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Consumer Insights 

Consumers make in-app purchases:
● To gain a competitive advantage against friends and family
● When games are competitive 
● When incentives are offered for participating in challenges 

Consumers like when mobile games are brought to life, 
making them more personable



TikTok Insights 
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15%

77%

52%



Target Market & Positioning
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Target Market Profile

Interests: Gaming, Puzzle Games, Sports, Reading

Lifestyle: Social, Values Education, Fitness Enthusiast, Work 
Commuter 

Social Media Engagement: Uses TikTok the most

Buying Motivations:
● Functional: Source of entertainment & mental 

stimulation for long commutes to work 
● Psychological: Loves challenges and competition 

with friends. Nick is influenced by co-workers, friends, 
and public figures online. As an avid gamer, he loves 
playing games during his free time. 

Buying Concerns: Price-sensitivity, Product Fit

Meet Nick! 
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Age: 22
Lives In: California; Urban 
Gender: Male 
Education Level: New Post-Grad, 
Bachelor’s Degree
Income Level: Middle-Class 
Relationship Status: Single 



Candy Crush is the only game that blends the sweet 
satisfaction of crushing candies with friendly competition, 
featuring a revamped UI where you can challenge your 

friends and family to exciting head-to-head matches. 

Dive into the addictive world of Candy Crush where 
crushing candies is not just about conquering levels, but 

also about unwinding after crushing your day.
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Candy Crush’s Positioning 



Campaign Objectives
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Objectives

Increase awareness of Candy Crush and drive app downloads by 
30% in 6 months.
Increase purchase consideration by 10% in 6 months.

Remind consumers of satisfaction from playing Candy Crush as a 
game that helps you unwind and relax. 
Create desire by introducing new revamped UI challenge features. 

Marketing 

Communication 

Media 

Refresh Candy Crush Brand with new UI challenge features to increase 
in-app purchases by 20% in 6 months.



Creative Concepts & 
Storyboards
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Creative 
Concept #1
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Creative 
Concept #2
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Creative 
Concept #3



Final Campaign Idea
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Revamped UI

● New player vs. player challenges 
against friends and family

○ Adds competitive aspect to 
game

● Friends and Family Leaderboard

● Addition to Candy Crush Shop
○ Receive gold for using 

#CrushingIt on TikTok 



18

#CrushingIt TikTok Challenge Campaign

Encourages in-app purchases by providing in-game incentives 
and increasing awareness of new revamped UI

Final Campaign

Inclusive campaign that encourages people to show how they 
“crushed” their day 

 01

 02

 03

Reshapes consumers’ views on Candy Crush as a game to relax 
and unwind after a busy day 
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Final Campaign
Storyboard



Promotional Tactics
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Video Ad Series Storyboard
Advertiser: King Digital Entertainment 
Agency: Lemonade 
Product: Candy Crush 

Title: #CrushingIt: Unwind with Candy Crush 
Format: Video Ad Series 
Length: 30 seconds 
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Video Ad Series Storyboard
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Video Ad Series Storyboard



Players can click-through to the challenge from the 

in-app store and use the hashtag to receive gold  

TikTok challenge aimed at gaining virality as an 

inclusive campaign that can be used in many 

different contexts 

Goal is to make Candy Crush engaging, relevant, 

and cool towards target audience  
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#CrushingIt TikTok Challenge 
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#CrushingIt TikTok Challenge Examples 

★ Use Candy Crush game music as sound for TikTok challenge

https://docs.google.com/file/d/1-pY3FCZhZC8Gc27lWihM4G3lN97tfCKs/preview
https://docs.google.com/file/d/12WUR8bjhO6WUJPDQMRBXynYTfAxLHw3y/preview


TikTok Creator Lead Ad 

01
Spin on “A Day in My Life” where 
creators show how they crushed their 
day  

02

03

Creators end their day by playing Candy 
Crush’s new revamped UI friends and 
family challenges

Creators invite followers to unwind with 
Candy Crush 
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★ How do you unwind after crushing your day? 



TikTok Creator Lead Ad: #CrushingIt 
Day in My Life Concept: Caleb Williams



TikTok Creator Lead Ad: #CrushingIt 
Day in My Life Concept: Caleb Williams



Day in My Life Concept: Caleb Williams
TikTok Creator Lead Ad: #CrushingIt 
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WOW Tactic 



Media Mix & Campaign 
Calendar 
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Media Mix & Rationale
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#CrushingIt campaign places focus on shared and 
earned media, accounting for 65% of the media mix 

● Creators are becoming a valuable channel in 
the full-funnel process for any product 

● Campaign is focused on generating 
awareness through Candy Crush’s main 
social platforms: TikTok, Youtube, Instagram 

● User-generated content at the centerpiece of 
the campaign 



Campaign Calendar



Pre & Post Survey Results
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78% of people surveyed claim the #CrushingIt campaign makes Candy Crush cool 

Pre & Post Survey Results

Perception of Candy Crush
 

● 52% decrease as outdated 

● 80% perceive the game as 
engaging 

● 56% perceive the game as 
innovative 

● 80% perceive the game as fun 
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Pre & Post Survey Results

● 56% of people are likely to make 
in-app purchases

○ 32% increase 

● 24% decrease in “unlikely” to make 
in-app purchases 



Why Sweet Escape Agency? 

Join us on our Sweet Escape!

Gen Z - deep understanding of Gen Z’s consumer behaviors, trends, 
and preferences 

#CrushingIt brings Candy Crush to real life by relating to Gen Z’s fast-paced 
lifestyles and busy days

Innovation - unique conceptualizations stand out in the competitive 
landscape of mobile games 

Leveraging TikTok to create a fresh and innovative campaign and reintroducing 
Candy Crush into Gen Z’s life

Inclusion - Anyone can participate in this challenge, promoting 
accessibility, inclusivity, and virality

82% of survey respondents said campaign is extremely likely to go viral


