investors who decided to buy the shares (Forbes.com). 

In the case of King, the company announced the offering at a price of 22.50 dollars 

per share, which valued the company at more than 7 billion dollars. But King’s shares 

fell to 18.90 dollars in afternoon trade. In detail, King sold 15.5 million dollar shares of 

the 22.2 offered, with the rest coming from stakeholders, including the firm Apax 

Partners, their biggest shareholder (King.com). 

The reasons why King presented a weak IPO can be several, but it has been 

speculation about if the company is just a “one hit wonder” company. In the last 

quarter of 2013, the gross bookings of Candy Crush Saga (top King game) rose up to 

78% from the total, which suppose that the top game has a real weight in the company.  

Furthermore, King has to demonstrate and show consistent results and rising profits 

to the shareholders. However, with the weak IPO the expectations went down but 

nowadays (May 2014) it seems that the numbers in the stock market are remaining in 

the same value. In addition, King has managed to diversify the gross bookings from 

Candy Crush Saga to 67%, which means 11% less than last quarter, while total gross 

bookings increased 1% over the same period (King.com).  

This gives King a green light, together with the increases in DAUs and MAUs. As the 

company affirms, it reflects the growth of the players network combined with a greater 

number of games. This increased activity is due to the combination of the introduction 

of other games and new content on the existing ones, as well as the geographic 

expansion and the growth of mobile devices usage (King.com).  

4.2 King game portfolio  

In this section, data has been collected from King.com, Royalgames.com, Facebook and 

other social networks to describe, categorize and analyzed the different games King has 

developed. It is good to comment here that the data collection was made during April 

and first week of May 2014, which means that some new games may appear after the 

collection. In fact, every month King launches a new game in its webpage 

royalgames.com and can also delete another or other ones (Royalgames.com). 

In appendix 3, it is possible to observe all the games in a table, also the deleted ones. 

All of them consist in casual games (King.com), which do not require a large amount of 

knowledge to play with but are difficult to master. However, it is also important to 

remember again that it has not been possible to find in the webpage all the 180 games 

they say they have, only 146, including the deleted ones. Anyways, with this great 

amount of games it is possible to have a general analysis of the product portfolio.  

To analyze better the games, we used grounded theory approach, which gave us 

more facilities to understand the portfolio, and to see if the games followed some clear 



 

18 
 

patterns. The task was simple: we code the games depending on the platform, type of 

game, number of possible players, users, the main theme and the year. The next 

procedure was to categorize them. First, we divided them in four groups: top 12 games 

(more users, in more than 1 platform), games in Royalgames, deleted games and new 

games. Inside games in Royalgames, we divided them in six categories, as King also 

does: puzzle, strategy, action, cards, sports and words. A table with all the games with 

the coding is available in appendix 2.  

If we look at the table, the games are divided in two: those which have more users 

“top games”, and consequently exist in more platforms than those ones that are only 

online, on “Royalgames” page. These last games are not that developed in terms of 

design and details, so they are mainly considered for those players in the top of the 

pyramid, gamers that participate and/or bet in different tournaments online. 

Therefore, they are the first ones to try the games in the online platform.  However, it is 

not possible to know the exact number of users in games inside the online platform, 

just the number of gamers that have won any tournament or accumulated more points. 

This fact can be a strategy from King, as the number of users in a game can decide if the 

game may be launched on Facebook in a future, or at least if there is any possibilities of 

success in other plaftorms.  Thus, these games are shown in the table by the order that 

appear in the webpage, not by the number of users.  

Although the webpage was created at the same time as the company (2002/2003), 

the oldest games that are still online date from 2006. Besides this, the first game 

launched on Facebook was Kalorie King, in 2009. Evidently, the game is not available 

anymore in this platform but still in Royalgames.com.  

Furthermore, King distributes its games in six categories: puzzle, card, sport, word, 

action and strategy games. Every category varies in number of games, but the most 

popular games are between puzzle and action categories.  Nevertheless, it is not 

possible to observe any remarkable pattern in all games in general, even though some 

similar characteristics between games are shown.  

The top 12 games table reaffirms the popularity of action and puzzle games, but any 

trend in specific between games is seen. The most popular King game, Candy Crush 

Saga, is the only one available in all platforms, followed by Bubble Witch Saga, which is 

not available in King Webpage. In fact, if we look more in detail, all games available in 

King.com are the newest ones on Facebook, launched between 2013 and 2014. This 

makes us think that King uses king.com to promote, advertise these kind of games, 

which are launched to the mainstream audience. Moreover, simple versions of all 

games can be found in royalgames.com except Farm Heroes Saga, which could have 

been developed after Candy Crush Saga, as theme is the only different feature.  

If we look deeper into the top 8 of the games, all of them include the word “Saga” in the 

title. With this, King wants the user to relate and connect everything with the word saga 

to king games. For example if we hear Papa Pear Saga, we can also relate it to Candy 

Crush Saga and to the other games.  

About different themes, most of them are related to food (candies, fruits), animals, 

magic (witches), colourful bubbles and diamonds. All of them related to recurrent 
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things in childhood. Also, while the top 3 consist on matching tile / puzzle games 

(which reaffirms the success of this kind of games), the other ones also follow the same 

pattern, together with pinball style and card games.  

However, King carried out a reorganization on September 2013. The company 

reported on the different Facebook group pages its decision to close some of their 

games on the social network and on royalgames.com. As they exposed,  

 

“We feel King will be able to provide even greater games by freeing the resources 

needed to keep each title running and putting them onto new or existing projects. […] 

Our goal is to continue to offer you top quality titles that you can enjoy across a range 

of devices…” (facebook.com/king, 2013). 

 

In other words, those games were not profitable anymore and, as the table shows, 

the number of users was much lower comparing it with Candy Crush Saga or Bubble 

Witch Saga. However, the removed games still have their group page on Facebook, 

where users still comment and some still reclaim their comeback.   

