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Abstract 

The research question is formulated as “what are the key success factors making a 

mobile game become a big success in China? ” to view the key success factors behind 

new launched mobile games and how company’s business model and marketing 

strategy that bring them into and help them succeed in the China market. 

 

A qualitative method with the deductive approach has been using in this paper to be 

able to answer and interpret the studied questions. Four in-depth interviews were 

conducted to collect the primary data, which have been following as the purpose is to 

do a cross-case analysis to identify the similarities and difference of each company 

behave their business model and marketing strategy, to contribute game success in 

China market.  

 

The main factors contributing to the success of mobile game in China market 

including internally strategic factors and externally tactic factors. Technical skill and 

resource, R&D ability and market knowledge and experience as the internal key 

success factors behind mobile game success in China. The mobile game companies 

use localization, wide distribution channel collaboration and social integration to suit 

the market needs and requirements.  

 

From the results of the study have been identified to as to how is the business model 

for the China mobile game market. Through collaborating with abroad local 

distribution channel can increase their knowledge capacity of the local market to 

create a better value proposition. In China mobile game market, social integration and 

cross promotion can be seen as very important and through collaborating firms can 

work around these factors and create, capture and deliver better value to the 

customers. 
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Chapter 1. Introduction 

 
To begin with it will provide a brief background and relevant empirical 

knowledge discussion on the studied topic. And presents a research question was 

generated from theoretical gap and existing phenomenon.  
 

1. The research background  

 

Mobile game is a major illustration of successful mobile application and 

demonstrates the increasing range of platforms for the media and entertainment 

industries (Feijo ́o, C, et al., 2012). It has been considered as integrated one part of 

social lives and casual activities (Griffiths & Hunt, 1995) and expected to attain 

highly popular and profitable in the future days ((Paavilainen, 2002; Paavilainen, 

2004; Kleijnen, de Ruyter, & Wetzels, 2003). As the name defines, mobile game is 

a video game that users could play in the mobile devices and tablets (Bai, et al., 

2012). The mobile games are likely to be a very global form of entertainment, 

which are recognized as offering unique benefits in relation to other mainstream 

entertainment such as TV and movies (Nielsen Research, 2008). In a similar like 

movies and music, the names, the brands and the images of the most successful 

mobile games, which are gradually perceived by the players and consumers all 

around world.   

The widespread adoption of mobile devices intensely provides a great 

marketing opportunity for expanding businesses and generating financial growth in 

the mobile device market (Grant & O’Donohoe, 2007; Roach, 2009; Barutc, 2007). 

Likewise, application of mobile devices has displayed an experienced dynamism in 

the communication industry (Feijo ́o, C, et al., 2012). Nowadays, there are more 

than 850,000 and 700.000 apps on Apple App Store1 and Google Play store2, 

respectively. With the rapid development of mobile technology, mobile apps are 

enormous and growing quickly, it has grown from 0 to a US$2 billion market 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1. Information is available at: http://www.apple.com/br/pr/library/2013/05/16Apples- 
App-Store-Marks-Historic-50-Billionsth-Download.html [Accessed: July 12, 2013].  
2. Information is available at:: http://www.businessweek.com/news/2012-10-29/google-says-700- 
000-applications-available-for-android-devices [Accessed: July 12, 2013].  
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during the past few years (Taylor et al., 2011). Thanks to the growing popularity of 

mobile devices and 3G launch, mobile game market is thereby experiencing high 

growth rates each year and mobile games have become one of the most popular 

entertainment media (Bose & Yang, 2011). For marketers, the mobile game holds a 

number of exciting possibilities for new business models and growth strategies 

(Sharp & Rowe, 2006). A good example is that the mobile phone game with 

three-fold sale has increased from $3 billion in 2006 to $10.5 billion in 2009 

(Juniper research, 2006). Strategy Analytics (2010)3 further predicts that mobile 

gamers will increase by 57% within a six-year span, from 532.1 million users in 

2010 to 835.7 million at year 2015. For consumers, Nielsen (2011)4 reports that 

mobile games are signified among the top download category of apps, followed by 

weather, navigation, and social networking. During the past a few years, mobile 

games have become an integral part of our daily activities. The mobile games are 

increasingly consumed “on the go” as similar as commercial products, people can 

use their mobile phones and tables to play games at any time, in any location. 

Unquestionably, mobile gaming is playing an increasingly important role in the 

entertainment industry and the best mobile games are constantly making hundreds 

of millions of dollars in revenue every year.  

1.1 Mobile gaming – A very complex, fast-growing industry 

 

The mobile game has been newly recognized as a fast-growing industry due 

to its essence of mobility and portability (Armitt，2000; Fitchard, 2006). The mobile 

game industry is full of opportunity and still in the early stage (Karjaluoto et al., 

2008). The mobile games have been available for players since 1997 when a group 

Nokia engineers realized that the phone platform is advanced enough to support 

games and the first downloadable content arrived around year 20005. In 2008 while 

the China Mobile and other telecommunications operators launched advanced 3G6 

service, the Chinese gaming industry was expected to get a big explosion from the 

3G services. Most of the gaming companies started to prepare for responding to the 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 Information are available at: www.brighthand.com/default.asp newsID1⁄416916&news1⁄4 Mobile Gaming Consoles Decline 
(accessed December 11, 2012). 
4	   Information is available at: http://cn.nielsen.com/documents/Nielsen-Social-Media-Report_FINAL_090911pdf (accessed 
February 5, 2014).	  
5 Information are available at: www.mobilegamearch.eu 
6 3G:the third-generation mobile communications 
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arrival 3G by launching mobile handset-based games (Bremner, 2006). However, 

the Chinese mobile game market truly began to take shape since the launch of 

smartphones (i.e. iPhone) and particularly with the official launch of Apple’s retail 

stores and the App Store at the end of 20107. Without a long history, the mobile 

game industry in China has already shown tremendous economic potential and has 

become the leader among all the Chinese entertainment industries. Such as 

TechNote (2014)8 reports that Chinese mobile game revenue reached RMB 27.5 

billion (around US$4.4bn) in 20149 that represented 145% growth from last one 

year. In addition, the popularity of the smart phones has strongly stimulated user 

experience of mobile games. Further, according to information received from 

CNNIC10, China have more than 500 million people who browse the Internet 

through mobile phones, which take over 80.9 percent of all netizens in China. The 

stable growth of netizens scale in China also provides an external beneficial 

environment for the development of the mobile game market. With the wireless 

network greatly improved in China, mobile game is becoming a high-growth 

business in China.  

Whereas, mobile gaming is the fastest growing segment of the entire 

Chinese games market and incredibly very complicated market place. The 

expansion of cutting-edge technologies bring more participants into the mobile 

game industry, while new technology and services requires much more cooperation 

among them than ever. Apart from game developers, the Chinese mobile market 

involves a variety of participants, such as mobile phone companies, mobile payment 

companies, operators, distributors, application stores, mobile game publishers, 

investors, companies providing game engines and other software for the developers, 

Public Relations Agency and Marketing companies, multiple software platforms 

and so on. In such an environment, every participant has to deal with complicated 

business networks that may traverse multiple industries (Kuo & Yu, 2006).  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
7 Information are available at:http://www.researchandmarkets.com/research/accf99/2011_chinese_mobil 
8 TechNode (formerly known as MOBINODE) is the leading tech blog uncovering the latest news on start-up entrepreneurs, 
investors, large companies and industry trends in China and Asia.  
9 http://technode.com/2015/02/10/chinese-mobile-games-revenue-grew-145-percent-in-2014/ 
10 China Internet Network Information Center, (CNNIC), Chinese Internet Development Statistics Report (33th) (2014).  
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Besides, a lack of Google play in Chinese Android device results in that 

there are more than hundreds app stores in China. There have been hundreds of 

thousands of applications at different application stores come along with tens of 

thousand of mobile games that been published in every upcoming year. In view of 

local legislation, there is no foreign-owned enterprise that is permitted to publish 

mobile games in China. And such social integration channels like Facebook and 

Twitter have been blocked. 

 

1.2 Problem discussion  

 

As a result of there are a multitude of different participants with a dimension 

of local market characteristics and local game consumers; hence we need to 

consider that the mobile game market is a very complex marketing place to launch 

business. There are a few successful mobile games that are truly global. Most of the 

games can be very successful in one country, whereas they might be not selling in 

other countries completely. Regardless of difference of the marketplace, mobile 

games are still increasingly “moving across the borders”; Western game company 

developed mobile games that have been published in India, China, and Indonesia… 

and at the same time Chinese game developers made mobile games, which are 

entering the overseas markets. This is the reason why there is not likely to be one 

universal formula how to succeed, which is why it is important to look at the 

success factors of the mobile games on the local dimension.  

Given that a number of different participants in the mobile game industry 

and unique market characteristics and requirements in China; there is no doubt that 

it is a mystery for game developers to make a newly launched mobile game to 

become success. In contrary to general belief, it is not fulfilling for game developers 

if only launch “a great game” in application store. In order to succeed, they need to 

be one integral part of the mobile game ecosystem, which was introduced by Feijo ́ 

o, Maghiros, Abadie, and Go ́ mez-Barroso (2009). It is highly important to pay 

attention the growing importance of ecosystems in the mobile game industry 

(Abadie, & Go ́ mez-Barroso, 2009). As tens of thousands of mobile games are 
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being published every year, accompany with the application stores where have 

hundreds of thousands of apps. There is a need to establish a suitable business 

model and combination of different marketing launch strategies for game 

developers, meanwhile they need to tackle issues that related to “discoverability” 

and compete with domestic game competitors to fulfilling Chinese local players.  

 

1.3  Research Question 

Given the complexity and popularity of the mobile game market, there is 

little research explains what the key success factors are in mobile game business 

(Hyun & Sang, 2014). In view of complexity of the mobile games industry and 

game developers need to use the business model in new and creative ways to 

generate game success, the main objective of this research is to identify the set of 

factors critical to the success of mobile game in the China market.  

The main research question is: 

“What are the key success factors making a mobile game to become a big 

success in China?” 

Subsequently the secondary targets are:   

l What is the “business model” game developers use in China?  

l What marketing strategy do game makers use to succeed in China? 

 
1.4 Delimitations 

 

With the Chinese mobile games market expected to continue its triple-digit 

growth in 2014, there have been plenty of companies are looking to bring games 

into the country. As can be seen that, Chinese mobile gaming market has been 

experiencing unprecedented growth and definitely will become one of the biggest 

and fastest growing markets in the future days. For most Chinese game consumers, 
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mobile games are considered to be the equivalent of the TV and movies, which has 

become the popular and dominant form of entertainment.  

 

For this study, the research topic will primarily focus on the field of mobile 

games in China. As mentioned in the previous context, every country is viewed as a 

unique market place where has its own distinctive market characteristics. Therefore, 

in this study there cannot be a single global formula for which applies to all of the 

countries. Because of this reality and for practical empirical research reasons, the 

market area is limited to China.  
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1.5  Layout of the thesis 

 

 
 

Figure 1: Layout of the thesis 

 
 

• This section tells what the mobile game is and how it has 
integated as one part of our social lives. As well as the 
market growth and trends of mobile game industry and its 
charactetistics. I will further discuss forcused problem and 
submit my studied questions. 

1. Introduction 

• The purpose of this chapter is to illustrate a history of mobile 
game development and a overall description of game 
development. 

2. Overview of the mobile 
game industry 

• In this section will get know the business model and 
marketing strategy in specific. Importantly, I will look at 
what are the critical success factors have impact on new 
product launch and how launch product in China.  

3. Theory 

• The method section will explain the choice of this research 
methodology and the methods that will used in this study.  4. Methodology 

• In this chapeter, the primary and secondary data will be 
presented.  5. Empirical Findings 

• The chapter 6 analyz the data from what is collected in the 
Empirical findings test aginast the theory from Chapter 3 to 
see whether the research question has been answered. And it 
will present a cross anaysis.  

6. Analysis 

• The final chapter will give a summarry of the results attaied 
through the anaylsis and conclude with recommendation for 
further research and implementation.  7. Conclusion 
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Chapter 2. Methodology 

 
The method section will explain the choice of this research methodology and 

the methods of data collection and interview that will use in this study.  

 

 
2.1. Research approach 

 

There are two research approaches to apply when conducting the business 

case study in relation to the theory and reality. Bryman and Bell (2007) submit that 

they are the induction approach and the deduction approach. On the subject of 

deductive approach, Bryman and Bell (2007) describe the process of how to 

approach the deductive theory, which after the researcher proposes a hypothesis (or 

hypotheses) from the known theory and then use it to measure the relative theory if 

the assumed issue is fulfilled or unadoptable, so the hypothesis is either confirmed 

or refused. Ghauri and Grønhaug (2002) also point out the deductive approach 

which is based on logic and going from one general theory to a more specific theory. 

Bryman and Bell (2007) defines that deductive approach is a top-down research 

method.  

The second one is inductive approach, which is based on evidence in 

according with the research creating a hypothesis and going back to test it. Namely, 

it will generate a generalized theory from a specific one as the consequence and can 

be regarded as bottom-up approach (Ghauri & Grønhaug, 2002).  
 

The main purpose of this study is to view the key success factors behind 

mobile games and how company’s business model and marketing strategy that bring 

them into and help them succeed in the China market. The current research question 

is based on the previously collected theories. The research question is raised from 

the existing empirical literatures and then will be tested with specific gathering data, 

which the author is able to see whether it can confirm or reject the findings 

(Trochim, 2006). In the previous research done in the field of critical success factors 

of new product launch, there is so rare in relation to the subjective of success factors 
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of mobile games. It is a quite brand-new and unique studied field of marketing 

business in the recent years. Also there is a lot of research about the business model 

and marketing strategy, but not in the mobile game’s literature. During the research 

process, the deductive approach has been considered as one of the most suitable for 

this study, so as to get more specific knowledge of the studied question.  

 

 

2.2. Research Method 

 

Yin (2009) recognizes two main methods to conduct research, which relate 

to quantitative and qualitative approach. According to Bryman and Bell (2011), 

both quantitative and qualitative research can be viewed as exhibiting a set of 

distinctive but contrasting preoccupations. Zikmund (2000) view qualitative method 

as a subjective in nature, by contrast, quantitative method mostly focuses on the 

quantity or extent of an outcome in numbers and provides a precise measurement 

approach, which takes much longer, requires greater clarity of goals and cannot be 

analysed by running computer programmes. Qualitative research uses a naturalistic 

approach that seeks to understand phenomena in context-specific settings, such as 

“real world setting the researcher does not attempt to manipulate the phenomenon of 

interest” (Patton, 2001, p. 39). However, qualitative method can be applied includes 

interview, observation, focus group, case study and documentation by using words 

to describe situation, individuals, or circumstances surrounding a phenomenon (Yin, 

2007).  

By using a qualitative one is the most applicable method for this paper，

because of this study is going to generate words to describe the key success factor 

behind mobile game through empirical findings collection and procedures of 

analysis, as well as to deeply gain the knowledge on how company use its business 

model and marketing strategy that bring them in the China market. The nature of the 

empirical research part should be used for qualitative methods when the intention of 

this paper is to find out a complete understanding of the theory and relevant 

research, rather than generate numerical data.   
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2.3.  The selection of companies 

 

The research study focuses on mobile game industry. At present, the nature 

of the marketing has had a tremendous change since most of marketing activities 

have been shifted to online. Mobile game is the good representative where the 

business selling, marketing and distribution is all happening online. This combined 

with the rapid development of social media during the past year that has opened 

completely new ways to use different business model and marketing strategy, thus 

we need to further organize and systemize the result behind this phenomenon.   

In order to gain a deeper perspective on how each company has adopted 

theirs business model to make efforts on game success. The selection of companies 

is concentrated on the high-class and excellent company as typical studied 

representative within the mobile game industry operating in China currently. The 

companies have been succeed in issue and respectively obtained competitiveness in 

well-known reputation, strong brand awareness and substantial economy revenue or 

great game downloads and activations in the Chinese mobile gaming market. I 

choose four Chinese mobile game companies as research objects who are Tencent 

Technology Co., Ltd, iDreamSky Technology, MyGamez Ltd and Yodo1.  

 

Tencent Technology Co., Ltd 

 

The first chosen company is Tencent Technology Co., Ltd., which was 

established in November 1998 initially provided holistic solution for Internt-basd 

instant messaging platform. Today, Tencent is leading Internet platform in China 

and have brought together China’s largest Internet community, to meet the various 

needs of Internet users in the areas of communication, information, entertainment, 

e-commerce, as well as various other industries. The reason why I choose this 

company mainly cause it is a well-established company with good reputation. 

TheriInternet service portal have maintained steady growth under its strong 

capabilities of development and innovation. Secondly, this institute highlight its 

self-development of core Internet technologies in various areas and meantime the 
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company is succeed in integrating mobile games into its social gaming platform by 

opening chatting platform. 

 

iDreamSky Technology 

 

The second selection is that iDreamSky Technology is one of the largest 

independent mobile game publishing platforms in China. iDreamSky has built 

strong business relationships with many of the top game developers in the world 

such as Halfbrick, Imangi, Devsister, Miniclip, Nameco Bandai, UBI soft, Kikoo, 

Smilegatem. iDreamSky specializes in taking Western games and publishing them 

for the Chinese market. As one of the most representative mobile game publisher in 

China, iDreamSky has distribute worldwide blockbuster hits such as Temple Run 2: 

Chinese edition, Subway Surfers, Fruit Ninja, etc. 

iDreamSky’s marketing and promotion is imitated by many local game 

publishers and competitors. It also established an extensive third-party distribution 

and payment network for its mobile games. Many famous international mobile 

game developers would like to choose cooperate with iDreamSky caused theirs 

sophisticated game publishing operation capabilities, successful track record and 

market reputation. So it could be very interesting to explore the reasons behind that 

make them enable publish mobile games in success. 

MyGamez Ltd 

The choice of MyGamez Ltd was the fact that I had already cooperated with 

this company in my previous work and I knew this company quite well. Secondly, it 

is one of the fastest growing game companies in China, which was found by one 

Finnish guy and a Chinese guy. The company distributed theirs games in Chinese 

market and obtain over 15 million downloads and good rankings in the local 

Android stores since it launched in July 2014. When we look at the category of top 

games in application store, two third of games are mostly from Finland, it probably 

could be very interesting to explore how this start-up game company distribute 

games into a very big country China. MyGamez is full of creative and vigorous 

motivation on the mobile game development in China.  
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Yodo1 

Yodo1 is an example of some relatively new Chinese publishers that have 

sprouted up in the last few years. Take Yodo1 for a good example, which acts as a 

market entry specialist to bring overseas games into China. They are good at make 

deep culturalization for the games, including modify the graphics, virtual goods and 

music for local Chinese tastes. With hundreds of experienced engineers, creative 

artists, game designers, and global market experts, to combines this industry 

background with its deep experience to helping and optimizing the game for 

free-to-play and to designing the virtual mechanics to increase discovery. Yodo1 

has co-developed dozens of hit games with top partners including ZeptoLab (Cut 

the Rope 2), Defiant Development (Ski Safari), and Hipster Whale (current 

chart-topper Crossy Road). 

