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c The math is always the same
e Rule 1: Focus on the engagement cliff
e Rule 2: Embrace your app’s multiple-personality disorder

0 Rule 3: Sell umbrellas where and when it rains



c The math is always the same



Making money on
apps IS harder than Color Bomb Limited $0.99 v
games DI iceicy G

e Paying for games is generally more
accepted P> Google play

e Games monetization mechanics are
more flexible

e In game purchasable content is almost
infinite




But the math is
always the same CPI <= LTV

e Freemium is the dominant model where

LTV = f(Retention,

competition for store visibility Engagement,
Monetization)

e Apps and Games face increasing

e As aresult the average CPl is rising

e Retention and engagement drive
conversion



Retention is king
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Frequency drives retention
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Retention in Google Analytics

W% Google Analytics premium ~ Home  Reporting  Customization  Admin
O Al Sessions + Add Segment
Cohort Analysis
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e Rule 1: Focus on the engagement cliff



Days 1—7 are most critical
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Pixelberry

“By the time the users finish

our tutorial we are hoping that
they are already caught up in the
lives of these characters”



http://www.youtube.com/watch?v=NkcT-Wxv6gE

Playdots levels
the playing fields

e It's not only about the tutorial

e Two Dots looked at each level and
measured Lapse rate and Revenue per
Player.

Revenue per player

e By rebalancing the difficulty of every level
below the red line Two Dots obtained Lapse rate
better retention and ARPPU



Rule 1: Climb the
engagement cliff

e Find features that create value without much
engagement from the user and put them upfront.

e Define activation moments that are gradually more
invested. If possible expose them to users m ;
gradually.

e Carefully manage appearance of paywalls in the
first few sessions.




Flow reports in Google Analytics

1st Screen 2nd Screen 3rd Screen
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OkCupid taking it S

step-by-step

e OkCupid redesigned the onboarding
experience by breaking it in steps

e Every step is easy, enjoyable and skippable

e Evenif one of the tasks is not completed the
app can be experienced

e Positive feedback is provided to the user as
they move through the flow




okc OkCupid before the redesign

#

< Flysquirrel : { Flysquirrel : { Flysquirrel

About Questions About Questions

< Questions
Do you like jazz?

RESPONSE YOU THEM

Yes, in fact it's my favorite.

Yes, but | like other music as
well or more.

Let’s get started Let's get started Let’s get started

It's okay, but I'm really not
that into it.

You're more than a pretty face. Upload a photo. Actually, upload a We use your answers to improve the
Let everyone know it bunch—everyone loves photos. matches you'll see around the site.

Tell us about yourself Upload a photo Answer match questions

No, not at all.

IMPORTANCE

DETAILS

Actions to complete are presented in a series Task require relevant level of
of modal windows with no clear sequencing. commitment and engagement




okc OkCupid after the redesign

skip

= Browse Matches Filter

load a Photo

U off until SEARCH NEARBY

Answer 5 questions
to calculate better
matches

Swipe right
to answer

Start by liking 5 matches!
Double tap a photo to like someone.

10f5 '

Does music
have a big
influence on

your life? NYCquri212

Easy and fun yes or no questions. Upload photos. No other Full in app experience with
No other options available. Skippable. options available. Skippable. reminders for further actions.

LESS ENGAGEMENT .......................................................... MORE ENGAGEMENT




e Rule 2: Embrace your app’s multiple-personality disorder



Not every install is made equal
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Space Ape predicts
the future

e User segmentation based on predictive
LTV and spend pattern calculated on first
7 days behavior

e Targets different segments with
customized offers

up to 2X

better
conversion




@ Space Ape dynamic targeted offers
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Rule 2: embrace
your app’s multiple-
personality disorder

e Different types of users engage with your
app. They will have a different value
perception and inclination to purchase.

e By identifying different segments based
on user behavior, you can tailor the
experience and the IAP offers for each

group.




User segments in Google Analytics

All Sessions

Highly Engaged

Demographics Conditions Segment Visibility

Segment is visible in any view.
Technology
Conditions
Behavior

Session Duration > 500
Filter Sessions Include

Date of First Session Session Duration > 500 OR | AND

Traffic Sources

+ Add Filter

o 4E+47 OPTIONS!