Talking about profiles in social networks, only top 5 games have official profiles in 

other social networks such as Twitter and Instagram. Additionally, these 5 games are 

also the only ones on Android and iOS platforms (except Keyword Vs, which was also 

on Facebook). In fact, this is the logic King follows, launching games for mobile devices 

when they have been successful on Facebook.  

Moreover, as we are talking about cross platform games, everything is synchronized 

for those users who play the games in different devices. This means that their progress 

in the game is seen in every platform they use, and also their virtual goods, which can 

be purchased on the social network or in the mobile application. Furthermore, if 

Facebook users want to play the games in their mobile phone, the social network is 

connected to the different stores applications (Apple Store, Google Play) with only one 

click, so it is easier and faster to the users to get the game they are playing in another 

platform. 

On the other side, concerning the games only available in royalgames.com, it is 

possible to find six games that allow more than one player at the same time, playing in 

the same device or against some other players in real time. Although games in 

royalgames.com are not connected to social networks, these multiplayer games helps to 

improve the social component of games, as the tournaments already are social events 

by themselves.   

It should be also pointed out the presence of “deluxe” games and levels, only 

available for gold players. The gold players are those inside the top of the pyramid that 

really pay and bet in tournaments and also those who have scored more points in 

different games. This is a way King uses to attract more gamers and users to pay while 

growing their bookings, letting them to be the first ones to test new games or levels. If 

we take a look to the newest games, these are only available for this kind of players.  

The themes in all games are recurrent in general. If we look in detail, animals, magic 

world and food are the “top themes” between games. Even the classic games available 
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such as Mahjong, Briscola etc. may also include one theme in particular.  Moreover, the 

games also follow a same trend in relation to the type of game: match tile and pinball 

games are the most common. In fact, King does not focus its effort on a radical 

transformation IN online games, but works more on design and improvement on 

different mechanics which will enthrall the user. King actually only spent 110 million 

dollars on research and development (28’6 million in 2012). This number is low 

compared to other game developer companies (King Digital Entertainment PLC, 2014) 

Finally, King has also developed second versions of different games over the years. 

The most popular is the second version of Bubble Witch Saga, available also on 

Facebook. This means King not only improves those games which are going to be on the 

social network but also tries to improve those ones in the online platform. 

4.3 Candy Crush Saga  

Candy Crush Saga, King’s most popular game, is a casual game inside the puzzle 

category created in March 2011 and launched in April 2012 on Facebook (King.com). It 

is a match three game in which players have to combine and match candies of the same 

color to make them disappear and to try getting a high score to achieve every level. 

More specifically, these matches are done by swapping the position of two shapes to 

create a vertical or horizontal line of three or more shapes of the same color. When the 

shapes match, they disappear from the board, making other shapes drop and letting 

other ones to appear at the top. With every match, the player earns points, and more 

points if the combination is made by more than 3 shapes, which also creates special 

shapes with effects that can help to achieve more points or to beat the different puzzle 

challenges (see appendix 2).  

With more than 580 levels (May 2014), divided into different episodes, the game get 

progressively more difficult. In fact, every level demands series of requirements and 

provides to the player a specific amount of moves. For example, there are levels where 

the objective is to get a minimum amount of points with a countdown, to bring different 

ingredients to the bottom, or to clear all the board of jellies. Also, the player may face 

obstacles like chocolates or licorices, which makes the game more complex. However, it 

is possible to buy or obtain helps that can destroy candies or change their colour.  Once 

the players have completed a level, this is rating with one, two or three stars, depending 

on the score. Anyways, they always can return to the level to get the best three star 

rating 

Furthermore, unlike other match 3 games, Candy Crush does not require a specific 

amount of time to complete them. In most of the cases, the players have as much time 

as they need to finish. However, it is not possible to move to the next level if the 

previous one is not completed. The progress between levels and episodes is shown in a 

map, which reflects the “candy world”.  

The game is compatible with Facebook, Android, iOS, Kindle, King.com and 

royalgames.com. After one year on Facebook, the game took the number one position 

from Zynga’s game, FarmVille. On the other side, the mobile version of the game was 
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released in November 2012 and it was also considered the best social game in 2013 in 

the International Mobile Gaming Awards (King.com). 

In fact, these different devices and platforms allows the possibility to synchronize 

the game across all the platforms and devices, which makes Candy Crush Saga a 

“anytime, anywhere” game.  

In addition, the social part of the game is one of the most important features. The 

game is inherently social: players can view, connect and beat their friends’ performance 

and progression game on Facebook. As the difficulty of the game starts to increase, 

more important is the connection with friends. Also, progressing in the game without 

friends is not something easy.  Players possess a set of five lives, which are consumed 

when it is not possible to complete a level. When all the lives and movements are 

consumed, the player has 3 options: wait for a new life to appear (every 30 minutes), 

ask a friend for a new life or to purchase a life or extra movements in the game store. 

Moreover, when a player ends an episode, it is required the help of three friends to 

unblock next episode or to pay money to progress. It is a decision between virality and 

monetization.  

In fact, this viral mechanic has enhanced the game experience instead of detracting 

it. And the number of users confirms the success of this viralization: Candy Crush Saga 

has 93 to 97 million average of Daily Active Users (DAU) on Facebook and, in general 

terms, more than 100 million DAU in Android and iOS (King Digital Entertainment 

PLC, 2014). In economic terms, this means that Candy Crush Saga represents the 67% 

of the total gross bookings of King in Facebook, and the 86% and 58% of the mobile 

channels and web channels, respectively.  This really reflects the great weight of the 

game in the company. As they recognize in their IPO filing (2014), this can be a big 

threat for their financial results, even though they expect Candy Crush Saga will 

represent a smaller percentage of the total mobile channel gross bookings in the future, 

as they want to diversify the portfolio in this platform.  

Anyways, the expansion of the game in different mobile social game markets is a 

fact. The game has already presence in Europe, North America and it is doing its way to 

Asia: it is already available in South Korea and Japan and it will be launched soon in 

Tencent, the largest Chinese social mobile network (King.com). 

To conclude, King believes that the key in the success of Candy Crush Saga is in its 

“secret recipe”, which not only contains the social and free-to play part, but also its 

accessibility (cross platform game, friendly, easy to understand) and its longevity (game 

as a service) (Hartwig, 2013).  