 

2.4. Data collection 

2.4.1. Primary data 

 

For this paper, a semi-structured interview approach was conducted as the 

primary method of data collection, which used an interview guide with the list of 

questions to get a better understating of the subject and be more specific (Bryman 

&Bell, 2011). The author has used semi-structured interviews with four employees 

that come from Tencent Technology Co., Ltd, iDreamSky Technology, MyGamez 

Ltd and Yodo1 severally. The reason why I chose them cause of theirs working 

experience and leading position enable them answer the questions and all of them 

have been working in the company for a several years. Considering the fact that all 

of the companies are located in different provinces in China, and I do not have 

sufficient opportunity and time to have face-to-face interviews with them, therefore 

I determined to conduct in-depth Skype interview with four candidates, as well as I 

have got permission from my supervisor for doing Skype interview. Moreover, to 

improve the ability of conducting the Skype interviews I respectively send them 

interview guide (see in Appendix), so interviewees would be familiar with the 

questions beforehand. In addition, I gathered many relevant researches about mobile 

game and read the newest game report on different game review sites between 
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February and May 2015. Due to the current study topic is about mobile games, as 

far as concerned, the best thing that I could do is that play a few popular games and 

get more compelling understanding of relevant research perspective. I also got some 

suggestions and interview support from my previous line manger Martti Mustila, 

who undertook development relation director for Nokia Company around 15 years 

in both USA and China, now he is working for a mobile game publisher in 

Shanghai. He has recommended a few companies for me to contact and offered me 

contact information of the interviewees.  

Before the interview was getting started, I consolidated interview guide with 

a list of questions on the basis of business model and marketing strategy literatures 

in the context of mobile game industry. Afterwards, I sent questionnaires to my 

supervisor questionnaires and did a little content adjustment through Skype meeting, 

which could help me to obtain accurate findings by gathering primary data. During 

the Skype interview, I will submit all the questions based on the semi-structured 

interview guide and take down notes of all the answers. It is important to take into 

consideration that due to the fact both interviewees from iDreamSky, Tencent, and 

Yodo1 are from China, so it will be even better if the interview language is 

conducted with Mandarin Chinese, even if they are fluent in English speaking. Each 

interview was approximately one hour.  

 

Name Position  Company Interview 
process 

Interview 
Date 

Nicolas Gong 
Product 
launch 
manager 

Technology 
Co., Ltd 

Skype 
Interview 2015-5-12 

Jeff Lyndon 
Co-founder, 
Vice 
president 

iDreamSky Skype 
Interview 2015-4-30 

Mikael 
Leinonen 

Co-founder, 
CEO 

MyGamez 
Ltd 

Telephone 
Interview 2015-4-27 

Henry Fong Co-founder Yodo1 Skype 
Interview 2015-5-10 

 

Table 1: List of interviewees 
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2.4.2.Secondary data 

Secondary data is the source, which has not being collected by the 

researchers themselves (Greener, 2008). In general, the secondary data is available 

in different publications, books or peer reviewed journal articles, or it can be reports 

that are created by scholars or researchers, as well as official news, statistical 

information, or company’s commercial annual report (Kothari, 2008). For the 

current thesis, the collections of secondary data mainly derive from Halmstad 

Högskolan database and four studied company official websites and company 

presentation reports, relevant information and source from game review sites, and 

newspaper etc. 

 

2.5 Reliability and validity  

Patton (2001) states that both validity and reliability are two essential criteria 

that any qualitative researcher should be concerned about while designing a study, 

analyzing results and judging the quality of the study. 

 

Reliability is a concept that testing or evaluating the quality of study with a 

purpose of explaining, which is often associated with the question of if the findings 

from the research can be repeated (Bryman & Bell, 2011). Stenbacka (2001) 

describes the issue of reliability as one of the quality concepts in qualitative 

research which “to be solved in order to claim a study as part of proper research” (p. 

551). The purpose of reliability is to minimize the errors in the study (Yin, 2003, p. 

37).  

Creswell & Miller (2000) propose that the validity is affected by the 

researcher’s perception of validity in the study. As a result, many researchers have 

developed their own concepts of validity and have often became or adopted what 

they consider to be more appropriate terms, such as, quality, rigor and 

trustworthiness (Davies & Dodd, 2002; Lincoln & Guba, 1985; Seale, 1999; 
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Stenbacka, 2001). Winter (2000, p.1) puts more emphasis on the item of validity is 

rather a contingent construct, inescapably grounded in the processes. 

During the data collection process, all of the interview candidates work as a 

high leading position in the company, some of them as co-founders and top 

management they are the person who are familiar with organization process and 

strategy. As well, they have relevant working experience in the context of mobile 

game industry. Their words are definitely valid and reasonable. In this study the 

primary date was gathered through Skype and telephone calling interview with high 

quality of mobile digital devices. To ensure and improve the reliability of all 

response, during the interview I took notes and sent them transcript documentation 

to further track.   

With regards to reliability concept, Patton (2001) states that reliability is a 

consequence of the validity in a study. I have got interview support from my 

previous line manager who recommended a couple of candidates that he got know 

during business cooperation. The data collection is trustworthy and creditable. 

However, during the whole research process, it is undeniable that Chinese mobile 

game industry is a fragmented and dynamic market and still in a young early stage. 

The research principle might probably get some slight change after the mobile game 

market becomes more mature, but in a good way.  
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3. Overview of the mobile game industry 
 

To get a holistic understanding of the researched topic, an overview of the 

mobile game industry will be presented in this chapter, which including the history 

of mobile games, the evolution of mobile game and Chinese mobile game market 

characteristics. 

 3.1 A history of the mobile games industry  

3.1.1 Video game arises from handsets  

The mobile games was initially available for players at 1997, when a group 

of Nokia engineers were aware that phone platform could support to the game, and 

they embedded a simple video game named “snake” in the Nokia 6110. “Snake” 

game is very simple and the game mission is to give direction to snake and try to eat 

snacks, which makes snake to grow up. This fascinating game performed on the 

handsets, which became a beginning of mobile phone game. Afterwards, the group 

of Nokia team continued to develop a series of mobile games in the following 

phones and made sustained improvements, such like Tetris, Pong and Breakout. 

During that time, all the games were two colored. At the same time, WAP mobile 

game in the upcoming development was generated. Since the first color screen 

mobile phone Ericsson T68i enter the markets at 2002, the era of games from black 

and white gradually went into a color-screen era. Mobile game was brought into a 

new season by phone color evolution and games become various. After the color 

revolution succeed, an amount of game manufacturers begun to pay attention on the 

mobile platform game development. Actually, Nokia attempted to launch a new 

mobile phone model (N-Gage) in 2003, which include lots of gaming features. The 

model of N-Gage reminded gaming devices from 1990s, like Atari Lynx and Sega 

Game Gear, but Nokia was not success in markets and afterwards is has been 

changed to be base for one of the Nokia ́s smartphone series (Paavilainen et al., 

2009). 
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     The first embedded game in Nokia 6110 (Image from Google). 

The mobile game market was truly start international around 2002, when 

operators started to commercialize phones that enable users downloading games 

from theirs own portals11. For some models of mobile devices, games that were 

capable of downloading through a third-party website to a computer and then 

embedded to theirs own phones. Or, the games were only accessed to downloading 

through the operator’s portals or third-party panel when the user paid money by a 

premium SMS (Goggin & Spurgeon, 2007). The majority of game players were 

deriving from the phone users. In the beginning, the capabilities of previous handset 

were only included primarily talk, texting-messaging with a few other functions 

such as low-pixel camera, calendar and organizer. As a result of very limited 

graphics and handing power capabilities of the handsets, the phone games were 

quite simple and dull, whereupon the most popular phone games were restricted 

with only single-player mode games, word games and puzzles of different types. It 

is apparent fact that the mobile market industry required a more advanced console 

game in the future days (Feijoo et al., 2012). 

3.1.2 Platform evolvement and rise of the smartphones 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11  Also referred to as on-deck games (content and applications, in general), in contrast to off-deck or off-portal games, 
located in third-party portals.  
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With the development of mobile game industry, there is a need to have a 

more gorgeous effect on technology platform. The mobile gaming technology 

platform typically comprises a network linking a server and numerous clients 

(mobile devices). When the mobile marketing is still in its early stages, and mobile 

marketing practices will likely go through essential changes as the technology 

continues to evolve (Karjaluoto et al., 2008). With the development of mobile game 

market, technology platforms are being created for the development of the games. 

The most prominent technology platforms such as J2ME, Symbian C++, and 

BREW were used in the industry, which offer an enhanced user interface, improved 

application usability on small screens, and the ability to create games that be 

available for running on offline mode, eliminating the need for a constant network 

connection. Furthermore, the function of technology platform also contains a 

flexible and fast adaptation for existing mobile games to the common platforms. 

The convergence of technology platform creates a good opportunity for 

mobile-game content developers to aim at more niche markets even the worldwide 

market (Jason and Bernard, 2008). The appearance of various smart phone 

platforms has facilitated game developers to develop the same game content 

repeatedly in order to ensure compatibility with each of the available platforms (Lee, 

Y, S., and Son, Y, S., 2013).  

Nowadays, the functions of mobile game are becoming more and more 

powerful. There are many mobile game platform has been developing in this game 

industry, such as J2ME, Symbian C++, Android, Windows Mobile, and iOS 

platforms. All platforms have a relatively common structure. 

The mobile game possibilities were changed between the year 2006 and 

2007 with the rise of the first wave of smartphones and the accessibility of 

broadband connection with flat data fees. The integration of new possibilities in the 

smartphones, which contains touch screen, motion sensor, accurate location system, 

enhanced display, strong storage, high-quality audio, and embedded camera. 

Moreover, the advanced network technology allows many innovation, including 

playing on-line while on the move, multi-player games, playing across several 

media using social networks, games linked with device motion, and location-based 

gaming.i The move of smartphone launch is relevant not only for its technical 
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performance but also as a starting point for the shift of market power in mobile 

gaming from carriers to handset suppliers and application providers. The launch of 

smartphone offers a big boost for mobile game development (M.Lasky, 2001; 

M.Ward, 2005). For instance, a lot of companies started to distribute games to 

mobile players through social networking site (e.g., Facebook). Even, many mobile 

games are available for downloading to mobile phones. Indeed, game consumers are 

attracted to smartphones for theirs many practical and entertainment applications 

and because they are able to individually access to the devices with add-on features 

and apps specific to their demands (comScore, 2009). From 2007, a number of 

game content developers decided to focus exclusively on mobile devices, rather 

than existing console or PC games. 

 

3.1.3 The big chance caused in the mobile game market: Apple 

App Store launch 

The market for mobile gams changed radically, whilst Apple launched its 

App Store in 2008 (Cerf, 2011), which particularly offering a big boost to 

developers and expanding the market from a niche proposition to another new 

digital era for which almost every smartphone owner enable downloading mobile 

games, and end users get greater alternative platform to download mobile games 

(from e.g. application stores, operator’s stores, third-party stores). The tightly 

integrated App Store accompany with its mobile device has promoted many 

consumers to try out apps, and therefore mobile game industry has received 

considerably unprecedented expectations, particularly a succession of specific 

mobile games could be easily searched through the most popular game category of 

apps in the Apple store. Another positive thing of that is for game developers also 

are able to go directly to the consumer through downloading numbers, consumers’ 

behavior at the App Store. Since 2008, the launch of App store was likely to be one 

rolling stone that has driven mobile market grow up really fast and the mobile 

games market achieved a considerable motive force. The Information Solutions 

Group (2011) shows that browsing from mobile devices and downloading from 

application stores are becoming the standard way to purchase and consume mobile 

games. Since the widespread of mobile devices and the increasing affordability of 
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mobile data plans, the mobile platform reaches wider demographics than ever and 

offers ample space for the adaptation of existing games and the development of new 

types of games. Mobile devices are already a viable alternative to other gaming 

platforms.12 

3.2 Global market size and growth of the mobile game industry 

 

By the report of GMGC13, indicate that the global mobile market reached 

$24.5 Billion in 2014, and impressive growth rates of (smart) phones and tablets has 

gained 33% and 57% respectively. The growth of mobile gaming is expected to 

continue in the upcoming years. It can be concluded that the mobile game will 

definitely grow to account for one third of the global games industry in 2015. 

According to a report from DFC Intelligence14, the entire video game market was 

worth 67 billion dollars. Their estimates tell that the market will grow to be 82 

billion dollars in 2017. Although sales have declined in the console game market, 

DFC Intelligence analyst David Cole is confident that the console segment will get 

back momentum such as Microsoft, Sony and Nintendo, who will bring out new 

console systems within the 2014 and 2015 timeframe. Cole also says that the 

steadiest growth will be seen on PC and mobile game sales. (Finance, Yahoo, 

2012). 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
12 The Information Solutions Group (2011) shows the results of a survey from January 2011 with 2425 UK and US online 
panellists. When asked to identify which gaming-enabled device they played games on most often, 44% cited their phones, 
ahead of videogame consoles (21%) and computers (30%). Smartphone owners are by far the most avid mobile gamers: 93% 
of smartphone owners say they play at least once each week, and 45% play daily. 

13 GMGC: Global Mobile Game Confederation: www.gmgc.info/en 

14 DFC: An entertainment and video game industry research firm	  
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Figure 2: Newzoo Global Games Market Report Premium, Quarter 1, 2015. 

 
3.3 Chinese mobile game industry 

In 2013, Chinese mobile gaming had experienced a sharp user growth, 

whilst smartphone became ubiquitous and numerous developers begun to focus to 

smartphone game development (GMGC, 2015). The Chinese mobile market has 

been experiencing explosive growth, which accounted for 12% of global mobile 

games revenue in 2013 (GMGC, 2015).15 According to a report from research firms 

GPC, CNG, and IDC16, noted that Chinese mobile game revenue reached RMB 27.5 

billion (around US$4.4billion) in 201417, that representing 145% growth from 2013. 

Of the total growth, client games grew by 45% while sales from web and browser 

games rose 136%. Furthermore, a report from Niko Partners18 even evaluates that 

the mobile-game market in China is expected to hit $7.4 billion in revenue in 2018. 

 
	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
15 GMGC: Global Mobile Game Confederation: www.gmgc.info/en 
16 GMGC report: www.gmgc.info/en. 

17 http://technode.com/2015/02/10/chinese-mobile-games-revenue-grew-145-percent-in-2014/ 
18 Niko Partners, an independent market researcher: The Leader in Asian Games Market Intelligence 
http://venturebeat.com/tag/niko-partners/ 
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        Figure 3: Chinese mobile games revenue from GPC, CNG, IDC  
 
 

 
 

Figure 4: Niko Partner estimate Chinese mobile game growth 
 

During the first quarter of 2014, there were approximately 302.5 million of 

mobile gamers in China, which has been growing by 15.3% quarter-on-quarter. In 

fact, there were a total of 383 million Chinese mobile gamers in the whole year of 

2014.  
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3.3. 1 Mobile market characteristics in China 

 
Since the Chinese mobile communication has evolved towards 3G (the 

third-generation mobile communications) and the increasing range of using mobile 

devices and cellular phones, which led to mobile market structure changed with the 

rapid growth and created a fruitful basis for the increase of mobile game in China. 

After the development of mobile games in 2013, China’s mobile game market 

moved towards both a higher level in the field of sophistication and globalization in 

2014. The research done by Niko Partner, 19  mobile games make up the 

fastest-growing segment in the Chinese games market and have taken market share 

from PC-based casual and social online gaming. A Chinese mobile game industry 

report from 2012 to 2015 released by Sino Market Insight20, predicts that Chinese 

mobile game market will value RMB 9.67 billion in 2015 and indicate that revenue 

growth has outstripped the user growth in China’s mobile game market.  

 
Moreover, many sophistical game researchers announce that Chinese mobile 

market is definitely flourishing and will soon become the largest mobile game 

market in the world (GMGC, 2015). There is a large amount of foreign game 

developers are actively searching for opportunities in the Chinese mobile gaming 

market. Landreth (2007) believe that China is currently fast growing gaming 

industry with highly competitive. Since the past two years, there have existed up to 

23,7000 mobile game developers in China (GMGC, 2015). Nevertheless, many 

developers are still expecting to succeed in launching theirs game in there since the 

market stream tend to mobile game industry. As a result, for many developers and 

publishers they need a solid understanding of the unique app distribution 

environment as well as insights into the preferences, habits and behaviors of the 

Chinese local mobile gamers. 	  

All in all, there is a need to look at the unique characteristics of Chinese 

mobile game market. In terms of distribution channels, in contrast to overseas 

markets, the Chinese mobile game market is quite fragmented, which is a concern 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
19 Niko Partners, an independent market researcher: The Leader in Asian Games Market Intelligence 
http://venturebeat.com/tag/niko-partners/ 
20 http://www.researchandmarkets.com/reports/2318678/china_mobile_game_industry_report_20122015	  



24	   	  
	   	  

	  

that the paid part of Google Play is not available for Chinese users and there are 

more than hundreds of app stores are in the Chinese mobile market that users could 

access to the games. These phenomena have influence on most of Western mobile 

game developers who want to succeed in China are facing various difficult 

challenges. Look at the Chinese mobile game market, rampant piracy of game titles 

by unscrupulous pirates that often abetted by Chinese app stores. There are a lot of 

appearances from Western game developers who helplessly watch as knockoffs of 

their top games attract millions of downloads in China market. Sometimes their 

games are outright hacked, so the hackers can redirect the game’s revenue right into 

their own pockets.  

For another perspective, it is necessary to look into the behavior of the 

Chinese game users who are not familiar with western culture (China Daily, 2008). 

For instance, the America game that based on popular US sports such as football 

and basketball sport game did not sell well in China (Fowler & Guth, 2004). With 

respect to game types, casual games remain very popular across the market, while 

racing games and RPGs come in close behind. (Sports-related games, in particular, 

lag way behind other genres)21. By contrast to users from other countries, the 

Chinese users tend to prefer small volume-sized mobile games, and they require 

playing shorter time sessions.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
21	   Niko Partners, an independent market researcher: The Leader in Asian Games Market Intelligence 
http://venturebeat.com/tag/niko-partners/	  



	   25	  
	  

4. Literature Review 
 

This chapter deals with critical factors of new product launch, product 

launch in China, the theory behind business models, what a business model is and 

how an organization use theirs marketing strategy. 

 

4.1 New product launch  

 

New product launch is seen as the most critical stage in the product process. 

Preston and Smith (2005) consider product launch as a complicated and 

multidirectional process that successfully stimulates a new product or service into 

the marketplace . . . and sustains it with time (p. 12). Calantone and Montoya (1994) 

and Ottum (1996) propose that before launch a new product, launch strategy must 

be clearly planned and developed in advance. Proficiency in launching new product 

is associated with the success of many companies. To ensure an efficient product 

launch, previous literature suggests that establishing organized approaches based on 

behavioral routines and available knowledge resources (Tyre et al., 1995). Ottum 

(1996) also discussed a completely planed launch strategy that includes objectives 

for all elements of the marketing variable, such as pricing, advertising, and channel 

development, but also statements of launch control, timing and speed, and 

competitive stance. Bowersox et al., (1995, 1999) concluded that appropriate launch 

strategy increases reputational value of the firm in aspects of the distribution 

channel, sales force and employee morale, which may provide a pioneering 

advantage to the firm.  

  4.1.1 Product launch in China 

 

The Chinese market has become increasingly important for many companies 

and it is not surprising to see that an increasing number of new products. As 

explained from Wang and Chung, (2013); Zhang et al., (2011), see Chinese culture 

is unique and China has a dramatically different social system where a large number 

of cultural barriers impede the process to simply apply success factors identified in 
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the West to the Chinese context. The success of introducing a new product to 

foreign countries requires local acceptance and supports because it involves a series 

of channel activity efforts in the host country market (Bianchi & Saleh, 2010; Lin & 

Chang, 2012). New product adoption by marketers requires a considerable 

assessment process, from knowledge awareness and cost-benefit analysis to the final 

adoption (Rogers, 1983). Kaufman et al., (2006); Liang & Parkhle, (1997) believe 

there is a need for product launch marketers to recognize a need and general 

solution of the host country market, evaluate product characteristics, consider 

supplier credibility, and analyze performance.  