El

Ecommerce

Advanced

Conditions

Sequences

Cancel Preview Test




User segments in Google Analytics

O All Sessions

+ Add Segment

Segment Name

Demographics

Technology

Behavior

Date of First Session

Traffic Sources

Ecommerce
Advanced

Conditions

Sequences

“ Cancel Preview

Behavior
Segment your users by how often they visit and conduct transactions.

Sessions = -
Days Since Last Session =)
Transactions peruser ¥ = «
Session Duration peruser ¥ = w

Segment is visible in any View Change

Summary

100.00%

of users

Users

Sessions

100.00% of sessions

No Filters




User segments in Google Analytics

- Jul 1, 2014- Jul 29, 2014 -
Customize Email Export » Addto Dashboard Shortcut This report is based on 73,049 sessions (100% of sessions). Learn more Slower response, greater precision -
Highly Engaged Less Engaged
94.27% " 5.86%
Explorer
Revenue ~ VS. Selecta metic Day Week Month @ af .8
® R (Highly ) ® R (Less Engaged)
$20.00
$10.00
.-’—-'&_ - e R i — e —— S i — — Y
Jul8 & ¥ wits i 2 Jul 22 Jul29
anary Dimension: Transaction ID
Secondary dimension = ? advanced | B
Transaction ID Revenue & Tax Shipping Quantity ~
Highly Engaged $388.90 $70.03 $0.00 2994
% of Total: 94.27% (§412.54) % of Total: 94.27% (§74.29) % of Total: 0.00% ($0.00) % of Tolal: 93.87% (3186)
Less Engaged $23.64 $4.26 $0.00 192

% of Total: 5.73% ($412.54)

% of Total: 5.73% (§74.29)

% of Total: 0.00% (§0.00)

% of Total: 6.03% (3188)




Wish selects offers based on user engagement

10%

conversion

NS Tl 98% M 8:13 AM

Y Q

Low engagement users see Engaged users are also exposed
less expensive products. to more expensive products




0 Rule 3: Sell umbrellas where and when it rains



It's not only about what you sell but also HOW
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. . +10%
Playdots is making ARPDAU

it relevant

Two Dots has revamped IAP across the
whole game:

e New player offer

e Start screen purchasing

e In game purchasing

e Extra lives purchasing



Two Dots case study

Level 123

+6%

Paying users

Start Level

Start screen purchasing Extra lives purchasing



Two Dots case study

In-Game Purchasing

This in-game purchase ability
results in more purchases by
allowing players to purchase
Boosters when they need them
the most.







TomTom going 2 4x
from premium PSSR
to freemium...
the right way

e Hard paywall is first suggested and gradually

forced with engagement To mTom@

e Easyto purchase

e Clear call to action to purchase in relevant
moments



TomTom case study

Q&=
= 12:07pm 24

]

Alkmaar
Lelystad Zwolle
> £

Free kms countdown always
present provide a sense of
urgency. Upgrade always one
tap away.

harleroi
Marche-En-Famenne

Ree km: 75 Upgrade

; Report Speed

Camera

(_ Upgrade




TomTom case study

Screen recommending to
upgrade, triggered when most
relevant.

Upgrade Recommended

You may run out of free kilometres
while driving because of changing

traffic conditions.

(_ Not Now '

Upgrade

Upgrade Now

You don't have enough free
kilometres left for this route.
Upgrade to use the app while
driving.

Upgrade

= e & O 7

Upgrade Now

You have 0 free kilometres left for
this month. Upgrade to use the app
while driving.

Not Now

Upgrade




Wrap up

Rule 1: Climb the engagement cliff
o Use Google Analytics to track and optimize D1-D7 retention
o Define activation moments that are gradually more invested and sequence them in the app

Rule 2: Embrace your app’s multiple-personality disorder
o Use data to segment users by predicted LTV and spend behavior
o Target different user segments with different IAP offers

Rule 3: Sell umbrellas where and when it rains

o Position IAP items where they are relevant and easy to access
o Time your IAP call to actions when they are more compelling
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Dmitri Martynov
Head of CEE, Apps & Games Business Development,
" Google Play