4.3.1 Intellectual property issues with Candy Crush Saga 

On January 2014, it went public that King was facing some accusations against its 

intellectual property. In fact, the debate focused in three issues (king.com),: the 

decision of the company to trademark the word “Candy” in the EU and U.S; their 

opposition to the gamer publisher “Stoic” seeking to trademark the sentence “Banner 

Saga”; and their opposition against the accusation of copying and cloning an existing 

game from another developer to create “Pac-Avoid” (confirmed this cloning and deleted 

from the website) but also another developer has reported that King has cloned their 
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game “Candy Swipe” to create Candy Crush Saga and has also manifested against the 

“Candy” trademark.  

In front of these critics, King’s CEO made some declarations, exposing that the 

company does not clone other people’s games and furthermore, before they launch any 

game, they do a thorough search of games in the marketplace, reviewing all the 

trademarks’ fillings. In addition, their goals of having a strong protection of the 

intellectual property are to ensure that any work is copied, to avoid any confusion 

between players and to keep the integrity of the different brands they possess. 

(king.com). Moreover, accordingly to King (, their success depends on their ability to 

use and protect their strong intellectual property, which is not only based in 

trademarks but also copyright, patents (they have 30 patents in the U.S, for example), 

domain names/games, trade secrets and trade dress, pursuing the registration of 

designs, service marks.   

Although some legal battles are still on pending, on April 2014 King and Candy 

Swipe developer came to an agreement, withdrawing both positions (candyswipe.com): 

withdrawing a counterclaim and withdrawing a position in front of the trade mark 

“Candy”, respectively.    

4.4 King’s business model  

According to King’s IPO contains their business model strategy and development 

against games and customers, which we in this research named users, players. 

 

‘We believe that targeting a modest share of the entertainment spend of a wide base of 

customers is a source of game longevity and customer loyalty, and the most effective 

way of building a sustainable business over the long term.’  

(King Digital Entertainment PLC, 94:2014). 

 

To achieve success, there are various key strategies that King is working on, which 

they define as strengthen and broaden their unique game development model. This, 

according to King (King Digital Entertainment PLC, 2014) is one of the keys to their 

success, with designing game Intellectual Property (IP) with high quality.  

King focuses its efforts in a freemium business model to be able to reach as many 

target users as possible with its various ways to play a game. Regarding the games of 

King their primary goal with the business model is to promote long term players within 

the different platforms and as a profit they develop and continue to improve their 

model by principles, which contains three various categories, focusing on retention, 

free-to-play and pricing transparency consistency (King Digital Entertainment PLC, 

2014).  

The strategy of offering virtual goods in the games provides the users to pass various 

levels with more time or new set of lives which King named entertainment time. Except 

for time and lives, users can use skill enhancements where they can buy various 

boosters which improve their expertise to assist them ahead in the game. To be able to 

move further into next level users have various options to choose from, for example can 
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users ask for help by their friends through requests on Facebook, or buy assets, which 

King call access to content. The majority of these goods are consumed immediately, 

however some are used for long periods, but King does not provide collectibles that 

enhance the users’ goods or experience. In King’s previous social games monetization 

was much through the sale of robust virtual goods such as infinite lives or continuous 

improvement in skills. In contrast, it was shown that the total monetization was 

upgraded through changes when selling enduring virtual goods from a higher to a lower 

price, also expendable virtual goods for example boosters, second moves or lifes (King 

Digital Entertainment PLC, 2014).  

Today, these virtual goods together with the tournaments (see appendix 2 for 

examples) are the key for the business model, as they are the only incomes the company 

has nowadays. Although only the 4% of the players pay for virtual goods, King saw this 

number as enough to support itself, as it represents the majority of the revenue growth 

(King Digital Entertainment PLC, 2014). Indeed, King decided in June 2013 to remove 

all the advertising from third companies from their games and to break the 

relationships with their advertising partners. The company stated:  

 

“King’s #1 focus around delivering an uninterrupted entertainment experience for 

our network of loyal players across web, tablet and mobile has unfortunately led to 

the difficult decision of removing advertising as a core element of King’s overall 

strategy. The executive team has decided to withdraw completely from the 

advertising business thus, removing all advertising elements within every King game 

worldwide effective immediately.” (King.com, 2013) 

 

Thus, before that date, King was supported not only by the purchase of virtual goods 

and tournaments but also by their advertisement space in the games.  

On the other side, King still continues creating new advertising campaigns for 

television and other media, such as in the same Facebook. Although the word of mouth 

of the players has a great potential, the company still see the need to advertise on 

different channels.  

4.4.1 Games’ implementation  

The way King implements and offers the games has a long strategic process and tries 

also to contribute to the success (King Digital Entertainment PLC, 2014). First, King 

launches its new games in Royalgames website, where the registered players can try 

and play with them. Then, the company follows the number of users every game has 

and the most popular is launched into Facebook and King.com, adjusting the game into 

Saga format before. If the game gains high popularity on the social network, King 

develops and launches the game to mobile platforms (Android, iOS) (see appendix 2).  

King has developed and designed their games by characteristics that include that 

users have access to the games anywhere, anytime and in various devices (King Digital 

Entertainment PLC, 2014). Having access to the games anywhere contains that the 

users can engage and enjoy the games in any location and device they whereabouts and 

uses. When having access anywhere, the user can play the games at any time where it 
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has no significance if they have various kinds of breaks etc. To be able to play the games 

anywhere and anytime, King has synchronized the different platforms which mean that 

the user can switch platform and device and still be able to proceed the same level they 

ended (King.com). The intention of cross-synchronized platforms is that the users can 

play the games in an engaged way, but also the users can send requests and invitations 

to their friends to the games which provides more users to the company (King.com).  

5. Discussion 

In this section we discuss various fields that are included or have had an important role 

in the success of King such as games’ design, cross platform/viralization strategy and 

freemium business model. In fact, all of these elements have been created and 

developed under an incremental innovation approach: while the base and the idea were 

already adopted in different companies (not only in games companies in the case of 

freemium business model), King has known how to give those elements an extra, an 

innovative element which has contribute to the preceding success.  