 

 

 4.2 Critical success factors of new product launch 

 

The empirical studies by the work of Cooper (1979), Montoya-Weiss and 

Calantone (1994), Hultink et al., (2004) consistently point out that effective launch 

strategy strongly improves the chances of new product success. Prior researches by 

many scholars have principally divided the launch strategy decisions that determine 

initial market position into two levels, which are consistent of strategic and tactical 

launch decision (Biggadike, 1979; Hultink, Griffin, Hart and Robben, 1997; Di 

Benedetto, 1999; Benedetto, 1999; Hultink, et al., 2000; Calantone & Di Benedetto, 

2007). The strategic and tactic launch decisions have been regarded as critical 

factors direct to the success of new product launch (Hultink, Griffin, Hart and 

Robben, 1997; Benedetto, 1999; Hultink, Griffin, Hart and Robben, 2000; 

Calantone & Benedetto, 2007). 

 

4.2.1 Internally directed factors  

Strategic decisions are concerned with organizational issue of product and 

market: include the relative innovativeness of the new product, the selection of 

target markets, production scale, firm resource and skill. Langerak, Hultink, and 

Robben (2004) concluded them as internally directed factors mostly aim at 
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organizational factors and processes and targeted at the management and employees 

involved in organizing and facilitating market launch.  

Many business literatures (Zhou, Yim, Tse, 2005) are stressing on 

companies’ strategic orientations that represent deeply rooted values and beliefs in 

an organization producing certain behaviors. Product orientation emphasizes firm’s 

product-centred organizational culture, whereby development and 

commercialization of new and innovative products are considered key factors for 

success (Zhou, Yim, Tse, 2005; Narver, Slater, Mac Lachlan, 2004). Cooper (2001) 

is addressing that product advantage is one of the most important drivers of new 

product success. According to Talke and Hultink (2010) and Benedetto and Mu 

(2011), these company’s different strategic orientations play an important role in 

successful new product launch. The concept of market orientation focuses on 

customers’ needs and satisfaction as well as competitors (Kirca, Jayachandran, 

Bearden, 2005; Van and Stoelhorst, 2008). Market orientation is defined as the 

organization-wide generation and widespread of market information and 

intelligence regarding customer needs and wants (Jaworski & Kohli, 1993; Kohli & 

Jaworski, 1990; Narver & Slater, 1990; Narver, Slater & MacLachlan, 2004). 

Market orientation as an organizational culture emphasizes the use of firm-wide 

cooperation to create superior values for its customers, to outperform competitors 

and eventually to generate more profit for a firm (Baker & Sinkula, 2007; Li et al., 

2010; Narver & Slater, 1990). More recently, Lanerak et al., (2004) found that 

market orientation as a major contributor to new product launch success by helping 

firms to stimulate a greater level of cooperation with external channel partners and 

contribute product advantage and proficiency in launch activities. A higher market 

orientation is related to greater knowledge about the marketplace and about 

competition, which allows firms to execute their marketing activities better and thus 

have better success at launch (Deshpande et al., 1993).  

In order to carry out the marketing activities specific to the product launch, 

such as product with good design and engineering, R&D, and manufacturing are 

really important and must be supported sufficiently (Calantone & Montoya-Weiss, 

1994; Crawford, 1997). Many studies examine key firm resources and skills that are 

generally found to be important antecedent to proficient execution of strategic 
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launch activities (Cooper, 1979a, b, 1983; Cooper & Kleinschmidt, 1987; Calantone 

& Di Benedetto, 1988; Calantone & Di Benedetto, 1988; Calantone, 

Montoya-Weiss, Mitzi, 1994). Cooper, (1979); Cooper, (1993); Hultink et al., (1997) 

and Montoya, (1994) identified that sufficient skills and resources in both marketing 

and technical activities are significantly related to greater new product success. 

Debruyne et al., (2002) further found that the greater the amount of marketing 

resources a firm invests in the development and the launch of a new product, the 

higher its probability of success.  

Aruahene Gima (1997) empirically views an engaged and devoted sales 

force as a critical element that influences successfully launch a new product. 

Several studies state that the sales force is one of the critical contributory factors to 

new product launch success (e.g., Cooper, 1998; Di Benedetto, 1999; Fraenkel, 

2011; Hultink & Atuahene-Gima, 2000) and plays an important role in executing 

marketing strategies (Cross, Hartley, Rudelius, & Vassey, 2001).  

The following scholars have defined that cross-functional team including 

managers from R&D, marketing, and manufacturing (Dyer, 1996; Griffin, 1992; 

Gupta, Raj & Wilemon, 1986; Gupta & Wilemon, 1988). The importance of an 

effective cross-functional teaming has successfully been used to reduce time needed 

to launch high quality products and greater financial success (Griffin & Hauser, 

1992, 1993; Norton, Parry, & Song, 1994; Song & Parry, 1996; Ruekert & Walker, 

1987a,b; Ayers, Dahlstrom & Skinner, 1997; Swink, 2002). The use of 

cross-functional teams has a positive impact on the ultimate success of the launch 

(Ayers et al., 1997; Griffin & Hauser 1992, 1993; Norton et al., 1994; Ruekert & 

Walker 1987a, 1987b; Song & Parry 1996; Swink 2002).  

 

4.2.2 External directly factors  

 

Marketing tactical decisions at the product launch stage concern the 

development of the marketing mix (e.g., Hultink et al., 2000) as externally directed 

launch decisions that critically determine the success of market launch (e.g., Di 

Benedetto, 1999; Hultink, Griffin, Robben, & Hart, 1998; Hultink et al., 2000; 
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Langerak et al., 2004), which encompass all traditional elements of the marketing 

mix：achieving appropriate distribution levels, providing all necessary support 

services, determining acceptable price, and setting the levels of advertising and 

promotion such that both profitability and market penetration goals are met 

(Calantone & Montoya-Weiss, 1994; Hultink et al., 2000; Garcia, Bardhi & 

Friedrich, 2007; Kalish, 1985). In addition, launch timing is a critical variable 

determining ultimate product success, and there becomes to be a close relationship 

between product performances, launch timing, value delivered to customer, and 

possibility of success (Cooper & Kleinschmidt, 1990; Zirger & Maidique, 1990; 

Lilien & Yoon, 1990; Parry & Song, 1994; Guiltinan, 1999). To make better tactical 

launch activities and assess the effectiveness of market launch, market research 

must be conducted efficiently during the product launch process (Hultink et al., 

1997; Hultink & Robben, 1999). Effective market testing and research are critical in 

eliciting information regarding customers, and the effectiveness of marketing efforts 

at the time of the product launch (Di Benedetto, 1999). Hultink et al., (1997), 

Hultink and Robben (1999) believe that better marketing information also allows 

the firm to make better tactical launch decisions. 

An early empirical study found that the most critical determinants of product 

success included understanding the demand of customers and the level of the 

marketing efforts (Rothwell, 1972). Constantly doing product update and 

modification of both marketing and production plans are necessary throughout the 

product launch phase in response to customer and competitive reactions, and 

technological or economic environmental changes (Crawford, Merle and Tellis, 

1981).  

 
 
 
 

4.3 The business model 

4.3.1 Definition of business model 

 

The business model was firstly introduced in the late 1950s, since the 1990s 

it was used with the hype of the Internet and the emergence of e-businesses that it 

caught on about a few decade ago (Osterwalder, Pigneur, & Tucci, 2005; Amit, Zott, 
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& Massa, 2011). Business models are often formed and sharped in response to 

particular competitive marketplace, which outline how a company generates 

revenues with reference to the structure of its value chain and its interaction with 

their suppliers, customers and other partners with complementary competencies. 

Shafer et al. (2005) explain that despite the fact that various authors have addressed 

definitions of the term business model, which is often used as a representative part 

of business terminology, but none of these definitions appear to have been generally 

accepted by the business community, readers become to be confused about what a 

business model precisely is. In order to establish the potential relevance of business 

model literature to industrial marketing, it is helpful to first look into some of the 

definitions to increase understanding of the business model. The following Table 2 

presents a form showing how various scholars make use of the many different 

notions of business models.   

Author The definition of Business Model 

Afuah (2004) 

A business model is a framework for making 
money. It is the set of activities which a firm 
processes, how it performs them, and when it 
performs them so as to offer its customers benefits 
they want and to earn a profit” (pp.2). 

Amit and Zott 
(2001) 

A business model depicts “the content, structure, 
and governance of transactions designed so as to 
create value by the exploitation of business 
opportunities”(pp.511). 

Chesbrough and 
Rosenbloom (2002) 

 

“The business model provides a coherent 
framework that takes technological characteristics 
and potentials as inputs, and converts them 
through customers and markets into economic 
inputs. Thus business model conceived as a 
focusing device between technology development 
and economic value creation.” (pp. 532). 

Johnson et al., 
(2008) 

A business model is consists of four interlocking 
elements, which involve “customer value 
proposition”, “profit formula”, “key resources” 
and “key processes” (pp.52). 

Osterwalder and 
Pigneur (2010)  

“A business model describes the rationale of how 
an organization creates, delivers and captures 
value”  (pp.14). 
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Shafer et al., (2005)  
The business models are seen as high-level 
aggregations of a company’s core logic of value 
creation and capture. 

Teece (2010) 

“A good business model provides value 
propositions that are compelling to customers, 
achieves advantageous cost and risk structures, 
and enables significant value capture by the 
business that generates and delivers products and 
services” (pp.174).  

Linder and Cantrell 
(2000, p. 1) 

 

“The organization’s core logic for creating value. 
The business model for a profit-oriented enterprise 
explains how it makes money.” 

Casadesus-Masanell 
and Ricart (2010) 

 “A firm’s business model is a direct reflection of 
its realized strategy”. Through the overview of its 
business an outside observer can know the firm’s 
strategy model” (p.205). 

Osterwalder et al., 
(2005)  

A business model is ‘‘a conceptual tool containing 
a set of objects, concepts and their relationships 
with the objective to express the business logic of 
a specific firm (p.5)  

Stähler (2001)  

The business model as description of a planned or 
existing business including the elements of value 
proposition, configuration of value creation and 
revenue model. 

Magretta (2002) 

“The business model suggests a logical story 
explaining who your customers are, what they 
value, and how you will make money in providing 
them that value.” (p. 4). 

Morris, et al., (2005) 

“A business model is a brief representation of how 
an interrelated set of decision variables in the 
areas of venture strategy, architecture, and 
economics are addressed to create sustainable 
competitive advantage in the defined markets” 
(pp.727).  

 

Table 2: Definitions of business model framework 

All the above definitions on business models have some notions in common 

but also exist some large differences. The major potential concepts are that of the 

components of the business model, finance/economics, and strategic proposition.   

It is apparent in six of definitions business models from Amit and Zott 

(2001); Osterwalder and Pigneur (2010); Shafer et al. (2005); Chesbrough and 
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Rosenbloom (2002); Stähler (2001); Teece (2010) affirmations that the creation of 

value provides an inference for the business essence and it is also something that 

could be exchanged and consumed. In the definitions of Amit and Zott (2001), 

Osterwalder and Pigneur (2010) and Shafer, et al., (2005), Chesbrough (2007) 

define a business based on its unique value proposition in a network of 

collaborating users, organizations and other stakeholders. They have same 

perspectives on the organization and strategy in the same measure and believe the 

content of business model is company’s value creation and capture. By the work of 

Afuah (2004); Chesbrough, (2007); Teece, (2010) further acknowledge the core in 

business models is that of the creation, capture and delivery of value to an 

organization’s customers. 

Casadesus-Masanell and Ricart (2010) address that “a company’s business 

model is a result of its realized strategy”, and further state that “strategy as similar 

as the business model that an outside observer could understand the firm’s strategy 

by looking at its business model”. Whereas another three of the scholars (Magretta, 

2002; Morris et al., 2005; Shafer et al., 2005) have stated that business models are 

not the same thing as strategy. Morris et al., (2005) further identify strategy focuses 

on competition, however the business model builds on value creation for the 

customer. The distinctiveness of a business model is to make up a “ missing link” 

between strategy and business process (Osterwalder & Pigneur, 2010). Linder and 

Cantrell (2000); Tikkanen et al., (2005) define that business model as a strategic 

management tool to improve a company’s value chain, which for analyzing the 

characteristics of a firm’s business (Hedman & Kalling, 2003).  

Throughout this study will be adopted the concept of business model based 

on Osterwalder and Pigneur (2010), describe the rationale of how an organization 

creates, delivers and captures value. This definition is put more emphasis on an 

organization’s value proposition and revenue model to complete a business model. 

From all of above different definitions, it is clear a greater understanding of the 

concept of business model is needed and to include.   
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4.3.2 Components of Business Model 

 

A business model is a conceptual tool that is composed of various elements 

or components to complete the whole model. This is the first procedure to making 

business models a tool for business planning that help managers understand and 

describe the business logic of their companies. Each of business component can be 

viewed as a unique building blocks or elements that allow existing companies to 

sustain their competencies and value creation. Shafer et al., (2005) found that 42 

different business model components from 12 definitions, which show some of 

components appear in only one business perceptive, but others are seen in different 

terms. After reviewing literatures on business model framework of Osterwalder and 

Pigneur (2010) proposed business model design template, identifies these key 

components are composed for a business model was summarized in Table 3:  

 

Business 
model Key components 
Value 
creation Capabilities; Key resources; Partnership 
Offering Value proposition 
Value 
deliverance 

Customer segments; Distribution channels; Relationship 
with customers;  

Finance Revenue model 
 

   Table 3： Components of business model (Osterwalder and Pigneur, 2010) 

 

The reason for choosing that of Osterwalder and Pigneur (2010) is follow 

the business model elements allows the author further explore the key factors affect 

the elements of a business mode and be able to ask the relevant issues in terms of 

company’s infrastructure, value proposition, value deliverance and revenue model.  

For existing firms it is possible to address these components, a business 

model contains an infrastructure of the product or services the firm is providing the 

market and defines configuration of the value creation, which enhances the total 

value created by lowering costs or increasing revenues (Amit & Zott, 2001). 
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Chesbrough and Rosenbloom (2002) have defined value creation as part of 

managing technology development and have considered the business model as a 

link between technological inputs and economic outputs, which consists of key 

resource, capabilities and partner network (Shafer, et al., 2005). A capability is the 

ability to execute a repeatable pattern of actions in order to create value for the 

customer. Bagchi and Tulskie, (2000); Wallin, (2000) suggest that a firm needs to 

confirm that it disposes of the necessary capability to deliver its value proposition. 

Afuah and Tucci (2003) further proposed that if a firm with unique capability that 

allows the firm to offer the value better than other firms and that makes them 

difficult to imitate. Osterwalder and Pigneur (2010) identify that key resources refer 

to the most important assets to make the business model work, for which are 

composed of physical, financial, intellectual (patents, proprietary knowledge and 

copyrights and brands) or human and they can be from the company itself, leased or 

from partners. A partnership is a voluntarily initiated cooperative agreement 

between two or more companies in order to create value for the customer. The 

partnership helps firms leverage their core competencies. By concentrating on what 

they do best and partnering for most other activities a company can lower its costs 

and strengthen its market position.  

The value proposition within Osterwalder and Pigneur’s (2010) framework 

is about the product/service delivered to the customers. Johnson et al., (2008) found 

that main reason why the customers choose a certain product/service or not and it 

needs to be precise and clear Chesbrough (2006), Zott & Amit, (2008) view the 

value proposition as the core element of customer and company interaction. It can 

be understood as the statements of benefits that are delivered by the firm to its 

external constituencies (Bagchi & Tulskie, 2000). Such as products and services as 

well as complementary value-added services, are packaged and offered to fulfill 

customer needs (Kambil, Ginsberg et al., 1997). 

The value deliverance refers to a description of the relationship of company 

self with the customers, customer segment and distribution channel. It could show 

how integrated a company’s customers are. In other words, how deeply they are 

involved in the value creation process and how far the value proposition is tailored 

to their specific needs. Osterwalder and Pigneur (2010) and Lindon et al., (2010) 
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point out the customer is the core of our business model directly related with the 

value proposition. Customer segmentation defines who will receive the company’s 

value proposition. Distribution channel refers to the way a firm “goes to market” 

and how it actually “reaches” its customers (Hamel, 2000) and the purpose is to 

make the right quantities of the right products or services available at the right place 

at the right time to the right people (Pitt, Berthon et al., 1999). 

The finance aspect consists of cost structure and how a company earns 

money. Cost structure measures all the costs the firm incurs and the most important 

costs related to the execution of the business model, in order to create, market and 

deliver value to its customers. The revenue generation model defines how the firm 

will price its products to generate maximum revenues from its value proposition 

(Osterwalder, et al., 2005). Casadesus (2010) defines revenue streams is the way the 

company generate a cash flow from each customer segment. Osterwalder; Pigneur 

and Casadesus (2010) suggest that the main finance goal is to minimize the costs.   
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 5. Empirical findings 

This chapter provides the empirical data gathered through four studied 

companies –Tencent Technology, iDreasky Technology, MyGamez Ltd, and Yodo1 

and to show the reader an overview of the cases that will be analyzed.  

 

5.1 Tencent Technology 

 

Tencent Technology is a multimedia, Internet and interactive entertainment 

service company. The firm was founded in 1998 and the heard office is located in 

Shen Zhen, China. The development of Tencent has profoundly influenced the ways 

hundreds of millions of Internet users communicate with another as well as their 

lifestyles. At the meantime, Tencent has established Weixin platform (known as 

WeChat outside of China) and instant message Mobile QQ app, which have become 

two biggest leading social communications platforms in China and bring together 

messaging, social communication and games all within on easy-to-use app, 

innovating new ways to connect, communicate and share.22 

In 2008, the company started mobile game business and established Tencent 

Games. The management of firm has more than 10 years of experience in 

developing free-to-play PC games in China previously and now they are translating 

empirical knowledge to the mobile era. Tencent Game has become a leading game 

developer and independent publishing platform of high-quality overseas games in 

China. They develop mobile games with own core self-technology and also bring 

more high-quality and enjoyable games to the Chinese users. “To providing the best 

possible experience to our fans and make sure the best games get the best results is 

one more value for us” Nicolas Gong. 

Since launching mobile games platform, Tencent Games has launched 20 

mobile games that covering a wide range of genres including causal game, action 

game and simulation game. Besides, the company did localize ‘Candy Crush Saga’ 

and Square Enix’ Sangokushi Rumble (now known as Battle of Sango in China). 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
22	   Reports available at: http://www.tencent.com/en-us/ps/mtservices.shtml	  
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Their games are available on WeChat and Mobile QQ platform, and own third-party 

Chinese Android store: MyApp and a large number of Android app stores.   

 
 

5.1.1 Launch mobile game in China  

 

The concept of Tencent is seeking to evolve with the Internet by investing in 

innovation, providing a hospitable environment for their partners. Tencent Games 

lays great stress on developing and innovating mobile games by utilizing technical 

issues. Tencent Games is mainly delivering casual games that are easier to 

understand and play at the meantime gain more appeals from the Chinese game 

users. There are more than 50 percent of employees are working in the Research & 

Development division.  

Tencent Games is made up of the development relation team and the market 

launch team. The development relation is largely responsible for game sourcing and 

product internal testing. Another team marketing launch team is mostly referred to 

be charge of product launch, launch activity and promotion. Before launch a new 

game into market, Tencent team carries out four operation steps, which are product 

R&D process, new game testing, launch timing estimation and launch operation 

period. Each operation period has different criteria for evaluation. For example, 

during the R&D process, the company put more emphasis on the field of game's 

positioning, design and quality. Lately, they do a closed beta testing about one year 

to see how players perceive the game. Meanwhile, Tencent starts a series of game 

testing that based on the user expectations and customer loyalty and further adjust 

theirs game content in accordance to the local market requirement. After the 

products are placed into the market, the team continues to do follow-up work.  

