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Why? 
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Flow 
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Think Flow Cash 
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Once upon a time… 
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Many people played it… 
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Luckily, there were some little helpers, called boosters, 
that could give players a hand  
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Until one day… 

One day the sweet family of boosters got bigger 
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In-game Post-game 
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Luckily, there were some little helpers, called boosters, 
that could give players a hand  
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WRONG! 
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Why do people buy? 
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Who needs a theory? 
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Current consumer 
behavior models are 
concerned with these 
purchases… 
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FutureState−PresentState
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ΔState = (FutureState−PresentState)
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Intrinsic Perceived Value 
(IPV) 
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IPV ∝ΔState = (FutureState−PresentState)
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IPV ∝ 1
Price
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IPV ∝ 1
Risk
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IPV =
FutureState−PresentState

Price ⋅Risk
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Buyer’s Disposition 
(BD) 
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BuyerPurchaseDisposition = f (ObjectiveFactors,SubjectiveFactors)
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Subjective Objective 

Brand / industry perception Available money 

Physical / mental state Available means of payment 

Peer pressure Available time 

Self-worth Recent purchase experiences 

Gratification need Personal history 

Beliefs & values Amount of friends 

Aspirations Type of friends 
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Offer Added Value 
(OAV) 

OUT 
NOW! 



© King.com Ltd 2015 – Commercially confidential 

OfferAddedValue = f (ObjectiveFactors,SubjectiveFactors)
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Subjective Objective 

Surprise Discount 

Timeliness Time-limit 

Fairness Special conditions 

Uncertainty Visual presentation 

Agency Novelty 

Consistency Accessibility 

Transparency Repetition 

Visual gratification Information 
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•  Item’s intrinsic purchase value (IPV) 

•  Buyer disposition (BD) 

•  Offer added value (OAD) 
 

 

So…Why do people buy? 

Purchase Probability 
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IPV BD OAV 

PurchaseProbability∝ IPV ·BD·OAV
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In-game Post-game 

Vs. 
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vs. 

IPV =
FutureState−PresentState

Price ⋅Risk

Intrinsic Purchase Value 
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vs. 

Buyer Disposition 
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Offer Added Value 
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Objective 

Discount 

Time-limit 

Special conditions 

Visual presentation 

Novelty 

Accessibility 

Repetition 

Information 



© King.com Ltd 2015 – Commercially confidential 

Objective 

Discount 

Time-limit 

Special conditions 

Visual presentation 

Novelty 

Accessibility 

Repetition 

Information 



© King.com Ltd 2015 – Commercially confidential 

Subjective Objective 

Timeliness Special conditions 

Visual gratification Visual presentation 

Transparency Information 
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Subjective Objective 

Timeliness Special conditions 
Visual gratification Visual presentation 

Transparency Information 
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Start level +5 Moves 
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Play level 
No more 
moves 

+5 Moves 
Offer 

End level 
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IPV =
FutureState−PresentState

Price ⋅Risk

Intrinsic Purchase Value 

Vs. 
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Vs. 

Buyer Disposition 
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Vs. 

Offer Added Value 
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Vs. 

Offer Added Value 
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Offer Flows 

Play level 
No more 
moves 
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End level 
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Offer Flows 

Play 
session 

No more 
lives 

+5 Lives 
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End 
session 
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There’s a pattern! 

Similar product Different offer flow 

Different product Similar offer flow 

Different 
performance 

Similar 
performance 

Vs. 
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Think Flow Cash! 
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Now, you 
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