5.1. Games’ design  

Videogame industry is full of examples of incremental innovation design. While 

working with social casual games, it is common to use incremental innovation in the 

development (Juul, 2010) where the company has one game as a basis and reference 

and then they re- new it into something more modern and attractive for the users. In 

fact, as Juul (2010) exposes, developers have to balance between innovating with an 

inspiration of other games and innovating to provide to the player new game 

experiences.  

For instance, King has worked according to incremental innovation which means 

that they have ideas from matching tile games and pinball games (for example), where 

they have renewed the idea with for instance brighter colors, different levels, new music 

and sounds which makes it more user friendly but also they are adapted it to the 

development of technology.  

Thus, in April 2012 King launched their most successful game Candy Crush Saga on 

Facebook, which is an example for incremental innovation within game industry where 

the game is built on a match-3 puzzle strategy. According to Juul (2007), matching tile 

games have existed since XIX century, but the first digital ones emerged in mid 1980s, 

with “Tetris” and “Chain Shot” games as the pioneers.  But it was not until 1994 when 

the first match-3 puzzle game appeared, which was called Shariki.  Created by a 

Russian programmer, Eugene Alemzhin, this online game consisted in match 3 balls of 

the same color, with a basic design and development (Karch, 2011). With this, it is 

possible to see that the pattern that Candy Crush Saga and other games use today is not 

new. In fact, if we take a look to the last decade, the innovation in this type of games 

has been more moderate (Juul, 2007), to the point that there is a large and complicated 

discussion of which game(s) have inspired new games. Also, here it is still missing the 

barriers between inspiration, copy and plagiarism, as we have seen in IP issues King 
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has faced.  If we take the example of Candy Crush Saga, it is clear that the play pattern 

is inspired in Shariki, but what it is also true is that Bejeweled, from PopCap company, 

had also a role in the creation of the game, as there are numerous common features 

with King’s game (see appendix 2).  

Moreover, the incremental NPD here shows how a game can be considered as a total 

new product. As Trott (2012) exposed, a product can be considered as new if we change 

at least one of its dimensions.  In fact, the Candy Crush Saga example shows a 

reinvention of a play pattern with an attractive narrative, bright colors, a candy theme, 

new music and sounds, etc. 

However, when we take a look at the product portfolio, it is clearly to see that all 

games have different design and themes but they follow same play patterns. In this 

case, as Green (2014) exposes, King has two options in the future if they want to 

continue their success. First, one way is to innovate on new tittles more aggressively, 

which means putting effort not only in the design innovation but also in the mechanic 

of the games. The second option would be to continue updating their most successful 

games. This last option could be the safest one, as the risk of updating more levels of 

successful games is lower than to create new games with new mechanics. Although 

these two options may vary depending on the needs and expectations of the players, the 

CEO exposed in an interview (Peterson, 2012) the fact that King only builds high 

quality games, and if the players have enjoyed the previous games, there is a high 

possibility that they are going to like the next ones, even though the changes are not 

big.  However, what the CEO is not observing here is the risk that players, and mostly 

the mass audience, can get tired in a near future of the same games. And this can be a 

serious problem for King, as all the revenues come from the players and the top 3 

games represents almost the 90% of the incomes.  

To conclude, as Juul affirms (2010), it seems that incremental innovation is the 

evolution in the design of new casual games. But what it is true is that there is the need 

inside this incremental innovation to invest in new ideas (as Candy Crush case), where 

the players can feel a difference but they can still use their knowledge and competences 

of other games in those new ones (Juul, 2007).  

5.2 Cross platform and viralization strategy 

It is a fact that games in more platforms have more possibilities to be more successful, 

as the number of users can be higher than those ones who only are available in one 

platform.  For instance, Zynga (King’s main competitor) only focused in Facebook 

platform in its top game Farmville2, which was one of the main reasons of loss of lots 

of users. Thus, developing games for different platforms has helped King to reach the 

success in its games. However, the fact to give the players the chance to have 

synchronized the games in different platforms is not something new. In 2000, the 

Japanese company Square Ennix Holdings Co. launched the first online cross platform 

game, Final Fantasy XI (guinessworldrecords.com). The game was synchronized 

between Xbox, PlayStation 2 and PC. Although this was within videogame industry in 
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specific, the first cross platform game in social mobile gaming was launched by the 

Finnish company Star Arcade, which connected Facebook to mobile version.  

In King’s case, the innovation inside cross platform innovation has been in how the 

company launches the games in the different platforms with a less risk and how it tries 

to increment the popularity of the games between users without putting too much effort 

on massive marketing or advertising campaigns.   

Firstly, the way how King launches their games to Facebook or mobile platforms has 

been innovative. As the company describes (King.com), the games are launched first in 

Royalgames webpage, where it is found all the “heavy gamers”, who really know well 

the world of casual games (Peterson, 2012). If a game has success between these kind of 

players, the possibility that the game appeals to a larger audience is bigger. As the CEO 

comments: 

 

”We launch a lot of games. We launch these games on the web, and that's where we 

identify the core game play, the best game play, and the hit games then we invest a lot 

more time and resources to bring these games to Facebook and mobile." (Peterson, 

gamesindustry.biz:2012) 

 

In fact this is an innovative way to test the games and focus all the effort on the ones 

who have more success between those players who know more about games. This 

means less risk for the company, which does not invest all the time and resources to 

create only a big game from time to time.  

On the other side, before launching the games on mobile platforms, the games also 

have a period of transition on Facebook. As Radoff (2011) explains, players inside social 

games need the help of their friends in the network to progress in the game. In fact, this 

creates a word of mouth between people, which entails to a viralization of the same 

game. And King was actually able to take advantage of this, creating a pure viral 

strategy that has also contributed to the success. Using Facebook as a platform is a 

strategy when a company wants to reach as many users or customers as possible, when 

it seems to be a huge social media where information is often spread very quickly. The 

games’ viralization is rolling when one user plays a game and publish the game score on 

its Facebook, where that information will reach that individual’ friends and opens a 

curiosity. This often leads to that the next user also publishes game scores, in the same 

time as invitations is being send (see appendix 2). 