Tencent Games designs mobile games, they firstly make sure of the network 

connection and data issues that will not bring a negative experience to users. For 

overseas game, the firm designs game graphic and balance, such as language 

translation, proper Chinese characters adding. More importantly, in contrast to 

other ’s mobile game companies, Tencent Games likes to take advantage of the 

popularity of the mobile messaging apps by integrating the mobile games into them 

to do cross-promote new games with Chinese gamers, which greatly ensure that 
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games are adjusted to suit local tastes. Due to they perceived that Chinese app store 

channels that simply distribute games are not rich and found that game users mostly 

care about the whole experience, rather than just the games themselves. When game 

users score good points they may want to share that with their friends. That was the 

first purpose they started to launch theirs games through social communication 

platform, so game users can use a single sign-in to log in and share a short video of 

the game or compare the game performance with others. Additionally, Tencent 

provides day-to-day operational support and cloud-based hosted service to enable 

quick, seamless and reliable game performances across all the platforms. 

Tencent Games prefers to working with games that are built for the 

free-to-play market. Most of those games are free to download and play. The rise in 

profits is attributed mainly to the growth of mobile games and mobile messaging 

service WeChat, which has revolutionized social media communication as well as 

e-commerce in China. They offer a variety of virtual items or premium services in 

the game to compete with friends on its own social network apps. The revenue of 

Tencent Games is from by charging players for virtual items, advertising and other 

optional features on the mobile side. Regarding the payment solution, considering 

that many people in China still do not have Internet banking, Tencent thereby 

provides a variety of payment solutions, such as SMS-based payment, online 

payment service with Internet bank card. Both WeChat and QQ have integrated 

in-game payment systems features, which allow audience pay through theirs 

payment platform. Additionally, Tencent is offering pay with telecommunication 

rechargeable fees.  

Tencent Games is using technology to enrich the lives of Internet users and 

track user behaviors and insights to improve the game’s experience and success. 

Nicolas Gong added that Tencent’s aggressive protection for partners’ intellectual 

property in China market is one more valuable asset. They are using a Digital Right 

Management technology to protect the games from the pirate copy. At same time, 

Tencent is working with different distribution partners against infringing content 

and replacing that content with legitimate and authorized versions. 

 Tencent identified the mobile game trend earlier than most other game 

companies since they started to working with overseas game developers in Japan 
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and Korea that also helped them to see the wave of mobile games relatively early. 

“We were already quite ahead of the others, because we saw our users shifting from 

PC to mobile as far as messaging and news browsing”.  

With respect to external game collaboration, Tencent Games undertake a 

good partner role of being a sole agency for oversea games. In other words, the 

mobile games only distribute through Tecent own distribution channels. Tencent 

highlight more on synergy in the field of partnership, rather than purchase theirs 

products. They also have long partnerships in Korea and America and picked up a 

lot of insights. About the further plan, Tencent is trying to bring more and more 

Western game content into China. Nicolas Gong thinks “Western creativity plus 

Asian commercialization, which probably becomes the right formula in the future 

days” Tencent Games is always looking for developers who have innovative ideas 

and properties that could translate and become popular in China. 

 

5.1.2 key factors of game launch for Tencent 

 

 “I would say that how to make the game easy to play and have interactive 

features designed within the game would definitely help the game build a massive 

audience here. We have a successful channel to the Chinese audience.” Nicolas 

Gong. 

Another key factor of the games that the firm is succeed in integrating game 

with their own social features. According to Nicolas Gong, the biggest difference 

between Western and Chinese mobile games is that Chinese developers know how 

to make their games “connected” that encouraging people to interact with real 

people who are playing the same game. The Chinese gamers are much younger 

compared to those in the U.S. or Japan. Mostly important, 80 percent of their 

gamers are below 30 years old, which makes them more difficult to capture users 

attention. By using the strategy of integrate games into the social network app 

WeChat, which helps to extend the reach of their games and obtain over number to 

billion-meter day active users. “WeChat and Mobile QQ both have highly active 

user bases who are energetic and willing to try new things.” “According to Tencent 
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statistics, because of the social elements of WeChat and Mobile QQ, Tencent’s 

mobile gamers are 10% to 15% more active in game play.” That was the first 

purpose they started to launch theirs games through WeChat platform and it seems 

to be the most convenient way to share via mobile phones. “Every day, hundreds of 

millions of people communicate, share experiences, consume information, seek 

entertainment, and shop online through our integrated platforms”. Thanks for using 

social platform, game users are able to share short video of the game or compare 

theirs performance with friends or others.  

      
Tencent Games by integrating WeChat 

 
“We have a team who with talent, with a passion for games, and with a very 

high standard for gaming experiences. We are providing the best experience to 

mobile gamers and staying close to game users.” Nicolas Gong. Tencent wants to 

provide the best games to the game user and bring together messaging, social 

communication and games all within on easy-to-use app, innovating new ways to 

connect, communicate and share among the game users. The firm is mainly 

focusing on the game quality and service that they are offering to a mess of game 

users in China and wants to bring experience to the game users and make them get 

enjoyment and satisfied as a long-term company’s strategy. Tencent Games is more 

caring about product development with technology issue. “No matter you are a 

enterprise or just a small game develop studio, the most important prerequisite for 

being a well-known brand that is launching a popular successful in the market by 

game users”. They are emphasizing on well optimizing firm-base resource to 
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develop and make best games to the market. Associate to the monetization model of 

the mobile games in China, Tencent will provide free-to-download in the last 18 

months.  

 

5.2 iDreamSky Technology 

 

iDreamSky Technology Ltd is a Chinese company that specializes in 

partnering with western developers to redesigning, localizing and optimizing 

third-party games and delivering western games to the Chinese market. The 

company is working on being the leading mobile game publishing platform in 

China, which works with many top companies around the world, including 

Gameloft, Ubisoft, Halfbrick, and many more. As like as mobile game industry, 

iDreamsky is a very dynamic and energetic enterprise, which was started by three 

co-founders of Michael Chen and Jeff Lyndon and Anfernee Song Guan. Previously, 

the company was doing outsourcing in China for Android device manufacturers and 

telecoms in Taiwan. Then they began to build an Android app store, which is titled 

‘iDreamSky Game Center’. iDreamsSky has become the largest independent mobile 

game publishing platform in China in accordance to the number of active game 

users. The firm has a portfolio of more than 80 games today. At present, the 

company has over 4 hundreds employees in China and more than 40% of employees 

are R&D. The firm also has seven satellite offices around China, in order to have 

the best coverage. iDreamSky has remolded the role of a game publisher by 

redesigning and optimizing third-party games and delivering them to users through 

its proprietary distribution channels and most of third-party channels. The 

company’s proprietary distribution channels include in-game cross promotion, its 

self-operated iDreamSky Game Center (a third-party Android app store) and 

www.uu.cc. 23   

 

To date, the Company has distributed worldwide blockbuster hits such as 

Temple Run, Fruit Ninja, Subway Surfers, Cookie Run, Doodle Jump, Brizzle, and 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
23	   Reports available at: http://idreamsky.com/en/homes/about 
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Asphalt. The company has raised $10 million from Redpoint Ventures and Legend 

Capital. Also, iDramsky have more than 500 million registered user bases. 

 

 

5.2.1 Launch mobile game in China 

 

“At early stake of iDreamSky, we didn’t really know what to do at the time. 

We just knew that smartphones were the next thing. After a year of doing 

outsourcing in China for Android device manufacturers and telecoms in Taiwan, 

then we built an app store — a third-party Android app store. By creating this, we 

did become a very big business” Jeff Lyndon has mentioned during the interview.  

iDreamSky licensed the game IP to create the game. The firm’s value 

proposition is to bringing fun and engaging mobile games and entertainment to 

Chinese mobile users. The main product of the company is focused on the casual 

games and also put emphasis on mid-core and hardcore games. As a game publisher, 

iDreamsky plays a role as the middle link in the industry. Jeff Lyndon described 

that most of the game publishers deploy a marketing plan of getting listed on 

various distribution channels and launching large-scale marketing campaigns. 

Nevertheless, iDreamSky pays more attention by offering backend and 

multi-dimensional data analysis services to game developers, so as to drive ongoing 

game optimization and monetization and guiding them with insights on future 

development directions. The firm also launches close cooperation with game 

developers by obtaining their game source codes as co-development partners, rather 

than only acting as game publisher. By contrast with other competitors, when 

cooperates with distribution channels, iDreamsky launches special versions in the 

light of the feature of different distribution channels. The firm is much more careful 

about selecting product. They select partners based on a two-dimensional standard. 

Firstly, it’s the data of the games. They will launch close test for these games to 

gain statistics on their confirmation process, payment conversion rate, etc. 

Alternatively, they are going to evaluate the background of game developers and 

whether they are familiar with the workflow of game development. 
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“Looking at Chinese user behavior, the Chinese distribution ecosystem, your 

application needs to adapt to these situations. It’s a very fragmented market. You 

need a system in place to track all these channels of distribution, so you can have 

more accurate strategies for distributing your app in China. There’s also a third 

level of localization.”  

The company’s publishing service includes localization. In accordance with 

Jeff Lybdon’s words, game localization is the bare minimum that any publisher 

should be doing in China. The firm is doing localization for the published game in 

two basic items. The first item is adding Chinese language, which is the most basic 

mode that calls for the least amount of time. The second layer of localization is the 

cultural element, adding the bells and whistles, adding Chinese characters into the 

game, making the universe feel more Chinese. Apart from those two items, 

iDreamSky is doing a third level of localization that is “technical localization”. 

Since they realized that the majority of phone users are still on 2G in China. Some 

are on 3G and a very few are on 4G. In such kind of environment, games need to be 

designed to download and play with that. And yet, in the U.S., everyone has 4G, so 

a game can consume a lot of bandwidth. In China, consuming that much bandwidth 

is a big barrier for users. Considering the user’s downloading behavior in China, 

having a small game file size is the priority for game developers and publishers. 

iDreamSky makes efforts to localize this kind of thing, for example, one of the 
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games “ Temple Run 2”, the original size of game SDK file was 48 M in Western 

sites, now it has been changed into 19 M.   

 

“We don’t see anyone else who’s doing that right now.”  

 

Because of the company’s background, they are full of technical components. 

To improve game’s quality, iDreamSky employed a few technology support experts 

from other foreign companies. Even though the game file size has been compressed, 

they still guarantee the games are reserved excellent image quality as same as the 

original one. The firm has both game IP (Intellectual property) and source code 

from their partners, which brings great value-added and enable them created own 

SDK (software development kit) before started doing publishing and focuses on 

optimizing SDK code. Until now, the company has kept building that SDK for 

every one of theirs games. The function of own SDK provides all kinds of features 

to them, including provides channel tracking, so can see how each app store is 

performing with regard to theirs games. Also, they are doing user behavior tracking.  

 

Another thing they have recently found about the behavior difference 

between Chinese gamer and Western gamer is that Western gamers will usually 

have multiple genres of interest, maybe two or three. However the Chinese users are 

quite awkward. They have a very clear preference. “I’m an RPG gamer. I only play 

RPGs.” For instance, a Western RPG gamer will usually be interested in different 

genre of games. The main products are focusing on the casual games in view of they 

found they are the most popular and hot games among the Chinese gamers, but also 

giving more emphasis to mid-core and hardcore games.  

The revenue model of iDreamSky is composed by three components, which 

includes game revenue, third-party advertising and official game theme 

merchandise. Game users could make in-app purchase on fictitious characters, new 

life, weapons and different properties to obtain greater power and possibility. They 

have investigate most of their gamers who would like to buy “weapon” and 

“revived diamond” to renew a game. iDreamSky also offer advertising platform for 

other game publishers and developers to make them make a series promotion on its 
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proprietary distribution channels. Accompany with the game download, they also 

empower retailer store through selling official game theme merchandise.  

Likewise, they have localized pricing strategy for the purpose of adapting 

game consuming behavior in the Chinese game market. Chinese game users do not 

make as much money as the average American users. The highest price has been set 

at 30 RMB in the game, rather than 30 dollars in U.S. To maximize game’s revene 

profits, iDreamSky provides any sort of billing solution. They offer not only 

Internet billing, which pay through Internet bank card. Alternatively, game user can 

use SMS-based billing on the phone. 

According to Jeff, the firm also highlights the importance of branding for the 

mobile games. For some games, such as Temple run 2, they have cooperated with a 

couple of popular Chinese movies stars to become spokespersons for theirs games, 

on one hand, it could help for branding. On the other hand, through the cooperation 

that helps stimulate game’s revenue. Moreover, each movie star has an own role 

with unique function in the game. If the game users are keen on to play with this 

extra version, they need to make purchase to unlock consumable features.   

 

Temple Run 2 (Chinese version) from iDreamSky 
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Regarding to piracy matter, iDreamsky has encryption technology to 

protecting theirs games from piracy, which is essentially state of the art anti-piracy 

technology. They change security algorithm every two or three weeks to make sure 

every new update from theirs games is uncrackable. Beside, Jeff suggested the most 

efficient method of combating piracy is making sure you work with all the stores. 

It’s a simple mechanism, which the company’s proven many times. 

They are promoting their published that game based on own distribution 

channel (application store). iDreamSky puts theirs game in one category of daily 

game recommendation or “Best Top 10 game” to attract users to access. The 

company is also conducting the game with cross promotions, that is promote the 

new game to the users of another game by link. The company also provides 24 

hours customer service hotline where people can call and ask questions about any of 

our games.  

 
 

5.2.2 key factors of game success for iDreamSky  

 

“We do all the Chinese updates for our games. We’ve helped game 

developer optimize the game for the Chinese market. We’ve helped them make their 

game consume less bandwidth. We’ve added content for Chinese holidays. We’ve 

added Chinese characters. We’ve remapped their monetization so it works better 

for local consumers. We’ve changed the billing system so game consumers can use 

direct SMS billing or online billing”. Jeff concluded. This is the critical operation 

process of iDreamSky are launching a game and cooperating with foreign game 

developer in the mobile game business. Among the ranking list of Top 10 popular 

games in Chinese app store, three of the games are published by iDreamsky. Jeff 

said that: “ I think the key point here is whether the company can remodel and 

improve its value added, and evolve with the whole industry”. 

Furthermore, 95 percent of game partners have provided them with source 

code, iDreamSky therefore can do all their developments in China. That makes the 

firm becomes a very special and trusted company in China.  
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Look back to 2010, iDreamsky built one-third party app store, and they had 

built relationships with a lot of Western developers. In those days, one of the 

biggest problems for mobile content developers was that because there were so 

many app stores, it was hard for them to distribute across all of them. iDreamSky 

thereby decided to be a mobile game distributor for a lot of these companies. In 

2011 they had first big hits. They started distributing Fruit Ninja and they are still 

working with Halfbrick to this day. However during 2012, iDreamsky plainly 

perceived that they would not have any more leverage just being a middleman that 

helped with distribution to all the app stores caused by they saw the app stores were 

consolidating and billing was also consolidating in China. At the same, there were a 

lot of international game companies who wanted to distribute their games in China. 

In 2011 and 2012 that was pretty easy, because they had such high-quality games 

compared to the local products. By the end of 2012, though, iDreamsky started to 

see much better games who were coming from Chinese developers, games that were 

more adapted to the local culture in China. Because of they didn’t need to localize, 

they could update much faster than international games. 

The way of the model worked in 2012, the publisher would say to the 

developer, “To sell your game in China you need to change this and change that,” 

and they would take time making those changes. Jeff explained that they realized 

this model was not competitive anymore. Therefore, they started talking to 

developers about new publishing program, where instead of asking developers to 

create localized content, they want to license the game from theirs partners. 

Actually, to getting source code from game developer that is a big worry for most 

companies around the world. Most developers won’t give their source code to 

anyone. However, in 2013, iDreamsky proved to theirs partners that by doing that, 

by letting the whole teams develop their updates and maintain their games, it’s a far 

more efficient process.  

“We’re working on a lot of IP deals these days. We’re in the process of 

finding Western developers to work on this IP, helping them come into China in a 

more localized way”. Thanks for iDreamsky obtains source code, so they could 

further update and localize the games all the time. Furthermore, iDreamSky offer 

special editions for each app store. Each app store serves different audiences and 
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has their own characteristics. For instance, if one app store is highly social, due to 

it’s hooked up with social networking or media site. Games that have more social 

features work better in that ecosystem. Therefore, when we distribute our games 

through that app store, we make sure the games have those social features that the 

app stores audience wants, so can make game users are more willing to spend in our 

games.  

“My suggestion is if there is 20 app stores that matter, we have 20 different 

versions of our games and 20 different strategies for them. If we distribute 20 games, 

that’s 400 different versions, and we’re doing all the development for them”. Jeff 

Lyndon 

Additionally, iDreamSky has a very unique capability of theirs development 

that most publishers do not have. It is not only on a smaller scale, but also on a 

larger scale. They have put more emphasis on refine its unique development to 

adopt in Chinese games, which refers to bandwidth compression, unity data size 

compression.  

 

5.3 MyGamez Ltd  

 
MyGamez Ltd is a mobile game publisher that specializes in sourcing and 

releasing high quality of western mobile games into Chinese market. There is no 

foreign-owned enterprise that is permitted to publish games in China. MyGamez 

therefore stands for “ Mobile game publishing Limited Firm” and business mission 

is to publish the best 20% of western games, localize the games to fit into Chinese 

marketing conditions, integrate with local billing and adjust price points through all 

the biggest Android channels in China. The firm was co-founded by one Finnish 

guy Mikael Leinonen and one Chinese guy Charles Chiang. They both had long 

experiences in the field of the Chinese value-added services and handset business 

and started to mobile game business since they were conscious of there is a big 

market and opportunity in China for western Games and Chinese gamers are always 

interested in foreign endeavors.  

MyGamez is defined as ‘independent publishing platform of good western 

games’ and the representative of the firm is proud of its model to minimizing the 
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game developers’ workload and time-to-market in China. The company has 

developed a publishing platform that enables western game developers to reach 

Chinese players through a multitude of local Android app stores. The publishing 

concept is to make it simple, and safe and profitable for game developers. “Bring 

original game’s fun and engaging gameplay to the close to 300 million Chinese 

mobile gamers in a culturally meaningful context” is one more value from 

MyGamez’s platform.  

 

 MyGamez has implicit faith in its unique management architecture and a 

strong presence in combining the best of both western and Chinese cultures and 

markets. The company has Chinese employees to meeting the 

requirement/regulatory of local markets and they are operating in and enhancing 

social development. The technology supports are mostly Finnish people, as a result 

of they can fully understand the process of western mobile games and take 

advantage of it.  

 

 

5.3.1 Launch a mobile game in China 

 

“The China mobile game market is growing fast but still lacks good quality 

games and remains challenging for foreign developers to access”. That was the 

purpose of MyGamez established, said from Mikael Leinonen. 

The present CEO of the firm is Mikael Leinonen, 36-year-old man, who has 

the leading position for the last 2 years and has strong network relationships in 

Finland and other western countries in the past. More than 80% of theirs games are 

derived from Finland. The products are basically focused on the causal games, 

which target at or used by a mass audience of causal gamers without any time and 

location limits. These kind of mobile game is typically characterized by its easy 

operation and lack of commitment required in contrast to more complex hardcore 

game.  

Before launch a new game to the market, the firm does game estimation and 

testing in the context of localization, monetization and integration among interior 
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employees to confirm the game whether fits with current Chinese entertainment 

environment. While they think and decide it is a potential game, the firm starts to 

undergo product readiness process that is made up of the internal testing and 

marketing investigation. The product readiness is aimed at target audience and 

distribution channel people and the main intension of game estimation and testing is 

to examine if it is a good match for Chinese taste and then the firm can know how 

the game resonates with player audience and how the market requirement. At the 

same time the firm has outsourcing service behind in doing game testing. 

