Engagement and Retention Strategies for Mobile Games
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THE HOLY GRAIL OF RMGS
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2nd deposit is important
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THE 1°7
DEPOSIT CONUNDRUM

« How long should you wait
before your 1st push for
deposit?

Should the initial focus be
on maintaining daily
activity or getting the 1st
deposit?

e« What should be the
nurturing strategy for
active but non-depositors?

How often should these
pushes be made
thereafter?

‘ ‘ 60% of casual players who convert (i.e make a first
deposit), do so within the first two days from

registration. After two days, there is a sharp drop-off in the

number of casual players who make a deposit.
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“‘window of opportunity”

players are not excited about doing the deposit, but about

winning money, which is an emotional experience.

Importance of tutorials
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THE 2N°

DEPOSIT CONUNDRUM

Players who make more than one deposit tend to remain
engaged for longer than one-time-only depositors, and also

have a higher lifetime value
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1st deposit

10 Players
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2nd deposit

Real Money Games Real Money Games

Drop-off =5 Drop-off =1

Remaining =5 Remaining = 4




PROBLEM

SOLUTION

APPROACH

THE RESULT

—— Fence sitter A

Small incentive

6 —p ——————  Enthusiast

Do nothing
New user signs up Makes a deposit Plays first game

Likely to churn

Big incentive
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COHORTS SEGMENTS
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WHAT THEY DO WAYS TO ENGAGE

WHAT THEY DO WAYS TO ENGAGE
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WHAT THEY DO WAYS TO ENGAGE
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WHAT THEY DO WAYS TO ENGAGE
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2 DRIVE ECONOMY

- DRIVE PROGRESSION

. : DRIVE CHALLENGE

- DRIVE ADVOCACY
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specific clusters of
customers
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RECENCY FREQUENCY MONETARY
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How recently the How many times Value of the
customer took a was the said customer's
particular action action taken transactions/
(deposits in this within a given purchases during
case) period a given period
(HR, MR, LR) (HF, MF, LF) (HM, MM, LM)

INACTIVE GAMER REGISTERED NON-DEPOSITOR
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ACTIVITY DAYS OBJECTIVE CAMPAIGN EXAMPLE

Cet the 1st Deposit now to win

Day deposit $100 everyday

Beat the leaderboard
to become Hold’'em

Continue the
activity days .
champion
The $1000 tournament

Encourage for starts today. Deposit

. .

% 2nd deposit o wWin
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C Refer your friends and

Invite a friend

you both will win $10

on successful referral.




those whose final payout is more than their bet

those whose final payout is almost same as their bet

those whose final payout is less than their bet




PAYOUT
RATIO

ACTIVITY DAYS

Winners

BEW,

Break-even

Losers

Winners

Day

Break-even

Losers

Winners

Day

Break-even

OBJECTIVE

GCet the lIst
deposit +
encourage
certain activity
levels

Raise bet
amounts

Increase playing
frequency

Increase playing
frequency

Encourage
subsequent
deposits

Offer more
winnings per
lost bet

Offer more

Invite a friend +
discourage
withdrawals

Offer loyalty
bonus

Incentivize on
deposits as well
as lost bets

CAMPAIGN
EXAMPLE

Deposit now to win
$100 everyday

Beat the leaderboard
to become Hold’'em
champion

Get two $20 bonus,
expires 12 midnight
Beat the leaderboard
to become Hold’'em
champion

Get two $10 bonus,
expires 12 midnight

The $1000
tournament starts
today. Deposit to
win.

Offer $20 bonus on
the next five $20
deposits ( slightly

higher deposit
amounts for them)

Offer $10 bonus

Refer your friends
and you both will
win $10 on
successful referral

Get up to $20 every
week just for playing
Live Casino games

Get a chance to
continue playing
with a 50% refund of
your bet amount, on
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Addicted to your platform @
Display very high loyalty

They make large deposits and very frequently
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‘ ‘ “Be it real-word casinos or online RMGs, every single
platform derives most of their revenues from VIPs,

which usually do not make up more than 2% of the total

paying population on such platforms.”
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You'd want to keep the VIPs happy and facilitate a
top-notch user experience for them, so that they
continue to generate strong revenue growth for
you and not churn.

VIPs exhibit a very specific type of behavior and
patterns that you can benchmark to understand
how to get more users inside this segment.
Growing revenue will be a consistent goal and the

easiest way to do that is to encourage more people
to replicate effective benchmarked behavior.

It's this group of users who'd most want to see
you succeed. Hence, they will often be the first to
point out irregularities or enhancements, while at

the same time, be a strong advocate for your
brand.




An effective way to tackle this problem is a tiered VIP program.
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All players
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Often the highest tier of the VIP accounts (VIP 1) is
also referred to as “Whales” -

In the same classification, RMGs also use Minnows —
. ...‘
and Dolphins — %%
o o
[ ]
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In addition to the above, VIPs also display some other

crucial behavior that could positively affect all parts of your
gaming funnel.
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1. Tournaments and contests

2. Special access to high-stake tables

3. Bonus wins

4. Gamifications - leaderboards, spin the wheel, etc

NOTE:
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$30 $40 $35 $20 $10 $35 $15 $30 $10 $20

$ 245
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10% to 30% uplift in impressions

Reach 30% more users with your push notification campaigns

Our push amplification engine boosts your notifications delivery by up to 30%. That's 30% more
users you can now reach, engage, and convert who would otherwise be missed opportunities.

o ® WebEngage's Push Amplification Engine 8 8 8 8

GCet upto 30% higher delivery

Marketer
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Free Cash
Merchandise

Cash
RPs
Tickets

Tournaments Prizes

So, how would you like to notify your users about such events,

given that it will be an enormous task?
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For example, as soon as the 1st round of the tournament is over, you
might want to share the leaderboard with all the participants. So the
system will check for the final rankings and will notify the winners

accordingly.
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V\/ebEngagg‘ Relays

Workflow comprising of a series of Push, Email, SMS, Web Push etc. campaigns
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Schedule my free demo
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