As Seufert (2014) describes, to increase the viralization it is needed to incentivize the 

mechanic with a reward for the player who viralize the game.  For example, in Candy 

Crush Saga, the player have to send request to 3 friends on Facebook (viralization) to go 

on the different episodes (reward) if this does not want to pay, or to request a live if 

they do not want to purchase or wait 30 minutes until a new one is created.  

Although King states that the company focuses more on retention (King Digital 

Entertainment, 2014), the viralization for acquiring new players is also important. As 

Seufert (2014) describes, virality and retention may seem staying on opposite sides: 

while viralization describes how users are introduced to the game, the retention defines 



 

27 
 

how much time users remain playing the game. But both are correlated in the sense 

that a strong retention increases the potential of strong viralization, as the case of King. 

Games that the players are inclined to return after a long period are also the games that 

users invite others to join.  

5.3 A Freemium business model 

King’s business is based on a freemium model, where it is players’ decision to play for 

free or to purchase virtual goods to progress in the game. This mechanic of let the users 

to decide if they want to purchase extra goods can be found already in services such as 

Skype, which was created in 2003, or in the case of game industry, Rovio, founded also 

in 2003. Anyways, freemium was indeed a disruptive business model, where online 

companies have been the pioneers in this model (Seufert, 2014). In the case of King, it 

has always followed a freemium business model, even though the company has 

reconsidered their business once: from having advertisement space in their games to 

break the relations with its sponsorship partners, working only by the monetization 

coming from virtual goods and the tournaments inside Royalgames. This decision was 

due two facts: an enough revenue from the games’ monetization, in virtual goods and 

tournaments, and to improve the game experience, reinforcing the retention strategy.   

The fact that the games work without any inside advertising is something innovative, 

as any game company implemented free games with advertising before (Cutler, 2013). 

However, this contains a high risk. Although the company was able to go into stock 

market, it is still weak in terms of hit one company. As Surowiecki (2014) exposed, the 

IPO was not a surprise, as it gives domination to king in the mobile-game business, but 

the future is uncertain as the financial numbers affirm that the King’s business is kind 

of dependent of its top game, Candy Crush Saga (67% of the gross bookings).  As they 

stated: 

 

”A small number of games currently generate a substantial majority of the 

revenue.” (King Digital Entertainment PLC, 6:2014).   

 

Therefore, the challenge for King here is to spread and divide their gross bookings 

into other games if it wants to keep this type of freemium model. 

Moreover, adapting the pyramid and funnel models to the King case gives a clearer 

description of how the business is build in terms of which kind of users the company 

has, and how these users are engaged with the company, respectively. In other words, 

while the pyramid guides the business into control the amount of users that purchase 

virtual goods and into how to develop more attractive games for them, the funnel is a 

guide to see if these players keep playing the games, how the business can manage in 

how the business can manage to find and reach a suited, loyal target.  

On the one side, the pyramid model (Warneford, 2013) shows that the players are 

divided into three different categories. In the top of the pyramid there are the “heavy 

gamers”, who are not considered inside the mass audience, participating in 

tournaments and bets in Royalgames website and they are also the ones who play the 
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games regular, in an almost addicted way. Second, the middle of the pyramid contains 

the premium users which represent only the 4% of the users. These players are 

considered in the mass audience and are those who purchase the virtual goods in the 

games. As we commented before, as King only survives from the revenues from virtual 

goods, they represent the majority of the incomes. Third, the bottom of the pyramid 

represents the greatest amount of users, which play the games for free and does not pay 

for any virtual goods. In fact, more than 75% of the players have finished a game 

without purchasing anything (King Digital Entertainment PLC, 2014). Anyways, non 

paying users also provide value to the company in three ways (Seufert, 2014): in data, 

on which freemium business model depends on; in games’ viralization and to get the 

minimum number of participants before viralization gets the first results 

In sum, free-to-play is a principle where the users can play and enjoy complimentary 

games (Hartwig, 2013 ; Warneford, 2013). It is shown that users that reach the top level 

in a game are mostly users that play the complimentary games, whilst users that 

purchase for the games buys virtual goods which are related to the entertainment value 

which they supply.  

Figure3. Pyramid based on King users (own elaboration) 

 

On the other side, we have already commented that the strategy acquisition that 

King carries out is by viralization of the games on Facebook, but also through 

advertising and promotion campaigns the company performs in different media. If we 

observe the funnel, when King launches their games into Facebook and mobile, this 

enhances the games performance in terms of viralization, retention and monetization. 

King indeed puts its maximum effort on retaining the players inside the games, 

whether they purchase virtual goods or not.  As King states (2014) the key of retention 

is to maintain a balance between progress and challenge within the games. If there is no 

progress, the player will get frustrated and may abandon the game. The same with a 

lack of challenge: the player will get tired of the easiness of the game and may stop 

playing. Value of the balance takes the strategy to always reach the desired balance 

before the monetization, where the purchasing takes place. The monetization can 

enhance or detract the retention and the approach to achieve the balance could be 

putting retention always ahead from monetization. Furthermore, the retention can also 
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be easier by a pricing transparency, where the company does not force the users to 

practice excessive activity on Facebook or pay excessively for progress (Seufert, 2014).  

 

 

 

 

 

 

 

 

 

 

 

Figure4. Funnel based on King strategy (own elaboration) 

 

Therefore, the innovation King has in its business model is based on the knowledge 

about how to keep users playing their games for free or with the purchase of virtual 

goods without having any advertising space to sell to third companies in their games. 

Anyway, this is a huge risk and challenge that King is not afraid to face, as the numbers 

of gross bookings, Daily Active Users and Monthly Unique are maintaining or growing 

over time (King.com).  