Concretely, outsourcing service group need to do new game testing in a couple of 

weeks and then answers their structured questionnaires and give them feedback. The 

content of structured questionnaires is composed of how does game’s operation, 

how could make monetization plan and how to do marketing strategy plan.  

MyGamez aims at revolutionizing the way of foreign games are published in 

China. With reference to the game change, every game is properly localized in 

Chinese language with appreciate culture theme. Mikael Leinonen indicates that 

most of the Chinese game users are not familiar with western game users. Through 

considering the consumed behavior of Chinese game user and western game user 

are at opposite poles. The Chinese players are not willing to pay for downloading 

the game as a result of they are sensitive on the game costs. MyGamez believes the 

only monetization model that can be really works in Android market that is In-App 

purchase or free-to-play. They adjust the price points inside the game to be suitable 

for Chinese audience. The pricing must be lower than in the western country. The 

maximum number of price points allowed inside the game is 30 RMB; otherwise it 

will get too much cost for the Chinese audiences.  

 
MyGamez is using their own payment SDKs that provides a streamlining 

process for developers and supports them to keep the same revenue share across 

distribution platforms. With this solution, MyGamez provides the developer with 

direct real-time access to operator back-end data, which is characterized by game 

developers have visibility to all the revenues. The major Chinese Android stores 

typically require game publishers to use their billing solution and that means 

integrating at least dozen of different SDKs, with no real transparency to the billing 

data. MyGamez is able to use its billing in all our major publishing channels, 
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developers only need to integrate one SDK to get started with channels that together 

cover majority of the market. In other words, there's no need for developer to give 

out their source code to them, MyGamez can be sure game developer remain in 

absolute control of their game IP. Mikael Leinonen indicates that it is important that 

they could cover the market with single SDK integration; the firm therefore is trying 

to keep theirs headcount under control to protect source code from disclosure. They 

are now in situation where have enough good channels covered with its own billing, 

so they're not forced to rush into unsatisfactory deals with the biggest channels, but 

instead the firm is able to deal with them case by case, carefully evaluating the 

added workload and revenue potential. The game revenue is mainly comes from 

virtual purchase and shared among mobile operator, channel, game publishers and 

the game developer.  

MyGamez is using channel promotion to getting a good featuring on a 

visible spot to get noticed by game users. For the purpose of the good promotion, 

the team is responsible for talking to distribution channels and trying to get a good 

promotional slot either at home page or at the new games page. Alternatively, they 

are also trying to design game icon with great and fascinating looking to attract 

more game users to download theirs games. Besides, MyGamez are using a “soft 

launch” for the new games. The firm only releases a new game in two or three 

distribution channels (Application stores) beforehand, rather than launching the 

game in all channels at one time, in order to investigate and observe the 

performance of game in the market. 

 

Look at marketing strategy, MyGamez selects great western games that are 

already a good match for Chinese local taste and keeps original gameplay. Through 

case-by-case approach to observe whether the game is benefit from making 

modification. And they are more likely to launch a new game during Chinese 

festival periods. They view a good gameplay as a universal for the Chinese 

atmosphere here consumers hungry for various types of games. But not all the 

games will match Chinese taste. MyGamez will not publish an American football 

game in China whatever how good it is, simply because people here there don't 

know the game. 
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Expect for publishing games by the traditional game download stores, 

MyGamez is further going to publish games via all the top 10 Android device 

manufacturers and retailers. They have access to the users through using game 

preloaded and pre-installed with which is able to straight into the hands of consumer. 

As a result, most Chinese people purchase smartphones; a lot of device 

manufacturers install games and apps directly onto devices in advance and then sell 

them to the market, and thus into the hands of game users. The pre-installation 

strategy enables MyGamez to have strong publishing foundation, but also through a 

vast majority of physical retail store to promote new game. At present, MyGamez 

team is preparing for big physical store promotion for three of their new games in 

conjunction of leading device brand's upcoming product launch. MyGamez Ltd 

works with all the leading application stores, mobile operators and handset 

manufacturers in China. They are also a partnership of OEMs such as Samsung, 

Lenovo, and Xiaomi, as well as retail chains, to pre-load its games onto mobile 

devices.  

 

5.3.2 Key factors of game launch for MyGamez 

 

The Chinese mobile game market is dynamically changing fast. According 

to Mikael Leinonen the key factors which have contributed to the success of the 

mobile games are: good localization with local culture, wide distribution channel, 

good store promotion, active marketing and good amount of enthusiasm for China 

market, but it is important to take into consideration how to make theirs games 

attract game customers.  

“Localization is the key factor for us to launch one of our game- Hill 

Climbing Racing: China edition due to the success in Western country” Skype 

interview from Mikael Leinonen. 

One of the game Hill Climb Racing: China edition which features a selection 

of eight cars and seven levels, and racing background, which takes place in famous 

Chinese scenic spots such like the Great Wall, Shanghai trade center and the Yellow 

Mountains. The content of the game is translated into Chinese, so Chinese players 

can understand the language and possible cultural references within the game. It 
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brings more visibility and new players to the original title and shares experience 

with local themes and humors. From point view of Mikael Leinonen, the success of 

game is built on game localization, and it must be done well for western games that 

publish into the China market. We focus on the most important localization in terms 

of the billing design optimization and local social media integration. 

 

 
Hill Climb Racing: China edition from MyGamez Ltd 

 

The launching timing is also very important for MyGamez, one of the newly 

launched game has garnered 260 million downloads worldwide and has obtained 

good rankings in the Chinese Android stores since the game launched during 

Chinese New Year celebrations. 

“Working with all the big channels is a good way to publish our game”. 

The business network of MyGamez in China, it was built up partnerships 

throughout the ecosystem, from app stores to billing and distribution. They have a 

good relationship with the publishing channels. Importantly, MyGamez also have a 

positive relationship with one of the biggest app stores, which is China Mobile, one 

of the biggest mobile telecommunication cooperation in China. MyGamez is 

capable to cover the market with single SDK integration. The revenue share will 

also be the same across distribution platforms. All of the games have social media 

sharing in which the game users can share with friends, relatives and etc. Most 

Chinese people are using Sina Weibo, QQ and Wechat to full in theirs entertainment. 

All of theirs games have been added leaderboard, friend rank list. By contrast to 
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Chinese counterparts, MyGamez stands for its unique value proposition that tend to 

have the advantage of being more creative and innovative with game design. For 

them, just need to make sure those creative games is published in China early on, 

before local copycats emerge. 

 
 
 

5.4 Yodo1  

 

Yodo1 is a leading publisher and co-developer of smash hit indie games in 

China. The headquarters is at Beijing, China, which was co-founded by James 

Lalonde and Henry Fong in 2011. For the moment, the company has around 250 

employees. The firm is managing the entire market entry process for foreign game 

developers, including adapting game mechanics and design elements to be more 

appealing to Chinese gamers, meeting local licensing requirements, creating 

additional monetization mechanics such as in-game purchases, integration with 

China ad networks and payment gateways, as well as protecting the IP rights of 

theirs titles in the China market. From the perspective of value proposition for 

Western developers in China, Yodo1 provides them distribution and monetization in 

China, while taking care of what he describes as a “massive, convoluted market.” 

Yodo1 is keen on working with the developers to invest the right resources. 

One of the biggest differentiators from other competitors is the multi-national 

background of Yodo1’s executive team. They have more than a decade of 

experience in bringing Western startups and technology companies into the Chinese 

market and a native understanding of Western tech culture, which combines this 

industry background with its deep experience to helping and optimizing the game 

for free-to-play and to designing the virtual mechanics to increase discovery. They 

are confident that they could bridge the gap between East and West in this 

extraordinarily complex environment. 

Yodo1 helps its publishing partners crack the Chinese market by focusing on 

four areas, which are app store distribution, social network distribution, payments 

and advertising. The company has partnered with leading Western game developers 
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to successfully enter and grow in China, including Robot Entertainment (Texas), 

XMG Studio (Toronto), Defiant Development (Australia), and HandyGames 

(Germany). Today, Yodo1 have launched more than 50 mobile games in just one 

and half years. 

 

 

5.4.1 Launch mobile game in China 

 

Yodo1 are working with more than 3 hundreds Chinese app stores to 

publishing and marketing the games. The team is full of experienced mobile 

developers, creative artists and game designers who are equipped for local 

knowledge and experience and a deep understanding of the Chinese culture and 

consumer behavior. They are capable of quickly adapting Western games to the way 

that Chinese gamers prefer to play, and more importantly, prefer to pay. Yodo1 has 

a team of game estimation experts who are continuously doing testing for foreign 

high-quality games, in order to verify whether the games are valuable in domestic 

market. For example, they are doing all sorts of compatibility testing. While a new 

game is launched into market, theirs team follow up on the results of downloads and 

game feedback by the players, to determine whether they should modify game 

content, and insisted on releasing new content. Yodo1 are also integrating a 

different payment method and SDK for every app store where they distribute.  

“We invest a lot of our time, resources and effort before the game is 

launched.” 

Before launching a new game, they firstly customize it for purpose of 

maximum appeal and earning potential, so Chinese gamers are most likely to play 

and even pay for it, while also sharing it with others. Yodo1 has a co-production 

model where they actually get access to the source code base of a Western 

developers’ game. They modify the graphics, virtual goods and music for local 

Chinese tastes. Yodo1 does a deep dive into the localization process, particularly 

provides “fairly deep culturalization” in game mechanics. “Language speak can be 

one good example of culture adaption. A picture speaks a thousand words, especially 
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when the game speak their language.” Considering sound and visuals are powerful 

tools to create rapport with the local audience, Yodo1 designs audiovisuals that hold 

common appeal across a wide range of cultures. Using another approach to adapting 

audiovisuals by customizing key elements to target a specific cultural or 

demographic audience, so that audience can be experienced in multiple sensory 

dimensions.  

In addition to content modification, it can range from aesthetic changes, such 

as adding a new game role and scenario that based on Chinese myth. For example, 

one of the fantasy game ‘Hero Academy’ that features an entirely overhauled cast 

and Yodo 1 have customized a Chinese-myth version, which have been added 

Chinese characters, such like Shaolin monks and flying swordsmen. Yodo1 

reengineer game mechanics and believe the game changes are more than just 

cosmetic insertions of Chinese cultural figures. When Yodo1 builds a new game, 

the firm considers the relevance of its theme for other cultures and whether it can be 

presented in a way that engenders full immersion into the storyline. They spend a lot 

of time working on storyline and theme and helping the games culturalize that for 

Chinese gamers. The firm is doing the tone of game story, background, the whole 

use of Chinese slang, which probably even Taiwanese Chinese or Hong Kong 

Chinese would not understand totally. “For us, we really have to be a local Chinese 

gamer in order to appreciate the nuances”. Henry Fong concluded.  

Yodo1 pays special attention to helping developers adapt their games that 

based on micropayments. The overwhelming majority of mobile games are free in 

China. Nevertheless, Fong still highlights that game users could make small in-app 

payments to unlocking extra features. “Chinese gamers behave differently,” says 

Henry Fong, who explains that while Western players would not like the idea of 

paying to win at a game, but Chinese players love premium items that can give them 

advantages to achieving win. With this in mind, Yodo1 work with theirs Western 

game partner to add new premium item. Every game has a good micro transaction 

mechanic that provides leveling, designing in booster cards that accelerate 

experience game over time. Yodo1 have conducted virtual currency system in their 

games, so that can create and easily introduce new item. In sum, game users could 

automatically obtain a certain amount of virtual currency if they accomplish daily 



	   57	  
	  

mission, if not, they can spend money to purchase virtual currency. The function of 

virtual currency system is not only encourages players to be more active during the 

game playing, also brings effective game revenue for mobile developers and 

publishers.  

Yodo1 is offering from one dollar to 60 or 80 dollars of virtual currency. 

They think the demographic is "really fragmented." A small percentage of players 

will "just buy the most expensive item because they can." Moreover, the most 

Chinese game users would like to show that they are spending a lot of money on the 

mobile games. "People like to stylize their gameplay, and they are kind of like to 

boast about it”. Game players usually buy items that "look cool", but do not give 

any meaningful advantage in gameplay. Another approach of generating revenue for 

Yodo1 is that provide the advertising platform for third-party games on the inside of 

theirs games.  

“The Chinese market is notorious for piracy, but that situation is changing”. 

Recently, Yodo1 took over distribution of the portfolio of games from a 

Western developer, finding that its five games were represented by 191 pirate 

versions on various Android stores.  "What we did was we went out and contacted 

all the app stores," says Henry Fong. The stores must move the pirated copies to 

Yodo1's account. "Afterwards we own the pirated install base, and once we've 

converted the game and fully localized it, we push an update.” Moreover, Yodo1 

posses a professional IPRs (Intellectual property rights) legal advisor to protect 

theirs games from piracy and maintain benefits for the game developers. 

Yodo1 are working directly with the Chinese mobile carriers on billing, 

hence they provide SMS-based billing to game users. Yodo1 handle the tricky issue 

in China through three distinct partnerships. Yodo1 also distributing games via 

China Mobile where with 660 million subscriber, as a strong strategic partner. 

Yodo1 also works with handset makers and their app stores, such as Huawei. 

Covering all three bases, which give Yodo1 and developer partners the best of all 

worlds. About cost infrastructure of Yodo1, “every game is a different situation”, 

said Fong. If working with Yodo1, it costs nothing for the game developer.  
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With respect to promote mobile games, in Western markets, social networks 

like Twitter and Facebook are invaluable tools to developers for marketing their 

games. However, in China, as we know this is much harder to achieve where 

Google, Twitter and Facebook are blocked. Luckily, we contributed to one social 

platform- KTplay for the games”. Henry Fong mentioned during the interview.  

 
 

KTplay from Yodo1 
 

Yodo1 is doing cross-promotions and social networking promotion through 

KTplay community. KTplay is a mobile social network platform that has an 

in-game community, friend lists, an entire social graph, and a place where game 

users can compete with each other on leaderboards. It also provides the users 

interact with the platform, tap on cross-promotions and download new games, 

which aims to by integrating with the popular alternatives to “Facebook” in China 

(Sina Weibo, QQ and Tencent Weibo) and pulling them all to one platform which 

can then cross-promote to a large audience. For game users, the KTplay platform is 

making the game experience for Chinese users truly social by enabling players to 

socialize and compete. Besides creating a social network that works across a bunch 

of games, KTplay also provides a game publisher with an instant in-game 

community and a platform for live operations and helps the game developers 

understand how players are engaging, and it allows them to send notifications that 

get the players engaged.  
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We are quite different to other publishers in that we have our own tech for 

in-game communities as part of the KT Play social engine. Yodo1 do all of customer 

support and user management inside the engine. Yodo1 get benefits from its new 

way of doing the mobile business. “Never leave the game,” is the guiding 

philosophy of KTplay. The platform has enabled 60 million mobile game 

installations in a few months, which is driving significant increases in revenue and 

user activity in more than 50 Chinese mobile games. 

At the same time, local payment options are getting better. Before Apple 

store did not used to accept Chinese currency, however in late 2011, Apple added 

Chinese local bankcard payments, which cut down on fraud dramatically. Between 

IOS and Android platform, there is an imperceptible change in the monetization. 

For Android platform, it’s almost all in-app purchases. For iOS, a combination of 

IAP, offer walls and interstitial ads depending on the game type. They set up little 

higher price in IOS version than Android version caused different target customer 

segment. However, nowadays, it's so much easier to launch games via the Apple 

Store," he says. Those people who can afford an iPhone, which can also afford and 

will to pay for games.  

The company is currently working with four major US development studios. 

The firm monetises their partnership by agreeing revenue sharing deals, rather than 

take any fees upfront. And game developer partners will safely give source code to 

us. As long as there is a problem happens in the game, we can deal with it for the 

first time, eliminating the time to communicate with developers. 

 

 
5.4.2 key factors of game launch for Yodo1 

 

Yodo1 pays attention to culture adaption of how deeply the gamer can relate 

to the overarching theme of the game. The firm is doing the tone of game story, 

background, the whole use of Chinese slang. People from different cultures have 

grown up with certain cultural, historical or mythical characters and themes that 

folks from other cultures simply cannot relate to. Just as western gamers may have 
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grown up on a staple diet of Merlin, King Arthur and paper/dice Dungeon & 

Dragons mixed with pizza & Dr Pepper. However Chinese gamers grew up on the 

epic battles waged by the likes of ZhuGeLiang and ZhaoYun in Three Kingdoms 

novels. Thereby, do not make Chinese gamers wonder why some dude pulling a 

sword from a stone would be crowned King of Britain. The changes are more than 

just cosmetic insertions of Chinese cultural figures. The company needs to deeply 

reengineer game mechanics in order to succeed within China’s unique app 

ecosystem and gaming ethos. 

 
It is important note that the elevation of games to rock star status within 

China can partly be attributed to company’s careful attention to the needs of 

Chinese smartphone gamers through themed releases, Fong believes. Yodo1 has 

launched the games with a festival special version and release to the market right 

before the major Chinese festival, incorporating themed graphics such as digitized 

moon-cakes, Chinese lanterns and stylized festival backgrounds. Alternatively, a 

game combines with the lovable image performing in different dialects of the 

Chinese language, which can be really attractive for local gamers.  

Close to 200 of Yodo1’s 250 employees are working with production 

resources, they are game design, sound engineers, artists, etc. Yodo1 offers “full 

service publishing partnership” that offering everything from localization to SDK 

integration as part of a one-stop solution to get into the Chinese market. Yodo1 

operates on a revenue share model, with the exact split determined by how much 

localization work is done on the game. They connect the games it publishes into the 

open Chinese market as a whole, which makes them become a better choice for 

developers. 

One of the key foundations is that Yodo1 have a broad distribution network. 

Today they are working with more than 300 distribution channels that ranging from 

app stores to handset preloads. On top of this foundation, Yodo1 also build 

comprehensive online and offline marketing campaigns that are coordinated for 

maximum discovery. For the Chinese edition of “Cut the Rope 2”, Yodo1 not only 

launched a foundation of several hundred app store, they also ran a broad swath of 

marketing with carrier store retail coverage. Where you see Cut the Rope 2 posters 
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and soft toys that Yodo1 also ran in-store competition with key Android app stores, 

optimized SEO based on the game’s keyword search, as well as ran PR across 

dozens of game media sites and apps.  
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6. Cross-analysis  

The chapter 6 analyzes the data from what is collected in the Empirical 

findings test against the theory from Chapter 3 to see whether the research question 

has been answered. And it will present a cross analysis.  

 

6.1 Tencent 

6.1.1 Launch mobile game in China 

 

As mentioned in theory, Calantone and Montoya, (1994), Ottum, (1996) 

outline launch strategy needs to be clearly planned and developed prior to launching 

a new product. Regarding the product launch Nicolas Gong described that Tencent 

has a fully planed on launching mobile games and carries out four significant 

operation steps, which are made up of product R&D process, game testing, and 

launch timing estimation and operation period. The purpose of all these launch 

strategy is to perceive the performance of game audiences and further properly 

adjusts game content on the basis of the acceptance of local market requirement 

(Bianchi & Saleh, 2010; Lin & Chang, 2012). According to the theory of Preston 

and Smith, (2005), look at Tencent team who brings together messaging, social 

commutation and games all within on easy-to-use app, innovating new to connect, 

communicate and share that successfully stimulates a new product or service into 

the marketplace. At the same time, before the product is released, the company 

makes sure of the network connection and data issues that will not bring a negative 

experience to users, which follow the theory of Cooper, (1979); Montoya-Weiss and 

Calantone, (1994); Hultink et al., (2004) of effective product launch strategy greatly 

improves the chances of new product success.   

