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The backstory
Candy Crush Saga, a simple ‘match 3’ game, 
was launched in 2012 by entertainment 
company King and became a worldwide hit. 
It became so ubiquitous that politicians were 
papped playing it, the Simpsons featured a skit 
on it, and it even had its own TV show. 

Candy Crush Saga now has hundreds of millions 
of players worldwide. However, despite its 
popularity, Candy Crush Saga is nearly invisible 
to non-players.

What’s the challenge?
Get the next generation talking and grab their 
attention with a brand new campaign. To be 
successful, you not only need to make the 
audience aware of Candy Crush Saga, but also 
get people talking about it.

How can you help Candy Crush Saga transform 
from a ‘game for mums’ to something current 
– a game that the next generation see as cool? 
Think about how the image of chess was turned 
around thanks to The Queen’s Gambit… How 
could you do the same for Candy Crush Saga?

Who are we talking to?
Young people aged 18 to 30 in the UK and 
USA. This is a hugely diverse group and your 
job is to unify them through your chosen idea. 
The core elements that unite them are a 
modern smartphone and engagement with (and 
sometimes content creation for) social media.

You could seek to target a more specific group 
within this audience, but if so you should 
explore how your idea could create a halo effect 
for wider audiences and have scalability.

Things to think about

Shared experiences 
Candy Crush Saga is a solo game. The only 
current shared experience is comparing your 
levels with friends and family, and that rarely 
happens unprompted. Without changing 
the game itself, can you think of any 
opportunities to either enhance this moment 
of shared engagement or develop something 
new entirely that helps the audience feel part 
of a wider network? 

Make it big 
In a world of seemingly never-ending screen 
time, it might be difficult to imagine where 
Candy Crush Saga could infiltrate people’s 
days. But Candy Crush Saga already does. 
The problem is, even though millions of 
people play Candy Crush Saga, the brand 
currently doesn’t live outside of that 
experience. Just like TikTok, meditation 
apps, Instagram and more, it has its own 
unique reasons to get you engaged. It offers 
a moment of easy fun with low commitment, 
plus a reward (pass a level and there will be 

fireworks). It offers the opportunity to get in 
the zone and focus rather than  
mindlessly scroll.

Because of the singular playing experience, 
even Candy Crush Saga’ current players think 
they are the only ones playing the game. How 
can you create a community feel for Candy 
Crush Saga that removes the ‘guilty pleasure’ 
stigma and encourages the next generation 
to connect in playing?

Celebrate, don’t alienate 
While your task is to engage the younger 
generation, you shouldn’t alienate Candy 
Crush Saga’ core, existing players. Its current 
audience is made up of a huge range of 
people, beyond what you might expect. A 
third of Call of Duty players also enjoy Candy 
Crush Saga. But a big portion are over 
35. How can you create something that is 
uniquely identifiable to the next generation 
whilst still keeping current users involved?

So to stay inclusive, make sure you also play 
to the reasons current players flock to Candy 
Crush Saga:

• To relax and unwind.

• To escape from everyday life.

• To keep their mind sharp.

• For a sense of achievement/progress.

• To feel strategic, creative, excited, 
powerful.

• To feel part of a team.

• To explore something new.

Get personal 
When aiming for mass market appeal, it 
can be easy to become generic. But the 
best campaigns help individuals feel part of 
something bigger. How can your response 
bring a touch of the personalised to a  
large audience?

Think social 
Social media is incredibly important to this 
generation, so embedding it in some way 
into your idea, whether that’s encouraging 
people to share or using it directly, should be 
part of your thinking. Think about what the 
best place might be for Candy Crush Saga 
to make the most impact. This could be an 
existing channel or something new entirely. 
Candy Crush Saga have recently launched on 
TikTok and are looking for growth, but they 
also have millions of followers on Instagram. 
Think about different platforms and their 
unique strengths, for example Twitter for 
starting conversations and dialogue with 
consumers and influencers, Instagram or 
TikTok for visual impact. What would it take 
to get new outlets to shout about the idea?”
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Equally, the gaming space is dominating 
social feeds. How can your idea help Candy 
Crush Saga stand out above the noise?

Things to avoid 
This isn’t about changing the game itself. The 
candies can’t be altered (colour or shape), 
the words that pop up in-game always have 
an exclamation mark after them, your copy 
can’t use ‘crush’ as a verb (try to only use it 
as part of the brand name), and you don’t 
need to use Candy Crush Saga characters. 
Equally, remember Candy Crush Saga is a 
game, not a confectionery store. Stick to 
ideas that feel right for this space. Whatever 
it is, it needs to relate back to the game – be 
a moment of fun, a break from the world, a 
dynamic, immersive, colourful experience. 

The important stuff
Create a campaign that reaches 18 to 30 year 
olds. You should use multiple touchpoints (for 
example collaborations and traditional media) 
to bring the idea to life, but it should also be an 
idea that would create some buzz on social.

Present:

Your solution. Clearly explain your idea and 
how it would work, and bring the idea to life. 
Show how you’ll win over new audiences across 
different touchpoints.

Your creative process. Share how you arrived 
at your solution and key insights from your 
research. It’s not just about that great idea. It’s 
just as important to show how you used your 
research in making decisions, and why and how 
your idea will create impact with the audience.

What and how to submit

Read Preparing your entries before you get 
started for full format guidelines.

Main (essential): 
Either a presentation video (max. 2 min) OR 
JPEG slides (max. 8), showing your solution.

Optional (judges may view this if they wish): 
Interactive work (websites, apps, etc); if your 
main piece is JPEGs, you can also submit video 
(max. 1 min total); if your main piece is video, 
you can also submit JPEGs (max. 4).

Further information

Some background on the brand...

RTBs (reasons to believe) 
Low commitment, high reward: Just challenging 
enough to keep you in your flow state and make 
progress fun.

Play anytime/anywhere: Easy to dip in and out of 
the game on your terms.

Playful design: Characters and world hark back to 
simpler times.

Delightfully satisfying: Exuberant gameplay that 
stimulates the senses.

Personality 
Inviting: It offers a universal kind of fun that 
everyone can be a part of.

A smart wink: Its sense of humour is neither 
earnest nor cutting. It’s self-aware and self-
effacing. 

Unapologetic: It’s a little irreverent, and proud of it.

Bold: It aims to spark conversations rather than 
jump on bandwagons.

Colourful, maximalist and exuberant: Candy Crush 
Saga are always fully saturated; it can’t help it.

Uplifting: It radiates warmth and exudes 
positivity. Candy Crush Saga celebrates all of your 
successes, even the tiny ones.
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