6. Conclusion  

When searching for data and gather information about the fields and King we found 

that with a business model as freemium model included the funnel- and pyramid model 

combined with incremental innovation, a company can manage to organize the 

innovation work in successful casual games within social networks and mobile gaming 

industry. Creating attractive games that are easy to learn and which users’ can play over 

time, it assists to keep and gather more users.  

This study shows how important it is to choose a business model that is suited for 

the goal of a company, and how important the strategies are and what they contributes 

to the company while being in an industry that is still quite new on the market. How 

King became successful with Candy Crush Saga is in the business model where one of 

the strategies is to gather users through Facebook when users publish score results and 

send invitations/requests to their friends on Facebook. However, there are several of 

fields that need to be considered when answering the question of King’s success, for 

example New Product Development is an interesting and important aspect that needs 

to be included within the background of a business in an industry as this.  

By incremental innovation such as the games and cross platforms, it becomes easier 

for King to reach as many users’ as possible where the users’ can play these games in 

both Royalgames.com, Facebook, iOS and Android, and some of the games in 
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King.com, which also is a strategy to keep the users’ when they can play the games 

anytime and anywhere.   

6.1 Further research  

This study contributes to companies in the game industry where they have to consider 

which business model and what strategies that is useful and helpful to be able to 

succeed and reach the goal. When the mobile market is a new market with only a few 

years in the industry there is a lack of knowledge and data in the field.  

For further research, there is a limitation in this thesis regarding the development of 

the games in the company, which is also an important and interesting aspect in the 

success of the company, combined with strategies and business model that can be 

studied further. Also, for further research it would be useful to continue this study 

included the users’ perspective and point of view, where there could be surveys about 

their use etc. which will make the research take another turn where development and 

the attractiveness of the games would be in focus. 
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4.3 Candy Crush Saga findings 
 

 

 

 

 

 

Figure1. Special candy combinations               Figure2. Candy Crush Saga Episode (Snapshot) 

 

 

 

 

 

 

 

 

Figure3. Candy Crush Saga level 65 (Snapshot)           Figure4. Candies desapearing (Snapshot) 

 

4.3 King’s business model: monetization 
 

 

Figures 5&6. Examples of monetization through virtual goods in Candy Crush Saga game and 

tournaments inside Royalgames.com (own elaboration).  
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4.3.1 Games’ implementation  
 

 

 

Figure7. Implementation of games in King company (own elaboration).  

 

5.1. Games’ design discussion 

  

 

 

 

 

 

Figure8. Incremental innovation in match 3 games (own elaboration) 

 

5.2 Cross platform and viralization strategy  
 

 

Figure9. How games viralization works on Facebook (own elaboration) 
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Figure10: Candy Crush viralization by invitations and sharings 
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Following this page, it is possible to find King’s game portfolio table.  

 

 

 

 

 

 

 

 

 

 

 



 

 Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames.
com 

Type Theme Players Year 

1. Candy  
Crush Saga X 

100M users 
66M likes 

Twitter 
Instagram X X X X X X 

Puzzle Candy 
world 

Single 
player 2012 

(2011) 
2. Farm 
Heroes 

Saga 

X 
50M users 
18M likes 

Twitter 
Instagram X X  X X  Puzzle Fruits 

world 
Single 
player 

2013 

3. Pet 
Rescue 

Saga 

X 
10M users 
23M likes 

Twitter 
Instagram X X   X X Puzzle Pets 

/ 
animals 

Single 
player 

2012 

4. Bubble 
Witch Saga 
*available a 2nd 

version in FB 

X 
10M users 
10M likes 

Twitter 
Instagram X X X  X X Puzzle Magic 

/ 
Bubbles 

Single 
player 

2012 
(2011) 

 
5. Papa 

Pear Saga 

X 
10M users 
3M likes 

Twitter 
Instagram X X  X X X Action Fruits 

world 
Single 
player 

2013 

 
6. Pepper 

Panic Saga 

X 
10M users 
1’9M likes 

Twitter 
Instagram     X X Puzzle Vegetables 

(fruits) 
Single 
player 

2013 

7.Diamond 
Digger 

Saga 

X 
1M users 

240.000 likes 

    X  X Puzzle Diamonds Single 
player 

2014 
(2012) 



 

 

 

 

 Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Type Theme Players Year 

8. Pyramid 
Solitaire 

Saga 

X 
1M users 
3’6M likes 

Twitter 
Instagram 

 

     X Cards Ancient 
Egypt 

Single 
player 2012 

 
9.Keyword 

VS 

- 
50.000 users 

 