Furthermore, Tencent creates revenue model and payment solution for the 

mobile games and promotes game through social platforms that based on behavioral 

routines and long previous experience in developing PC games in China (Tyre et al., 

1995). Ottum (1996) addresses a complete launch strategy that includes not only 

various marketing variables, but also launch control, timing and competitive stance. 

Before launch a new game into market, such like Tencent team takes care of 
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estimation of launch timing and after the products are placed into the market, 

Tencnet team continues to do follow-up work and provides day-to-day operational 

support and cloud-based hosted service across all the platforms.  

6.1.1.1 Internal directed factors of Tencent 

 

A few empirical studies found strategic orientations play an important role in 

successful new product launch (Talke and Hultink, 2010; Benedetto and Mu, 2011). 

Look at Tencent Games, the firm is focusing on core technology and brings more 

high-quality and enjoyable games to the Chinese users. According to Nicolas Gong, 

“to providing the best possible experience to our fans and make sure the best games 

and get the best results is one more value for us”. The firm is doing well optimizing 

firm-based resource to develop and make best games to the market which in line 

with the relevant state of Zhou, Yim, Tse (2005). A variety of business literatures 

constantly define market orientation as an organizational culture that focuses on the 

use of organization-wide cooperation to create superior values for its customers, to 

outperform competitors and eventually to generate more profit for a firm (Baker and 

Sinkula, 2007; Li et al., 2010; Narver and Slater, 1990). To succeed in launching 

new games, Tencent Games takes advantage of the popularity of the mobile 

messaging apps and integrate the mobile games into social media platform, 

therefore game users can use a single sign-in to log in and share a short video of the 

game or compare your performance with others. Furthermore, Lanerak et al. (2004) 

recently found that firm’s market orientation is playing dominant role in new 

product launch success by helping firms to stimulate a greater level of cooperation 

with external channel partners and contribute product advantage and proficiency in 

launch activities. As far as Tencent is concerned, the firm is focusing on seeking to 

evolve with the Internet by investing in innovation, providing a hospitable 

environment for theirs partners and staying close to game users. Nicolas Gong has 

emphasized that since integrating the games into social media platform, because of 

the social elements of WeChat and Mobile QQ, the amount of mobile gamers has 

had 10% to 15% more active in game play, which can be seen that a higher market 

orientation which allows firms to execute their marketing activities better. Thus, 

using the strategy of integrate games into the biggest social network app, which 
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enable Tencent put games directly push to users and help them obtain over number 

to billion-meter day active user and have better success at launch mobile games 

performance (Deshpande et al., 1993).  

  “We have a team who with talent, with a passion for games, and with a 

very high standard for gaming experiences.” As Calantone, Di Benedetto and 

Anthony (1988) are proposing adequate firm and technical skills and resource 

improve performance of product launch activities. Tencent holds more than 10 years 

experience in developing free-to-play PC games in China and now the firm is 

empirically translating previous knowledge to the mobile era. Meanwhile, the firm 

takes full advantage of its technical issues and lays great stress on developing and 

innovating mobile games. Nicolas Gong has mentioned in the interview, the firm is 

using technology to enrich the lives of Internet users and to help improve their 

game’s experience and success (Caltantone and Montoya, 1994; Cooper, 1993; 

Hultink et al, 1997). Previous researchers have describes product orientation as key 

factors for success. With regard to product orientation, Tencent Games lays great 

stress on developing and innovating mobile games. At moment, the firm is mainly 

focusing on casual games that are easier to understand and play, to gain more 

appeals from the Chinese game users. Tecent Games is working with games that are 

built for the free-to-play market. Most of those games are free to download. 

Whereas, the theory of Crawford (1997) identifies that a product with good design 

and engineering that are really important for implement the marketing activity 

specific to product launch. To improve product launch performance, Nicolas Gong 

shares his perspective of how to make the game easy to play and have interactive 

features designed within the game would definitely help the game build a massive 

audience.” Additionally, Tencent provides day-to-day operational support and a 

cloud-based hosted service to enable quick, seamless and reliable game 

performances across all platforms.  

Previous literatures found that one of the critical contributory factors to new 

product launch success is to have an effective cross-functional teaming (Ayers et al. 

1997; Griffin and Hauser 1992, 1993; Norton et al. 1994; Ruekert and Walker 

1987a, 1987b; Song and Parry 1996; Swink 2002). The marketing manager Nicolas 

Gong described that team is playing a significant role for Tencent, the firm has 
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more than 50 percent of employees are developing and innovating mobile games in 

Research &Development division and there are two main teams are working for the 

mobile games, they are respectively responsible for marketing launch and sourcing. 

More importantly, the firm’s team has more than 10 years of experience in 

developing free-to-play PC games, which strongly impacts mobile game success. 

 

6.1.1.2 External directed factors of Tencent 

 

Along with the findings by Di Benedetto (1999), marketing testing and 

research is playing a dominant role in eliciting information regarding customers. To 

make better tactical launch activities and assess the effectiveness of market launch, 

market research must be conducted efficiently during the product launch process 

(Hultink et al., 1997; Hultink and Robben, 1999). From the example of Tencent, 

before launch a new game the firm carries out a several product testing and research, 

such as doing closed beta testing to perceive how players perceive the game. The 

firm is also taking care of game testing in the context of target user expectations and 

customer loyalty and further adapting game content based on marketing information 

that collected from local market (Hultink et al., 1997; Hultink and Robben, 1999). 

 An early empirical study found that the most critical determinants of 

product success included understanding the demand of customers and the level of 

the marketing efforts (Rothwell, 1972). In the time of new product development, 

Tencent team firstly makes sure of the network connection and data issues that will 

not bring a negative experience to users. Nicolas Gong emphasized during the 

interview, “To capture users attention, it is essential for Chinese developers know 

how to make their games ‘connected’ with social communication platform”. 

Tencent Games is using the strategy of integrate games into the biggest social 

network app WeChat, which enable them put games directly push to user and helps 

them obtain over number to billion-meter day active users. 

 
With regards to various marketing elements, Tencent game design graphics 

and balance for oversea games, such as language translation, proper Chinese 
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characters adding. Tencent integrates the mobile games into Mobile QQ and 

WeChat to cross-promote new games with Chinese gamers, which greatly ensure 

that games are adjusted to suit local tastes. They offer a variety of virtual items or 

premium services in the game with which allow the users compete with friends on 

through the social network apps. Tencent Games makes money by charging players 

for virtual items, advertising and other optional features on the mobile side. 

Considering that many people in China still do not have Internet banking, Tencent 

thereby provide a variety of payment solutions (Calantone and Montoya-Weiss, 

1994; Hultink et al., 2000;Garcia, Bardhi, and Friedrich, 2007; Kalish, 1985).  

 

6.1.2 Business Model 

 

Tencent’s business model has been sharped since they started to establish 

mobile game business that has seen them undergo minor changes to their business 

model. Tencent started with the service of multimedia, Internet and interactive 

entertainment but later built up mobile games within core self technology they 

further enhanced the value proposition to include various other services which the 

company designs to suit mobile game markets. Tencent’s value proposition is to 

bring together messaging, social communication and games all within on 

easy-to-use app and providing high-quality, enjoyable games and the best 

experience to the Chinese users, which along with the strategy of Amit and Zott 

(2001) of adding complementary products/services to create more value. The value 

it adds through this is considerable due to the fact the firm has had more than 10 

years of experience in developing free-to-play PC games in China. Through offering 

high-quality and enjoyable games, Tencent’s value offering is well received in the 

Chinese mobile game market. With reference to value creation, Tencent gets 

considerable benefits from social communication platform: WeChat and Mobile QQ, 

which has captured a large number of active users for the firm. 

 According to Jeff, such social commutation app WeChat and Mobile QQ as 

the key resource for Tencent, which has seen them make up the business model 

process (Osterwalder and Pigneur, 2010). In order to create value for the customer, 
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Tencent executes a variety of activities for commercialization and building of user 

community around their games along with the perspective of Afuah and Tucci 

(2003) that a firm has unique capability that allows the firm to offer the value better 

than other firms and makes them difficult to imitate. To better offering value 

proposition, Tencent associates with overseas game developers in mobile business 

development and has maintained long partnerships with them.   

The value deliverance system is made up of the market segment, customer 

relationships and the distribution channel (Kamoun, 2008). In order to capture users 

attention, Tencent has integrated the products and services into the social 

communication platform WeChat and Mobile QQ, at the same time Tencent 

provides day-to-day operational support and cloud-based hosted service to their 

game customers and goes to market and reach them by Android app store MyApp 

and a large number of different Android app stores that has adapted its value 

deliverance to meet the different customers. Meanwhile, Tencent’s value 

proposition is to providing the best possible experience to and the best games to the 

game players that has seen the Chinese gamers is the core of its business model and 

receive the company’s value proposition (Osterwalder; Pigneur, 2010; Lindon et al., 

2010).  

Associate with the finance issue, Tencent puts a lot of technology solution to 

enhancing and revolutionized social media communication that creates greater value 

for the customers by innovating new ways to connect, communicate and share and 

protect the games from the pirate copy. Tencent Games make money by charging 

players for virtual items, advertising and other optional features on the mobile side 

from its value proposition (Osterwalder, et al., 2005; Casadesus, 2010). The rise in 

profits is attributed mainly to the growth of mobile games and mobile messaging 

service WeChat. 

 

 

6.2 iDreamsky  

6.2.1 Launch mobile game in China 
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Poolton and Barclay (1998), Preston and Smith (2005) suggest that product 

launch process effectively stimulates a new product into marketplace. In order to 

efficiently manage mobile game launch, as a game publisher iDreamSky provides 

game redesign and third-party games optimization and distributes them through its 

proprietary distribution channels and a majority of Chinese app stores.As Jeff 

Lyndon mentioned, iDreamSky is offering backend and establishing 

multi-dimensional data analysis services to game developers and guides them with 

insights on future development directions by working with game IP and source code 

to bringing fun and engaging mobile games and entertainment to Chinese mobile 

users (Tyre et al., 1995). 

 

 Jeff Lyndon has said during the interview, “We do all the Chinese updates 

for our games. We have helped game developer optimize the game for the Chinese 

market. We have helped them make their game consume less bandwidth. We have 

added content for Chinese holidays. We have added Chinese characters. We have 

remapped their monetization so it works better for local consumers. We have 

changed the billing system, so game consumers can use direct SMS billing or online 

billing”.  

 

According to the theory defined by Bianchi & Saleh, (2010), Lin & Chang, 

(2012), introducing a new product to foreign countries requires a series of channel 

activity efforts and local supports in the host country market. Further, the current 

phenomenon is quite fragmented with more than hundreds app store in China 

(Bremner, 2006). Therefore, iDreamSky builds a system in place to track all these 

channels of distribution to make sure that the firm has more accurate strategies for 

distributing games in China (Calantone and Montoya, 1994; Ottum, 1996) and 

carries out cross-promotion and launch activities. The firm is much more careful 

about selecting product and partner and they are doing close testing and estimation 

to gain specific statistics information in the context of partner’s game date, payment 

conversion rate, which agree with Kaufman et al., (2006); Liang & Parkhle, (1997).	  

 

6.2.1.1 Internal directed factors of iDreamsky 
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In general, a company determines strategic launch decision prior to launch 

new product. A few business scholars are stressing on companies’ strategic 

orientations that represent rooted values and beliefs in a firm generating certain 

behaviors, which plays an important role in successful new product launch (Zhou, 

Yim, Tse, 2005; Talke and Hultink (2010); Benedetto and Mu, 2011). When 

looking at journey of iDreamSky, during the beginning the firm was doing 

outsourcing for China Android device manufacturing and telecoms in Taiwan. 

Lately they build a third-party app store after realized mobile business would be a 

next event that would bring an explosive business in the upcoming days. In the early 

stage of mobile game business, iDreamSky was working really well until they 

plainly perceived that they would not have any more leverage just being a 

middleman and saw Chinese app stores and billing was also consolidating. 

Meanwhile, iDreamSky perceived that there were coming a lot of international 

developers and local game competitors. To improve better launch performance and 

increase self-competitiveness, iDreamsky thereby started to carry out a new strategy 

program. As Jeff Lyndon mentioned in the interview, it is better for iDreamsky use 

own source code, rather than asking developers to create localized content and 

being act as a game developer. iDreamSky has remolded the role of a game 

publisher by redesigning and optimizing third-party games and delivering them to 

users through its proprietary distribution channels and third-party channels. Jeff has 

indicated that the product orientation (Zhou, Yim, Tse, 2005; Narver, Slater, Mac 

Lachlan, 2004) is mostly focusing on causal games, meanwhile they are also putting 

emphasis on mid-core and hard core games. iDreamSky advocates to bringing fun 

and engaging mobile games and entertainment to Chinese mobile users. Debruyne 

et al., (2002) found that the greater the amount of marketing resources a firm invests 

in the development and the launch of a new product, the higher its probability of 

success. It is important that iDreamsky is doing “technical level localization” for 

launched games. Look at the China market, the majority of Chinese phone users are 

still using 2G in China. To succeed in launching a mobile game in China, 

iDreamsky took this phenomenon into accounting and designed theirs games with 

small game file size, to fulfilling Chinese game users do not feel consume much 

bandwidth as a barrier for them. Jeff describes that the company makes efforts to 
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design theirs game in aspect of technical localization (Crawford, 1997). Calantone 

and Di Benedetto (1988) propose that technical skill and resource as one determined 

factor to implement market launch activity, which eventually has great influence 

upon new product success. Jeff stressed that iDreamSky is full of technological 

components and has more than 40% of R&D employees. In order to improve game 

quality, iDreamsky devotes a large amount of time and technical skills and resource 

to launch game optimization and localization, such as works out bandwidth 

compression, unity data size compression. To protecting theirs games from various 

piracy and copycat for the purpose of largely obtain higher probability of game 

success, iDreamsky is using encryption technology and the firm changes security 

algorithm very often to confirm every update is unduplicated (Debruyne et al., 

2002).  

Moreover, Jeff agreed with a better firm resource a firm invests in the 

product development, a more positive possibility of product success (Debruyne et 

al., 2002). The firm is emphasizing on well optimizing firm-base resource to 

develop and make best games to the market.“95 percent of game partners provide 

them with source code”. The source code is playing a dominant role for iDreamSky, 

the firm can do all developments for new game launch in China market. 

Furthermore, the source code enables them to further track game performing among 

the different app stores and obtain information regarding user’s behaviors. 

 

6.2.1.2 Externally directed factors of iDreamsky 

 

All traditional elements of the marketing mix： achieving appropriate 

distribution levels, determining acceptable price, and setting the levels of 

advertising and promotion (Calantone and Montoya-Weiss, 1994; Hultink et al., 

2000; Garcia, Bardhi, and Friedrich, 2007; Kalish, 1985), which critically determine 

the success of market launch (e.g., Di Benedetto, 1999; Hultink, Griffin, Robben, 

and Hart, 1998; Hultink et al., 2000; Langerak et al., 2004). According to the 

co-founder Jeff, the firm is doing localization for the games in two items. Such as 

the language adjustment and adding Chinese characters. iDreamSky is providing 
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bandwidth and unity data size compression for the mobile games. With regard to 

promotion, iDreamSky is also conducting cross-promotion and channel 

recommendation to attract users to access. Furthermore, Jeff believes that mobile 

games with social features which work better in the Chinese mobile ecosystem. To 

be successful launch mobile games in China market, they have localized pricing 

strategy for the purpose of adapting game consuming behavior in the Chinese game 

market. iDreamsSky provides any sort of billing solution to fulfilling game users’ 

consumption behaviors. To cover all the game deliver opportunity and combat with 

piracy, iDreamSky distribute theirs games through most of Chinese app store, own 

distribution channel and in-game cross promotion. The most critical determinants of 

product success included understanding the demand of customers and the level of 

the marketing efforts (Rothwell, 1972). In accordance with different social features 

with app store, iDreamSky customizes and distributes different game editions to 

each app store and provides 24 hours customer service hotline to the game users.  

To make better tactical launch activities and assess the effectiveness of 

market launch, market research must be conducted efficiently during the product 

launch process (Hultink et al., 1997; Hultink and Robben, 1999). Effective market 

testing and research are critical in eliciting information regarding customers, and the 

effectiveness of marketing efforts at the time of the product launch (Di Benedetto, 

1999). 

 

6.2.2 Business Model 

 

iDreamSky’s business model is relying on how the organization creates, 

delivers and capture value in the Chinese mobile game market (Osterwalder and 

Pigneur, 2010). The firm started as an outsource developer for Android device 

manufacturer and lately realized that smartphone is the next potential niche market. 

Once they succeed in built up a third-party Android app store and they further make 

clear the value proposition of them include partnering with Western developers to 

localize and bring fun and engaging mobile games to Chinese game users (Johnson 

et al., 2008). The value proposition iDreamSky has delivered for its customers is 

seen to be very attractive to the customers as the mobile games with excellent 
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localization and optimization, which is considered as the main interaction between 

customers and company (Chesbrough, 2006); Zott & Amit, 2008). According to Jeff, 

iDreamSky not only collaborates with western developers and commercialize 

mobile games to Chinese gam user, but also they are constantly offering backend 

and various data analysis services to game developers, which along with the 

definition of Bagchi and Tulskie (2000) of value proposition as a benefit delivered 

by the firm. 

The firm’s resource is essentially build upon earlier experience of doing 

outsourcing and recently the firm has more than 40 % of employees who makes 

more efforts into Research & Development to efficiently developing and optimizing 

third-party games and providing value to the customers. Previous empirical studies 

emphasized key resources refer to the most important assets to establish the 

business model work (Osterwalder and Pigneur, 2010). Through the use of 

encryption technology, iDreamSky can protects its intellectual proprietary from a 

number of pirate games and further enhances own business model. To create and 

launch hit games, the company has been working with a lot of top game companies. 

Another important thing the importance of game IP that allows iDreamsky to offer 

the value better than other firm and make the game hard to imitate (Afuah and Tucci, 

2003). Furthermore, the resource of source code obtained by iDreamSky from theirs 

partners, it can be seen that the firm brings even more great value-added to game 

users and creates own SDK and focuses on optimizing game. The co-founder 

iDreamSky Jeff believes that more than 500 million registered user as a core base to 

increase game revenues and activities for iDreamSky.  

 

iDreamSky’s value deliverance has been shown on three aspects, including 

target customer segment, relationship with customers and distribution channel. 

Osterwalder; Pigneur (2010) and Lindon et al., (2010) believe distribution channel 

between the firm and users as the important when delivering the value. The firm 

delivers theirs game via a majority of Chinese android app store and its own 

property distribution channel to end of users. To maintaining good relationships 

with local mobile game users, iDreamSky is not only focusing efforts on building 

relationships with local customers by game technological optimization, but also it 
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provide complete and reliable customer services. Because of the Chinese mobile 

game market is still in the earlier stage and seen to be very awkward, the firm 

mainly aims at Chinese game users and most of them who will be causal gamers 

and some of them are mid/hard-core gamers.  

From financial perspective, iDreamSky’s profits generate money from game 

revenue, third-party advertising and official game theme merchandise (Casadesus, 

2010). Jeff indicated that the firm has adopted pricing strategy for the products in 

the China market and make full use of billing solution to generate game revenue 

Osterwalder, et al., (2005).  

