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Player Segmentation & Targeting

* Upgrade to Dolphins in
Mid game

= Generate B+ IAP
transactions

*5pend 13x that of
Minnows

= Age 4-6 months

Minnows
Player Segmentation & Targeting

+ Upgrade to Whales
mid/late game

*Generate 16+ IAP
transactions

+5pend 43x that of
Minnows

* Age S+ months
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Real-timé Recanciilation. Pragressive Reconciiation.

FotFund PeOONCind sl irdLalls piairal By Afer an initial real-oma reconciiaton, Koohawa
mssociated cick in our system in reak-Bme, ! prowices Qur unigue Progrosshely
Mo more waiting for reperts 8 ihe end of ithe wl . of mIIIIITm —
RS N S RS e o Lrmakched Ve frel the nseie i T Ryt
0 you o what you're buyirg and how your
buying your media.

Optional Device Fingerprinting. Mo Cookies or fafarl fwap

Whan na devios idensfers are provided by @ Tha Kochava sokubon does not use cockies 'x
gl I8 ArQapinting Syshim &5 wa San Fack ErELon Mchnology platonmS Usa. . .
ven e erchutie. This sets Us mpart in providing both aeribution v .
By wsing a variety of algorithma which and user axporience and avokis Goncerms -
INCOMpOrnb oo boration, CArer Fiormaten ne about ALk appleation aooroval
weall as dervice information, we can maich dicks
ko inatnla wih an —85% accurncy e, We
ahwarys recommend companng with device
s B4t W Py P PO VBRI, wa CAN 81 Mol
ﬂﬁ'h
Pevice Identifler Agnostic ox
Keochawa kaoka of all devicn derShors an ogual. We Fares bull cur sysiem brom B grourd up knowirg Bl dfarend m:fqﬂﬂ'ﬁ-
b use Geerp ertfary and wy match o i 8 wEy tat bes wERer you, e s VDI {pre-10S 5)

H#ﬂmhm%hﬁ“ﬂﬂ%mﬂwmh&wﬂmﬂtmm St
Promaoting apps, not dedling with dats Management scross msdie scumes. W kupeon {prw r
OpanlOID, Encrel DD, and MAT for 8005 W iso support IME] and Ardieid 10 for Androed. Finally, we suppord seinnty of Mﬂ'ﬂf )
oy ption hashes for sach of fhese including SHAT and MOS. .~ Ndip

Kachava
Attribution Control




Behavioral Targeting
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Social Discovery

* Meeting new friends
« Social entertainment product — AIRG®

Social Messaging

* Cross platform IM product — HOOKT®
* Phonebook-driven rich messaging client

Social Gaming

« Social gaming platform — AIRGAMES®

+ Offering a variety of social games —
discovery and entertainment.

MMAFNYC_DayOne_ThePitchAirG
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| Universal [racking
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MdotM Universal Tracking
http://mdotm.com/advertisers/sdk/
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http://www.adtheorent.com/apptivation



AdTheorent
http://vimeo.com/68389194+#
Visual at 2:26 (video)
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NativeTrack™ Track All Sources With Dne Universal SDK !

Slide 5
http://www.slideshare.net/orenkaniel/appsflyer-mobile-app-tracking-
15713108?ref=http://www.appsflyer.com/developers/
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o5 ersfiver The Dashboard
Everything you need to know about your apps promotional campaigns

¢ Paid (non-organic) installs

F O ANY Media source
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oval users identincation

v Viral effect

v Burst campaign in
¢ Conversion rates

FIn-app events & 5:

Slide 7
http://www.slideshare.net/orenkaniel/appsflyer-mobile-app-tracking-
15713108?ref=http://www.appsflyer.com/developers/



http://doc.drawbrid.ge/#65,66,74-



Targeted Promotions based on Player Behavior

Tailor Promotions to Segments and Player Stage to Maximize Impact and conversion.

DhnerTown EnnErTown

Spring

into fon! ﬁ“u




To use this tool

JOIN THE ALLIAMNCE

http://devsbuild.it/monetize



Facebook Mobile App
Install Ads Best Practices

Facebook Mobile App Infographic
Section 1



TASTE THE
EXCITEMENT!
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Marketing on the Move: The Interaction of Mobile and Gaming
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Your users are not clones, right? So why
serve them the same ‘one-size-fits-all’
experience?

Just let the Bees and Pollen platform

automatically predict in real-time which
‘best-fit’ page option to serve each user, and
sit back as you watch your Key Performance
Indicators (KPIs) soar!

Eead Mo

Predictive Personalization for Games and Apps

http://www.beesandpollen.com/



POST-DOWNLOAD ENGAGEMENT
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Predictive Personalization for Games and Apps
http://www.beesandpollen.com/



Market overiew

App gaming is out-growing all other game platforms

Consale games

Company Presentation, March 2013
App Gaming is Out-growing All Other Game Platforms
Slide 8



Behavior by Device Differs

Smartphones are mission-
critical devices for “life,” with
nearly 70% of smartphone
users saying they “won't leave
home without it.”

Tablets are a media consumption
hub, with nearly 70% of tablet
users reporting that their tablet is
an “entertainment device.”

iab.

“Mobile Ad Ops--Myth Busters”
12 November 2012



Mobile Rich Media on the Rise

“Mobile Ad Ops--Myth Busters”
12 November 2012



IAB Mobile Marketing Center of
Excellence

@GREATNE: MEASUREMENT:
* Mobile Rising Stars * In-App Ad Measurement
+ Smartphone & Tablet Guidelines -
Creative Showcases * Mobile Metrics Definitions
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Reducing Discrepancies » Self-Regulatory Program
VASTNPAID for Mobile « Lobbying DC Fly-In Event
Creative Guidelines

-
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-
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“Mobile Ad Ops--Myth Busters”
12 November 2012



Mobhila Apg Aralyiea

Mobile App Analytics

an and User Analysi NS - e r Your Bt Soures of s Usas






Send Push Notifications To Players Ba:

http://www.playnomics.com/behavioral-push/



Protect Your VIPs And Monetize Your Low Value Players

http://www.playnomics.com/behavioral-push/



http://urbanairship.com/products/audience-segmentation



https://tapstream.com/



UltimatePay™ In-App Lightbox yjsa

http://www.playspan.com/

In-App Single Click
Checkout

100+ Funding
Methods

Multiple Geographies
and Currencies

Multiple Languages
Currency Conversion

Virtual Currencies




In-app user experience “ -

http://www.playspan.com/