 X X  -  X Cards Words Single 
player 

2013 

 
10. Bubble 

Saga 

- 
100.000 users 
1’6M likes 

      X Action Magic 
/ 

Bubbles 

Single 
player 

2011 

 
11. Miner 

Speed 

- 
10.000 users 
480.000 likes 

 - -    X Puzzle Diamonds Single 
player 

2011 

 
12. Hoop 
de Loop 

Saga 

- 
- users 

2’8M likes 

      X Action Jewels 
/ 

Animals 

Single 
player 

2012 



PUZZLE 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

13.Chamello 
Jello 

       X Candy world 1 player 
2014 

14. Monster 
fever 

       X Monsters,  
Animals 

1 player 2013 

15. Choo choo 
circus 

       X Animals 1 player 2013 

16. Twist me 
silly 

       X Food,Fruits, 
Forest 

1 player 2014 

17. I love 
treasure 

       X Animals, Sea, 
Pirates 

1 player 2013 

18. Farm King        X Animals, 
Vegetables 

1 player 2010 

19. Croco loco        X Animals, 
Bubbles 

1 player 2013 

20. Puzzle 
mana 

       X Animals, 
Insects 

1 player 2011 

21. Brick 
busterz 

       X Monsters, 
Animals, 
Blocks 

1 player 2013 

22. Flash 
diamond 

       X Diamonds 1 player 2010 

23. I scream  
ice cream 

       X Food 1 player 2012 

24. African 
rainmaker 

       X Jungle, 
Weather 

1 player 2010 



PUZZLE 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

25. Amazon 
survival 

       X Jungle, 
Bubbles 

1 player 
2010 

26. Jungle 
bubble  

       X Animals, 
Jungle, 

Bubbles  

1 player 2008 

27. Amazon 
speed 

*faster version of 
Amazon survival 

       X Jungle, 
Bubbles 

1 player 2010 

28. Bomp 
Bomp  

       X Music 1 player 2008 

29. Jungle 
speed 

*Faster version of Jungle 
bubbles 

       X Animals, 
Jungle, 

Bubbles 

1 player 2010 

30. Klicker 
fusion 

       X Cubes, 
Nuclear 

1 player 2010 

31. Rainbow 
rescue 

       X Colours, 
Bubbles 

1 player 2008 

32. Seashell 
squeeze 

       X Animals, Sea 1 player 2009 

33. Block party        X Music, Blocks  1 player 2007 

34. Bomp 
Bomp party 

*2nd version of Bomp 
Bomp 

       X Music 1 player 2008 



PUZZLE 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

35. Circus 
Surprise 

       X Animals, 
Balloons, 

Childhood 

1 player 
2011 

36. Four season        X Nature, 
Childhood 

1 player 2008 

37. Jelly swelly        X Animals, Sea 1 player 2009 

38. Jungle 
bubble:  

Monkey Quest 

       X Animals, 
Bubbles 

1 player 2009 

39. Orchido         X Flowers, 
Nature 

1 player 2009 

40. Seashell 
speed 

*faster version of 
Seashell squeeze 

       X Animals, Sea 1 player 2010 

41. Klick, klack, 
roll  

*version of Klicker 
fusion 

       X Cubes, 
Nuclear 

1 player 2008 

42. Silver 
screen  

       X Blocks, 
Colours 

1 player 2008 

43. Jungle 
rumble  

       X Animals, 
Jungle, 

Bubbles 

2-5 
players 

2007 



 

 

 

 

 

 

 

 

PUZZLE 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

44. Match 
blocks 

speedtrap 

       X Tetris 1 player 
DELUXE 2010 

45. Midas 
miner  

       X Diamonds  1 player 2010 

46. Bacteria 
hysteria 

       X Bacterias 1 player 
DELUXE 

2008 

47. Katana 
kaunto   

       X Japanese, 
Numbers, 

Coins 

1 player 2009 

48. Chain 
reaction 

       X Nuclear, 
Colours 

1 player 2009 



 

 

 

 

 

 

 

 

 

 

SPORTS 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames.
com 

Theme Players Year 

49. 8 Ball Pool        X Pool Multiplayer 2007 

50. 9 Ball Pool         X Pool  Multiplayer 2008 

51. King pin 
bowling 

       X Bowling  1 player 2007 

52. Dart duel         X Darts Multiplayer 2010 

53. Pool king        X Pool  1 player 2008 



 

WORD 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

54. Alphabetty         X Fruits, Letters 1 player 
2014 

55. Keywords         X Words, 
Nature  

1 player 2006 

56. Word link 
 

       X Nature, 
Jungle, Fruits, 

Words 

1 player 2012 

57. Letter swap         X Colours 1 player 2010 

58. Letter star 
 

       X Celebrities, 
Names 

1 player 2011 

59. Quiz king        X Trivia 1 player 2011 

60. Word Battle        X Words 2-5 
players 

2010 

61. Quiz queen        X Trivia 2-5 
players 

2009 

62. Word 
seance  

       X Languages  1 player 2008 



ACTION 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

63. Kalorie 
king  -       X Food 1 player 

2008 

64. Luxor          X Ancient 
world, Balls  

1 player 2008 

65. Hungry 
animals 

 

       X Animals, Food 1 player 2011 

66. Magic 
spinball   

       X Space, Blocks  1 player 2009 

67. Pop painter  
 

       X Paint,Bubbles, 
Animals  

1 player 2011 

68. Yo-Yo 
jackpot  

       X Balls, Colours 1 player 2012 

69. Carnival 
shootout 

       X Hunting 1 player 2008 

70. Goldfish 
bowl  

       X Fishing 1 player 2006 

71. Daisy 
defender  

       X Nature, 
Shooting  

1 player 2008 

72. Itsy bitsy 
spider 

       X Animals, 
Nature 

1 player 2006 

73. BB Bathtub 
*sequel of goldfish bowl 

       X Fishing 1 player 2006 

74. Polar bear 
bounce 

       X Animals 1 player 2008 



CARDS 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

75.  Gogo 21        X Black jack 1 player 
2009 

76. Ace 
solitaire   

       X Animals 
(cats), Aces  

1 player 2011 

77. Midas 
solitaire 

 

       X Klondike 1 player 2009 

78. Gin rummy          X Based on old 
card game  

1 player 2012 

79. Golf 
solitaire 

 

       X Golf   1 player 2011 

80. King of 
hearts  

       X Heart-Cards 1 player 2012 

81. King of 
spades 

       X Spades-Cards 1 player 2013 

82. Fairy 
solitairy   

       X Magic (fairy) 1 player 2011 

83. Scopa king          X Farm  1 player 2011 

84. Briscola 
king 

       X Classic Italian 
card game 

1 player 2009 

85. Pyramid 
speed 

*faster version of 
Pyramid solitaire 

       X Fishing 1 player 2012 



CARD 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

86.  Ali Baba        X Tales 1 player 
2009 

87. Spider king 
*Based on Spider 

solitaire   

       X Animals 1 player 2008 

88. Freecell  
 

       X Based on 
Farecell 
solitaire 

1 player 2011 

89. Pyramid 
quest   

       X Trivia, 
Ancient world 

DELUXE  

1 player 2008 

90. Top ace        X Tenis  1 player 2010 

91. Hearts         X Classic hearts 
game 

1 player 2011 

92. Honey 
combo 

       X Animals 
(bees), Black 

Jack  

1 player 2008 

93. 5 Card 
solitaire  

       X Poker 
solitaire 

1 player 2009 

94. Solitaire 
swing  

       X Golf 1 player 2009 

95. Royale 55        X Magic (fairy), 
solitaire 

1 player 2009 



STRATEGY 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

96. Gospo’s 
adventure        X Sky, Stars, 

Animals 
1 player 

2013 

97. Midas 
mahjong   

       X Chinese 
mahjong, 
Pyramids   

1 player 2008 

98. Hidden 
stories 

 