 

 

 

6.3 MyGamez 

6.3.1 Launch mobile game in China 

 

Ottum (1996) found a fully planed launch strategy that includes objectives 

for all elements of the marketing variable, such as pricing, advertising, and channel 

development, but also statements of launch control, timing and speed, and 

competitive stance. Look at the case of MyGamez, the firm stands for “ Mobile 

game publishing Limited Firm” in China and the main business scope is to publish 

the best 20% of western games, from localize the games to fit into Chinese 

marketing conditions, and integrate with local billings and adjust price points to 

deliver all the biggest Android channels in China (Rogers, 1983). While launching a 

mobile game, MyGamez starts to carry out product readiness process and aimed at 

target audience and distribution channel people and the main intension of game 

estimation and testing is to examine if it is a good match for Chinese taste and then 

the firm can know how the game resonates with player audience and how the 

market requirement (Bowersox et al., 1995, 1999). 

MyGamez is a mobile publishing platform and through a multitude of local 

Android app stores the firm introduces western games to the Chinese market and 

make safe and simple for western developers by its unique management architecture 
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and a strong presence in combining the best of both western and Chinese cultures 

and markets. Meanwhile, the company has Chinese employees who are capable to 

supporting to meet the requirement/regulatory of local markets (Bianchi & Saleh, 

2010; Lin & Chang, 2012). As Kaufman et al., (2006), Liang and Parkhle, (1997) 

proposing product launch marketers to recognize a general solution of the host 

country market. Before launch a new game to the market, MyGamez does product 

characteristics evaluation to confirm the game whether fits with current Chinese 

entertainment environment.  

 

6.3.1.1 Internal directed Strategy factors of MyGamez 

 

Regarding to strategic orientations, the CEO of MyGamez Mikael Leinonen 

explained that MyGamez stands for an independent publishing platform, as a result 

of that the foreign mobile game publisher and developer is not permitted to launch 

games in China. The firm model is to minimize the workload and time-to-market 

for game developers. Zhou, Yim, Tse (2005) have viewed strategic orientation as 

the behavior of the firm’s value and belief, which plays an important role in 

successful new product launch. With reference to the strategy, MyGamez 

specializes in sourcing and releasing the best 20 % of western games and bring 

original game’s fun and engaging gameplay to the close to 300 million Chinese 

mobile gamers in a culturally meaningful context”. In order to improve product 

launch success, the firm aims at revolutionizing the way of foreign games are 

published in China. Furthermore, according to the theory (Zhou, Yim, Tse, 2005; 

Narver, Slater, Mac Lachlan, 2004), product orientation represents organizational 

culture of a firm’s major product, as Mikael Leinonen emphasized in the interview, 

more than 80 % of products are centered on Finnish mobile games, because of he 

has strong network relationships in Finland and has been working with the Finnish 

software industry in the past. MyGamez primarily focus on causal games to target at 

a mass audience of causal gamers.  

Previous researches found key firm resources and skills that as one of the 

important antecedent to proficient execution of strategic launch activities. The 

co-founders of MyGamez who both had long experience in the Chinese value-added 
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services and handset business and started to build theirs portfolio with Western hit 

games. The CEO of MyGamez is taking care of finding the right resources and 

bring them into the China market. As Calantone and Montoya-Weiss (1994) and 

Crawford (1997) found Research & Development that are really important for carry 

out the marketing activity specific to product launch. From the example of 

MyGamez, the firm has own payment SDK technologies that efficiently provide a 

streamlining process for developers and let them keep the same revenue share 

across distribution platforms. With this solution, MyGamez provide the developer 

with direct real-time access to operator back-end data, which is characterized by 

game developers have visibility to all the revenues. Alternatively, according to 

Mikael Leinoenen the firm is trying to make the game icon look great and 

fascinating to attract more game users to download theirs games with which agreed 

with the theory of Calantone and Montoya-Weiss (1994) and Crawford (1997) of 

product with good design are really important and must be supported sufficiently.  

Aruahene Gima (1997) views an engaged and devoted sales force as a 

critical element that influences successfully launch a new product. (Cross, Hartley, 

Rudelius, & Vassey, 2001). MyGamez’s team needs to do game testing and 

investigation to obtain relative market perspectives and point views from app store. 

The firms make game estimation and testing in all aspect of game’s localization, 

monetization and SDK integration in range of all the co-workers, so as to confirm 

whether it can fit with current Chinese entertainment environment.  

 

 

6.3.1.2 External directed Strategy factors of MyGamez 

 

According the theory, the marketing mix (e.g., Hultink et al., 2000) as 

externally directed launch decisions that critically determine the success of market 

launch (e.g., Di Benedetto, 1999; Hultink, Griffin, Robben, and Hart, 1998; Hultink 

et al., 2000; Langerak et al., 2004). As Mikael mentioned in the interview, every 

game is properly localized in Chinese language with appreciate local culture theme 

and after marketing plan down then publish into the Chinese Android market. 
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“localization is the key factor for them to launch mobile games”. To succeed in 

product launch, the game graphic features genuine Chinese scenic spots such like 

the Great Wall, Shanghai trade center and the Yellow Mountains and the content of 

the game is translated into Chinese, so Chinese players can understand the language 

and possible cultural references within the game (Calantone and Montoya-Weiss, 

1994; Hultink et al., 2000). With reference to product distribution, Mikael conclude 

that the firm is working with a multitude of app channels is a good way to publish 

our game (Calantone and Montoya-Weiss, 1994; Hultink et al., 2000). MyGamez is 

using channel promotion to getting a good featuring on a visible spot. In order to get 

a good promotion on theirs game, the business development team of firm is 

responsible for talking to distribution channels and trying to get a good promotion 

slot either at home page or at the new games page. 

Along with the findings by Di Benedetto (1999), Hultink et al., (1997), 

Hultink and Robben (1999) believe that better marketing information also allows 

the firm to make better tactical launch decisions, market research must be conducted 

efficiently during the product launch process. MyGamez conducts game estimation 

and testing in all aspect of game’s localization, monetization and integration, so as 

to confirm whether it fits with the current Chinese entertainment environment 

(Hultink et al., 1997; Hultink and Robben, 1999). To be successful on a certain 

market abroad, MyGamez carries out a “soft launch” for the new games before 

handing it into all the channels, in order to investigate the performance of game and 

understand the demand of game audiences (Rothwell, 1972). 

 

6.3.2 Business model 

 

The business model of MyGamez is made up technological inputs and 

economic outputs (Chesbrough and Rosenbloom, 2002). MyGamez offers a well 

rounded value proposition to the customer through integrating a variety of activities 

that support their main business of mobile game publishing and follow the strategy 

of Amit and Zott (2001) of offering complementary services. 
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The value creation system refers to the company’s resources, capabilities 

and partnership network (Shafer, et al., 2005) and is used to enhance the total value 

created by lowering costs or increasing revenues (Amit & Zott, 2001). MyGamez’s 

value creation system can be seen as the key element for the company as a whole. 

The resources the company possesses through long experience and strong network 

relationships the focus on high quality has built their portfolio. The capabilities of 

MyGamez as the company place a large emphasis on technological innovation and 

creating payment SDK through their long experience in the Chinese value-added 

services and handset business to deliver its value proposition as a goal (Bagchi and 

Tulskie, 2000; Wallin, 2000). The value deliverance is made up of the customer 

segment, customer relationships and the distribution channel (Osterwalder; Pigneur, 

2010; Lindon et al., 2010). The customer is the core of our business model directly 

related with the value proposition. Customer segmentation defines who will receive 

the company’s value proposition. MyGamez customers are made up of close to 300 

million Chinese mobile gamers. The company is currently focusing on working with 

Finnish mobile game developers who create high-quality mobile games as like they 

understand the quality MyGamez brings. Hamel, (2000) outlines that distribution 

channel is the way a firm “goes to market” and how it actually “reaches” its 

customers. Through the installation of game onto mobile devices and the top 10 

Android app store, MyGamez has access to the Chinese mobile game market with 

close to 300 million Chinese gamers (Pitt, Berthon et al., 1999).  

 

MyGamez specializes in their core components for the mobile games mostly 

from Finland. They have put an emphasis on using local staff to meet their needs in 

the China market. Through keep headcount under control, MyGamez is saving on 

costs in the long run on employing more workers and at the same time protecting 

source code from disclosure. By using local employees, MyGamez is able to 

meeting the legal/regulatory frameworks of the local markets they are operating in 

and enhancing social development. MyGamez is constantly looking at ways to 

innovate their business model and move into more creative with game design to 

enhance their competitive position in the market place. The revenue model of 

MyGamez is mostly from game virtual purchase and the firm believes only 
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monetization model that can be really works in China Android market that is 

In-App purchase or Free to download Casadesus (2010). 

 

 

 

6.4 Yodo1 

6.4.1 Launch mobile game in China 

 

A substantial body of literature defines an effective product launch as 

systematical approaches that based on behavioral routines and available knowledge 

resources (Tyre et al., 1995). Henry Fong describes that Yodo1 becomes as a full 

service publisher for foreign game developers, who are equipped with local 

knowledge and a deep understanding of the Chinese culture and consumer behavior 

to adapting game mechanics and design elements to be more appealing to Chinese 

gamers. Through using strong industry background experience to meeting local 

licensing requirements, creating additional monetization mechanics such as in-game 

purchases, integration with China ad networks and payment gateways, as well as 

protecting the IP rights of theirs titles in the China market (Preston and Smith, 

2005). 

As Kaufman et al., (2006) and Liang & Parkhle, (1997) are proposing, 

Yodo1 have a team who are continuously evaluating characteristics for the foreign 

high-quality games to verify whether the game is valuable in China market. 

Moreover they are doing all sorts of compatibility testing. While a new game is 

launched into market, the team follow up on the results of downloads and game 

feedback by the players, to determine whether they should modify game content, 

and insisted on releasing new content.  

In response to the launch strategy of Calantone and Montoya (1994) and 

Ottum (1996), Yodo1 invests a lot of time, resources and effort before the game is 

launched and efficiently customizes game content for purpose of maximum appeal 

and revenue potential. Henry Fong indicated that the launch timing has been planed 

into Yodo1’s product launch strategy also. They have launched the games with a 
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festival special version and release to the market right before the major Chinese 

festival (Ottum , 1996).   

 

6.4.1.1 Internal directed Strategy factors of Yodo1 

 

According to Henry Fong, Yodo1’s competitiveness can be manifested in a 

number of marketing activity: including combines mobile game industry 

background with its deep experience to helping and optimizing the game for 

free-to-play and to designing the virtual mechanics to increase discovery (Cooper, 

1979a, 1983; Calantone and Di Benedetto, 1988; Cooper and Kleinschmidt, 1987; 

Song and Parry, 1994, 1996, 1997a, b). Previous researchers viewed strategy 

orientation as a rooted value and beliefs in a company generating behaviors. In 

response to statement of Zhou, Yim, Tse (2005), the firm is able to quickly adapting 

game mechanics to be more appealing to Chinese gamers. Henry Fong indicates the 

main reason for that is the team with more than a decade of experience in bringing 

western startups and technology companies into the Chinese market and a native 

understanding of western tech culture by focusing on app store distribution, social 

network distribution, payments and advertising. In the light of Crawford (1997), to 

implement the marketing activities specific to mobile game publish, Yodo1 

modifies the graphics, virtual goods and music for local Chinese tastes and they are 

doing all sorts of compatibility testing, to increase better performance of product 

launch. Along with the findings by Baker and Sinkula, (2007); Li et al., (2010); 

Narver and Slater, (1990), Henry Fong emphasized that Yodo1 is working in 

associated with the game developers to invest the right resources to find the way 

that Chinese gamers prefer to play. The firm works as market entry specialist that 

aims at delivering smash hit games through more than three hundreds Chinese app 

stores, which create superior values for its customers and eventually to generate 

more profit (Deshpande et al., 1993). 

The source code enable them reengineer game mechanics and change 

storyline that has seen one important antecedent to carry out game launch activities 

(Cooper, 1979a, b, 1983; Cooper and Kleinschmidt, 1987; Calantone and Di 

Benedetto, 1988). Henry Fong agrees the theory of Calantone and Montoya-Weiss, 
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(1994); Crawford, (1997) of good design and engineering, R&D, and manufacturing 

are really important and must be supported sufficiently. The firm considers the 

relevance of game theme and whether it can be presented in a way that generates 

full immersion into the storyline while they reengineer the mobile game. In order to 

commit to launch activity, the firm is doing the tone of game story, background, the 

whole use of Chinese slang by consideration of the relevance of culture. Also, 

Yodo1 provide “fairly deep culturalization” in game mechanics.  

According to the theory, cross-functional team including managers from 

R&D, marketing, and manufacturing (Dyer, 1996; Griffin, 1992; Gupta, Raj and 

Wilemon, 1986; Gupta and Wilemon, 1988). Yodo1 has a team with multi-national 

background, which combines with deep experience to helping and optimizing the 

game for free-to-play and to designing the virtual mechanics to increase discovery. 

Henry Fong agreed with the perspective of many scholars (Griffin and Hauser, 1992, 

1993; Norton, Parry, and Song, 1994; Song and Parry, 1996; Ruekert and Walker, 

1987a,b; Ayers, Dahlstrom and Skinner, 1997; Swink, 2002) that the importance of 

an effective cross-functional teaming has successfully been used to reduce time 

needed to launch high quality products and greater financial success.  

 

6.4.1.2 External directed factors of Yodo1 

 

The market research is playing a dominant role in the process of the product 

launch to gain a deep understanding of the demands of customers (Rothwell, 1972). 

Di Benedetto (1999) puts more emphasis on effective market testing and research 

that are critical in eliciting information regarding customers. Henry Fong has 

mentioned in the interview that the firm conducts efficiently market research and 

testing for the purpose of maximum Chinese customers’ appeals and revenue profits 

(Hultink et al., 1997; Hultink and Robben, 1999; Hultink et al., 1997).   

Robben (1999) believes better marketing information that also allows the 

firm to make better tactical launch decisions. It is important to note that the success 

of mobile game launch within Yodo1 can partly be attributed to company’s careful 

attention to the needs of Chinese smartphone gamers through customizing storyline 
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and dialects of the Chinese language. Meanwhile, Yodo1 released game with 

festival version through themed graphics also bring positive performance in game 

launch success. A few empirical studies show that launching time as a critical 

variable that determining ultimate product success Cooper and Kleinschmidt, 1990; 

Zirger and Maidique, 1990; Lilien and Yoon, 1990; Parry and Song, 1994; 

Guiltinan, 1999. When looking at program of Yodo1, the firm has launched a game 

with festival special version and release to the market right before the major 

Chinese festival.   

According to the previous theory see the understanding and the demand of 

customers and the marketing efforts have playing a critical role in product success 

(Rothwell 1972; Di Benedetto, 1999; Hultink et al., 1997; Hultink and Robben, 

1999). One of the determined factors of Yodo1 Henry Fong has concluded that they 

really have to be a local Chinese gamer in order to appreciate the nuances when 

they launch a new game into the market. Furthermore, they spend a lot of time 

working on storyline and theme and reengineer game mechanics to become more 

appealing for the China market. 

According to the theory of Garcia, Bardhi, and Friedrich, (2007), Kalish, 

(1985), Henry Fong shares the perspective of marketing mix element as important 

role as them, which are related to the performance of new product launch. In order 

to improve the likelihood of product launch success, Yodo1 carry out a full service 

launch in a number ways: added new game role and scenario in the context of 

Chinese myth; deliver games to more than 300 distribution channels; 

cross-promotions and social networking promotion through KTplay community, 

pricing and set provide monetization in China. As Henry Fong referred in the 

interview, Since a new game is launched into market, Yodo1 still follow up on the 

results of downloads and game feedback to determine whether they should modify 

game content (Crawford, Merle and Tellis, 1981). With regard to marketing testing 

and research, Henry Fong agreed with strategy of Di Benedetto (1999), Yodo1 are 

doing all kinds of testing and research for the marketing activities to obtain 

information and earning potential regarding customers. 
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6.4.2 Business Model 

Yodo1 creates a unique value proposition to the game users by integrating 

various Chinese aesthetic modifications, which fully supports their main business of 

providing smash hit indie games in China and follows the strategy of Morris et al., 

(2005) of business model builds on value creation for the customer. To launch 

mobile games in China, Yodo1 is adapting game mechanics and designing elements 

to be more appealing to Chinese gamers through more than 3 hundreds Chinese app 

stores (Osterwalder and Pigneur, 2010) to reach game players. To make the games 

more appealing to Chinese gamers, which is seem to be one important value 

proposition for Yodo1, Chesbrough, (2006); Zott & Amit, (2008) view the value 

proposition as the core element of customer and company interaction. For game 

developers, Yodo1 “one-stop-shop” value added includes offering everything from 

localization to SDK integration as part of a one-stop solution to get into the Chinese 

market. 

The firm’s resource is principally based on a full experienced team who are 

equipped for local knowledge and experience and a deep understanding of the 

Chinese culture and consumer behavior (Osterwalder and Pigneur, 2010). And close 

to 80% employees focus on game production that seen to be the key resource makes 

up its business model (Osterwalder and Pigneur, 2010). By using IPRs (Intellectual 

property rights) legal advisor Yood1 protects their games from piracy and delivers 

its value proposition. According to the theory, Afuah and Tucci (2003) further 

proposed that if a firm with unique capability that allows the firm to offer the value 

better than other firms and that makes them difficult to imitate. Look at Yodo1, the 

firm is capable of doing “fairly deep culturalization” for game mechanics and 

designs audiovisuals that hold common appeal across a wide range of cultures, 

which makes them to become very unique mobile game company with offering the 

better value (Afuah and Tucci, 2003). The firm also is doing cross-promotions and 

social networking promotion through a mobile social network platform KTplay 

community as one value-added service for Yodo1. 

Yodo1 has a multi-national background and a native understanding of 

western tech culture to helping and optimizing the game and to designing the virtual 

mechanics to increase game discovery. The Chinese audience has been consideredas 
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the core of Yodo1’ business model directly related with the value proposition 

(Osterwalder & Pigneur, 2011; Lindon et al., 2010). Yodo1 delivers for their 

customer by more than 300 app Chinese app stores, which is considered as the main 

way a firm “goes to market” and how it actually “reaches” its customers (Hamel, 

2000). At the same time, the firm makes the right products available at the right 

place at the right time to the right people (Pitt, Berthon et al., 1999). 

Yodo1 creates virtual currency system in the game that brings effective 

game revenue. Previous researchers (Osterwalder, et al., 2005) outline the revenue 

generation model is that the firm generates maximum revenues from its value 

proposition. Regarding to Yodo1’s revenue profits, the firm makes money from 

virtual items and in-game advertising. Another approach of generating revenue for 

Yodo1 is that provide the advertising platform for third-party games on the inside of 

theirs games 

 

6.5 Cross-case analysis  

Throughout the literature reviews and empirical findings, Table 4 offers the 

key findings and valuable perspectives of Tencent, iDreamSky, MyGamez and 

Yodo1. The first two columns are consistent with the constructs being relevant to 

the theoretical framework; the last four columns are outlining the selected 

companies with theirs comparisons and similarities. 

 

Theory Tencent  iDreamSky MyGamez Yodo1 

Critical 
success 

factor of 
New 

product 
launch 

Internal 

-Core 
technology 
-Well 
optimizing 
firm-based 
resource 
-Previous 
experience 
-50%R&D  

-Game IP 
source code 
-Outsourcin
g 
experience 
-40% R&D 
-Technical 
skill 
-Encryption 
technology 
  

-20% best 
games 
-Manageme
nt 
-Own SDK 
payment 
technology 
-Strong 
relationship 
with 
software 
and long 
experience  

-Knowled
ge 
Experienc
e 
-Strong 
team 
ability 
-Broad 
distributio
n 
-Source 
code 
-Deep 
culturaliz
ation 
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-Team 
backgrou
nd 
-80%R&
D 

External 

-Marketing 
research 
and testing 
-Integrate 
with social 
app 
-Various 
payments 
  

-Localizatio
n 
-Customer 
Service 
-Cross-pro
motion 
-Different 
app store 
with 
different 
version 
  

-Localizatio
n 
-Channel 
promotion 
-Payment 
SDK 
integration 
-Marketing 
research 
and testing 
  

-Market 
research 
and 
testing 
-Sufficien
t market 
info 
-Launch 
time 
-KT play 
(social 
features) 
-Culture 
adaption 
  

Business 
model 

Value 
Creation 

-Two 
biggest 
social 
communicat
ion apps 
- 10 years 
PC game 
technic and 
market 
experience  

- Game IP 
Source code 
-5 million 
registered 
user bases 
--Outsourci
ng 
experience  
-Technical 
components 
  

-Value-adde
d handset 
business 
-Strong 
network 
relationship 
with 
Finnish 
software 
industry  
- payment 
SDK 
technology  

-Deep 
understan
d of 
Chinese 
culture 
and 
consumer 
behavior 
-Quickly 
adapting 
game 
machines 
  

Value 
proposit

ion 

- Bring 
together 
messaging, 
social 
communicat
ion and 
good games 
all within 
on 
easy-to-use 
app  
 

- Bring 
worldwide 
hit games to 
deliver fun 
and 
engaging 
mobile 
games  
 

-20% best 
games 
-Bring 
original 
gameplay 
and fun 
 

-Deliver 
smash hit 
game 
-One-stop
-shop 
value 
added 
service 
-In-game 
communit
y  

Value 
delivera

nce 

-Social 
communicat
ion platform 
WeChat，

-In-game 
cross 
promotion 
-iDreamSky 
Game 

-300 million 
Chinese 
mobile 
gamers 
-Preload 

-More 
than 300 
App 
Channel 
-KT play 
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Table 4: Findings through the cross-case analysis 

 

Through the analysis of four selected mobile game companies that used for 

this study with which along with the purpose of the study is to find out the key 

success factors behind mobile game success in China and how they have conducted 

their business models and marketing strategies. The companies carry out different 

four strategic and tactic decision to launch theirs new games in the China market 

and those various launch strategies led them to those results. Look at Table 4, it can 

clearly be seen that Tencent, iDreamSky, MyGamez and Yodo1 are all mainly 

focusing on causal games when they launch games in China market. The companies 

conduct different new launch approaches to commit to the market, Tencent is 

focusing on self-technology by integrating mobile games with additional social app 

service, iDreamSky is partnering with western developers to localize games for the 

Chinese market. As a mobile game publisher MyGamez is specialized in sourcing 

and releasing high quality of western mobile games into Chinese market. Yodo1 

becomes mobile publisher and co-developer of smash hit indie games in China. 

Their launch strategies strongly stimulate a new product or service into the China 

mobile game market. (Preston and Smith, 2005).  

According to the theory, Calantone and Montoya-Weiss, (1994); Crawford, 

(1997) perceive R&D and manufacturing must be supported sufficiently when 

implementing the product launch. As seen in the cross-case analysis in terms of 

internal factors, three of the companies Tencent, iDreanSky and Yodo1 are strongly 

Mobile QQ 
-Android 
App store 
and My 
App  
 

Center               
www.uu.cc                 
-Most of 
third-party 
app 
channels 
 

-Top 
Android 
store app 

social 
networkin
g platform 
  

Finance 

-Virtual 
item 
-Advertisin
g and other 
optional 
features on 
the mobile 
side 

-Virtual 
item  
-In-game 
ads 
-Merchandi
se   

- Virtual 
item 

Virtual 
item and 
in-game 
ads  
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focusing on R&D and technology utilization. MyGamez offers own payment SDK 

with its technology. Further, Calantone and Di Benedetto (1988); Calantone, 

Montoya-Weiss, Mitzi (1994); Cooper, (1979); Cooper, (1993); Hultink et al, (1997) 

and Montoya (1994) perceive technical skills and resource that are significantly 

related to greater new product success. Tencent Games lays great stress on 

developing and innovating mobile games by utilizing technical issues. As it turns 

out in the case of iDreamsky, the firm owns the game source code that allows them 

fully take control of game developments with well optimizing firm-base resource to 

develop and make best games to the market. In the same way, Yodo1 is keen on 

working with the developers to invest the right resources, which led them modify 

the graphics, virtual goods and music for local Chinese tastes. Yodo1 does a deep 

dive into the localization process, particularly provides “fairly deep culturalization” 

in game mechanics. MyGamez is working with own payment SDK, which minimize 

the game developers’ workload and time-to-market in China.  

As explained from Cooper, (1979a, b, 1983); Cooper and Kleinschmidt, 

(1987); Calantone and Di Benedetto, (1988), that firm resources and skills are 

generally found to be important antecedent to proficient execution of strategic 

launch activities. For the game development of Tencent, the management has more 

than 10 years experience in developing PC games and now is transferring the 

importance of previous knowledge to the mobile game business. According to 

Co-founder Jeff of iDreamSky was started as an outsourcing developer, due to its 

background, the firm is full of technological components. In order to improve game 

quality, iDreamsky devotes a large amount of time and technical skills and resource 

to launch game optimization and localization, such as works out bandwidth 

compression, unity data size compression. For the mobile game business of 

MyGamez, the CEO Mikael Leinone has implemented the importance of his 

previous experience and strong relationship with Finnish software industry. Yodo1 

has a multi-background team who is quickly adapt game machines to Chinese 

culture.  

The development of the marketing mix (e.g., Hultink et al., 2000) as 

externally directed launch decisions that critically determine the success of market 

launch (Di Benedetto, 1999); (Hultink, Griffin, Robben, and Hart, 1998); (Hultink 
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et al., 2000); (Langerak et al., 2004). All of the four companies design game 

contents to a certain extent that adapting games to be more appealing to Chinese 

gamers. Tecent designs game graphic and balance, such as language translation and 

proper Chinese characters adding. The firm successfully used their social app 

WeChat and Mobile QQ and improved their product launch and success to the 

China market. Another external important effect,  

As it turns out in the case of iDreamSky, external directed factors 

successfully influence product launch in China. The firm is doing localization for 

adding Chinese language and cultural element. Apart from those things, iDreamSky 

is doing a third level of localization that is “technical localization”. From point view 

of Mikael Leinonen, MyGamez is doing the game translation and possible cultural 

references within the game. It can see Yodo1 is quite similar as iDreamSky. The 

firm is adapting game mechanics and design elements to be more appealing to 

Chinese gamers, meeting local licensing requirements, creating additional 

monetization mechanics such as in-game purchases, integration with China ad 

networks and payment gateways.  

In the definitions of Amit and Zott (2001), Osterwalder and Pigneur (2010) 

and Shafer, et al. (2005), Chesbrough (2007) define a business based on its unique 

value proposition. Tencent, iDreamSky, MyGamez and Yodo1 all offer quite 

similar value propositions to the Chinese mobile game market through bring 

high-quality and enjoyable mobile games they offer to game players. By integrating 

the mobile games into social communication app with additional day-to-day 

operational support and cloud-based hosted service Tencent’s value proposition is 

seen to be very attractive to the customers as the mobile games with excellent 

localization and optimization, which is considered as the main interaction between 

customers and company Chesbrough, (2006); Zott & Amit, 2008). With regard to 

the revenue of business model, the mainstream of Chinese mobile game company is 

based on virtual items to generate profits, instead of paying for downloading.  
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7. Conclusion 

The last chapter concludes and summarizes major contributions of 

significant studies and articles to the body of knowledge under review, maintaining 

the focus established in the introduction. 

7.1 Research questions 

The main research question is: 

“What are the key success factors making a mobile game to become a big 

success in China?” 

The two sub-questions are:   

l What is the “business model” game developers use in China?  

l What marketing strategy do game makers use to succeed in China? 

 

The purpose of this research is to explore the key success factors behind 

mobile games and how game developers and marketers use the business model and 

marketing strategy that bring them into and help them succeed in the China market. 

Through the analysis of literature reviews and empirical findings from collected 

data, the results conclude the internal directed factors of the success of game launch 

such as: sufficient market knowledge and experience of Chinese mobile game 

industry; strong team ability with R&D technical skills; firm resource of source 

code and game IP. Meanwhile the author has observed that there is one more 

value-added service for a mobile game company to increase the success of mobile 

game launch, the firm can integrate games with social features where the game 

users are able to share scores and video with its social friends. Such as the use of 

WeChat and Mobile QQ social platform, where brings hundred of million actives 

and downloads to game developers. Besides, there are also a few external aspects 

include: game localization; propel game culturalization; wide distribution channel 

launch and cross-promotion activity, various payment solutions. Furthermore, 

launching time and marketing testing also must be planed before mobile game is 

listed into market.  
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Technical skill and firm resource 

It has been shown that the technical skill and resource is the most important 

factor to succeed in the China mobile game market. In the case of the four 

companies: Tencent Games, iDreamSky, MyGamez and Yodo1, all of them get 

benefits from their strong technical skills and resources when they launching the 

games in the China market. In the case of iDreamSky and Yodo1, the game source 

code has brought a large of benefits and profits to them, the companies can redesign 

game content without asking game developers to change game content. Moreover, 

as the co-founder of iDreamSky Jeff Lyndon, the firm is principally focusing on 

technical localization to providing mobile games with small game file size or less 

bandwidth to fulfilling the current Chinese mobile game environment. Look at 

Tencent Gamez, the firm is fully utilizing social features to succeed in launching 

mobile games in China and emphasizing on well optimizing firm-base resource to 

develop and make best games to the market. 

 

Integrate with social features 

Looking at the analysis of this project, it can seen that the importance of 

integrating social features with mobile game in the China market. As mentioned in 

the empirical data, Tencent has put games directly push to user that helps them 

obtains over number to billion-meter day active users. Such iDreamSky offers 

special editions for each app store on the basis of channel characteristics, the 

Co-founder of iDreamSky has emphasized the firm makes sure the games have 

those social features that the app stores audience wants, so can make game users are 

more willing to spend in our games. When distributing games through that app store, 

the firm makes sure the games have those social features that the app stores 

audience wants, so can make game users are more willing to spend in our games. 

Yodo1 is doing cross-promotions and social networking promotion through KTplay 

community where has an in-game community, friend lists, an entire social graph, 

and a place where game users can compete with each other on leaderboards. 
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Abroad channel collaboration 

All of the four companies have chosen worked with a number of channel 

apps to cover the range of the Chinese market, as a result the current Chinese 

mobile market is quite fragmented. In one hand, by collaborating with various app 

Channel the firm is able to protecting theirs games from piracy, which these four 

companies have proven many times. On the other hand, the case of iDreamSky has 

shown that each app store serves different audiences and has their own 

characteristics. In order to cover the whole range of Chinese mobile market,  

 

Game localization and monetization 

According to the response from interviewees of MyGamez, iDreamSky and 

Yodo1 found that game content localization, which are essential externally director 

for the game success for mobile game developers/publishers. All of them have made 

different level game localization in the field of its content. With the exception of 

basic game localization, iDreamSky also offering “technical localization”. Yodo1 

even modifies storyline and theme and helping the games culturalize that for 

Chinese gamers and works for game sound and visuals to become Chinese slang. 

Likewise, MyGamez made a game with features a selection of eight cars and seven 

levels, and racing background, which takes place in famous Chinese scenic spots 

such like the Great Wall, Shanghai trade center and the Yellow Mountains. The 

game localization ranges from graphic change, story change, to technical 

re-building or even localizes local social features. Meanwhile, as concluded from 

empirical finding from four interviewees,  

 

Marketing research 

In the field of market research, which has been considered as the critical 

factors in product launch process (Hultink et al., 1997; Hultink & Robben, 1999). 

Four interviewee of Tencent, iDreamSky, MyGamez and Yodo1 confirm the firms 

carry out marketing research and game evaluation before the firm start to launch 

mobile game, in order to aware of local acceptance of their products to further 

undergo modification.  
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Business model  

 

 
 

 

 

 

Figure 5: Chinese mobile game market business model (Osterwalder and Pigneur, 
2010) 

The findings of business model regarding the Chinese mobile game market 

have been presented in Figure 5. The value proposition is to deliver high-quality 

mobile games with local market appealing and integrate games into social 

communication platform as an innovated way to connect, communicate and share 

with game users. From the finding, creating the value process is based on 

technology skills, firm resource, management skills and team background and 

previous experience.  

Through collaborating with a wide range of distribution and participating in 

doing different in game cross-promotion，the way firms go about delivering value 

via a large number of Chinese app channels, in game cross-promotion and pre-load 

and/or pre-installation with local handset manufactures to the end game users. With 

Value proposition                          
Deliver high quality mobile 

games                             
Integrate with social  

communcation platform in One-
stop-shop 

Value creation                                                   
Technology skills                              

Firm resource                              
Management skills                    

Team backgroud/experience 

Value deliverance                      
Cross promotion                          

Pre-load/installation                        
Wide app channel          

Revenue model                               
Game virtual item                                 
In-game adversting                                 

If owns game IP, selling game 
merchandise 

Business Model 

Tencent iDreamSk
y 

MyGamez Yodo1 



92	   	  
	   	  

	  

regard to the revenue model, the Chinese mobile game revenue is mainly composed 

of game virtual item, in-game advertising purchase.  

 

 

6.2 Implication  

In order for mobile games improve the chance of launch success in China, 

the companies will need carry out effective launch strategy, this study shows that 

internally directed strategic factor and externally directed tactic factor as two main 

factors strongly influence new mobile games launch in China market. As a mobile 

game publisher, it is essential for them to cooperate with a large amount of local app 

distribution channels and effectively adopt in-game cross promotion activity, which 

has been seen to be one significant approach to access launch success in China 

market. In the field of business model, it is considered crucial to for game 

developers to localize and monetize the mobile games with local points in Chinese 

market to meet various local requirements. The revenue model of mobile games is 

made up of virtual item purchase and in-game advertising. While launch mobile 

games in the China market, delivering high-quality mobile games and integrates 

into social communication platform, will be important for the level of new game 

launch success. Technical skill and firm resource should be one more valuable asset 

for the mobile game companies.  

 

6.3 Further research 

 

The fact that this research is a starting point in the field of the key success 

factors of mobile game launch in China market. In this paper, I have developed the 

literatures of a newly launched game and applied them into the Chinese mobile 

game field according to the way of business model and marketing strategy. 

Therefore, I hope that the current study will inspire scholars to study forward with 

visible knowledge about mobile games and specific to development process and 

innovation in China market. Regarding to the future research, it will probably more 

specific and robust to conduct quantitative research approach to deeply investigate 
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how is the characteristics of successful mobile game and through using quantitative 

research methods, which can obtain a more large number of findings as well as 

combination/comparison of research methods. At the same time to more how the 

management and team play a role in the process of launching mobile games and 

how the dynamics of the market influence on the mobile game launch success. 

The author believes this kind of research will enable game producers to 

establish a systematic and organized strategy and aid them in their development 

toward improved, more technologically sophisticated games for further competitive 

advantage. 
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9. Appendix 
 

9.1 Semi-structured interview guide in English 

Part One: General Questions 
 
1. How old are you? Are you male or female? Are you a mobile game publisher/or 

mobile game developer/or in both?   

2. How many years have you worked in this company? 

3. How many years working experience do you have in the mobile game industry?  

4. What does your company specialize in? How does your company differentiate 

from other competitors? 

5. How do you describe your business you are in? How do you think this business 

is different in China and other part of world? 

 

Part Two: Questions about game success in the Chinese mobile game market. 
 
1. What is the working process in your company when you work with Chinese 

mobile game?  

2. Can you define value-added in the game you are developed? Do your idea are of 

value-added correspond those of customers are value added? 

3. How do you communicate with your game users?  

4. Do you do any market research before you publish your game? 

5. What kind of services have you done before you published the game?  

6. How does your monetization model look like? 

7. What segment and country do you earn most money from your game? 

8. Is every game that you launch into the Chinese market need to translate the 

context into Mandarin Chinese? 

9. Are you making any difference adaptions of monetization model for Chinese 

market? 

10. How much the game do you change when you launched the game in Chinese 

market?  

11. How do you attract Chinese customers? 

12. How do you increase game download numbers?   

13. How do you increase ARPU? 

14. What is your marketing strategy in Chinese market?  
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15. Do you use any social media platform to promote your game? 

16. How you tackle with two largest platforms in China when you launch a game? 

What marketing strategy do you use in Android and iOS platform 

respectively？ 

17. As we know, there are a number of multiple players in the Chinese mobile game 

market, what are the elements of the mobile game ecosystem that are important 

for a new game to become successful?  

18. How to maintain relationship with your partner? 

19. How you deal with piracy? 

20. Regarding to marketing tools, the usual platform such as Facebook and Twitter 

are not available in China, so where do you any marketing promotion or 

advertising? 

 

Thanks for your time! 

 

9.2 Semi-structured interview guide in Chinese 

第一部分：基本问题  

1. 请问你的年龄是多大？性别？ 

以及你是游戏发行商还是游戏开发商或者两者都是？(如果是游戏发行商的身

份，第二部分的第二题可以不用回答)。    

2.你在这家公司从业多少年？ 

3. 你在手游行业从业多少年？ 

4.你们公司主营的是什么？与其他的同行业竞争者区别或者优势在哪里？ 

5.能否形容下你所涉及的商务运作是什么样子的？（例如是怎么发行游戏的或

者如何进行游戏商务运作等）并且你认为你所参与的有机游戏商务运作与其他

国家有什么不同？（就好比中国是怎么进行手机游戏发行的，与你所知道国外

的操作有什么不同之处） 

 

第二部分：关于手机游戏在中国手游市场成功因素的问题。 
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1. 在你参与手机游戏的商务中，你们公司的操作流程是什么？（也就是对于

手机游戏上线的公司操作流程） 

 

2. 可以说一下在你们所开发的手机游戏中提供了什么附加价值吗？（例如提

供了好听的音乐给玩家/又或是提供了良好的游戏画质/简单的游戏操作） 

 

 

3. 在你们的游戏中，是否有与玩家交流的平台？是如何与玩家进行交流得到

他们的游戏反馈以及体验反馈？ 

 

4.在你们发行一款游戏之前，你们有做什么市场调查吗？ 

 

5. 请问是什么样子的市场调查？ 

6. 你们的计费点设计是如何的？（内置计费点还是消费购买下载游戏，可否

具体回答本题） 

7. 你们游戏最大获利的来自于哪部分市场以及哪个年龄段的玩家？ 

8. 是不是所有你们发行的游戏都进行翻译的工作？需要翻译成中文简体？ 

 

9. 是否在中国市场做了相应的计费点模式调整？如果是，请问是如何进行调整

的？ 

10. 在你们发行的游戏之前，你们有没有做相应的游戏内容调整去迎合中国市

场及玩家的需求？ 

 

11. 如何让你们的游戏吸引中国玩家？ 

12. 你们是如何增加游戏下载量？ 

13. 你们是如何提高 ARPU（每用户平均收入）? 

14. 什么是你们在中国市场的市场计划及战略？ 

15. 有没有使用任何社交媒体去推广你们的游戏？ 

16. 当你们发行游戏时，你们是如何处理中国最大的两个游戏平？对于两大平

台安卓和苹果商店，你们公司各自使用的市场战略是什么？ 
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17. 在中国手游市场存在许许多多的竞争者及同行， 你认为是什么因素让一款

新游戏变得成功？ 

18. 你们是如何维持与你们合作渠道/游戏开发商的关系？ 

19. 如何处理盗版问题？ 

20. 关于市场推广，Facebook和Twitter都无法在中国大陆使用，那请问你们是

如何推广做广告的？ 

Thanks for your time!  

非常感谢你的时间，帮助我完成论文的调查，请一定放心，不会做任何商业发

表用途。谢谢！ 
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