       X Detective, 
“seek and 

found” 

1 player 2012 

99. Cat corner          X Animals 
(cats), Music  

1 player 2008 

100. Mahjong 
masquerade 

 

       X Chinese 
mahjong, 

masquerade  

1 player 2008 

101. Princess 
peony  

       X Magic (fairy) 1 player 2012 

102. Aztec drop         X Ancient 
world, Blocks 

1 player 2010 

103. Mahjong 
golden path    

       X Chinese 
mahjong 
(ancient 

narrative) 

1 player 2009 

104. Scrapbook 
detective   

       X Detective, 
“seek and 

found” 

1 player 2011 



STRATEGY 
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

105.  Brain 
game        X Animals, 

Objects, 
Ability 

1 player 
2011 

106. Bric-a-
brac   

       X Animals, 
Mahjong   

1 player 2009 

107. Cookie 
Rookie 

       X Food, 
Numbers 

1 player 2008 

108. Hens 
defence    

       X Farm  1 player 2010 

109. Mahjong 
wonderwall   

 

       X 3D Chinese 
mahjong 

1 player 2012 

110. 
Abracadabra  

       X Magic 1 player 2009 

111. Animal 
parade  

       X Animals 1 player 2010 

112. Big bang         X Universe 1 player 2007 

113. Dice king         X Scandinavian 
dice game  

2-4 
players 

2009 

114. Ludo         X Magic, Nature 2-4 
players 

2009 

115. 
Masquerade 

maze 

       X Masquerade 
mahjong 

1 player 
DELUXE 

2010 



 

 

 

 

 

 

STRATEGY
GAMES 

Social Networks Applications       

Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Theme Players Year 

116. Model 
studio        X Beauty 1 player 

2008 

117. Boneyard 
bonanza   

       X Mexican 
culture 

1 player 2008 

118. Hex 
combo 

       X Magic, 
Number 

1 player 
DELUXE 

2008 

119.  Mahjong 
treasure   

       X Mahjong, 
Pirates, 

Treasure  

1 player 2006 

120. 
Backgammon 

 

       X Classic 
backgammon 

2-4 
players 

2009 

121. Sudoku 
sweep   

       X Sudoku based 
game 

1 player 2008 



DELETED 
GAMES 

Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Type Theme Players Year 

122. 
Puzzle 

Saga 

- 
460.000 likes 

      - 
Puzzle Magic, 

Witches 
Single 
player 

2011  
-  

2013 
123. Bingo 
Adventure - 

16.000 likes 

      - Sports Animals, 
Travel 

Single 
player 

2011  
- 

 2013 
124. 

Mahjong 
Saga  

- 
633.000 likes 

      - Strategy Animals, 
Travel 

Single 
player 

2011 
 - 

2012 
 

125. 
Attaqua 

 

       - Action  Animals, 
Sea, 

Bubbles 

Single 
player 

2008 
- 

2013 
126. 

Bunny bon 
bon 

       - Action Animals, 
Candy 

Single 
player 

2008 
- 

2013 
127. 

Domino 
lineup  

       - Sports Domino Single 
player 

2010 
- 

2013 
128. Duck 
pond dash 

       - Action Animals 
(insects) 

Single 
player 

2006 
- 

2013 
129. 

Crescendo 
catcher 

       - Puzzle Music, 
random 
objects 

Single 
player 

2008 
- 

2013 



DELETED 
GAMES 

Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Type Theme Players Year 

130. 
Crescendo 

tempo 
*version of 
Crescendo 

catcher 

       - 
Puzzle Music, 

random 
objects 

Single 
player 

2010  
-  

2013 

131. 
Graceful 

Jewels 

       - Action Jewels, 
diamonds 

Single 
player 

2008 
- 

 2013 
132. 

Fashion 
factory 
firefly  

       - Puzzle Beauty, 
Fashion 

Single 
player 

2010 
 - 

2013 
 

133. 
Firefly 

fantasies 

 

       - Puzzle  Nature, 
Animals, 
Bubbles 

Single 
player 

2009 
- 

2013 

134. Funny 
farm 

       - Puzzle Animals Single 
player 

2008 
- 

2013 
135. Funny 

safari 
       - Puzzle Animals Single 

player 
2011 

- 
2013 

136. Kitty 
boom 

       - Action Nature, 
Balls 

Single 
player 

2009 
- 

2013 



DELETED 
GAMES 

Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames
.com 

Type Theme Players Year 

137. Storm 
chaser        - 

Puzzle Weather, 
planes 

Single 
player 

2009  
-  

2013 
138. Deal 
or no deal 

       - Strategy Numbers Single 
player 

2006  
- 

 2013 
139. 

Pinball  
       - Strategy Animals, 

Travel 
Single 
player 

2010 
 - 

2013 
 

140. UNO        -  Cards Cards, 
Colours 

2-4 
players 

2010 
- 

2012 
141. 

Scrabble 
zing 

       -  Words Words Single 
player 

2009 
- 

2012 
142. Who 

wants to be 
millionaire 

       -  Strategy Trivia Single 
player 

2006 
- 

2011 
143. Yatzy         -  Strategy Dice game Single 

player 
2006 

- 
2009 

144.  90 
ball bingo 

       -  Card Numbers Single 
player 

2006 
- 

2009 



 

NEW 
GAMES 

Social Networks Applications        

 Facebook Other 
(profiles) 

Android iOS Kindle 
Amazon 

King.com Own 
site 

Royalgames.
com 

Type Theme Players Year 

145. Lucky 
lantern  - 

460.000 likes 
      X 

Puzzle Magic, 
Dragons 

Single 
player 

DELUXE 

2011  
-  

2014 
*renewed 

146. Blob’s 
diner        X Puzzle  Food Single 

player 
DELUXE 

2014 


