CHANGE THE GAME

Using Segmentation to Really
Understand Your Players
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Dinosaurs

“The impact of the free to play
business model will hit consoles
with the force of a meteor strike,
and like dinosaurs, many gaming
conventions of years past are liable
to slump to the ground as the dust
chokes them"

EDGE

“If you know your players you will build
successful and profitable games”
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create proactive and intelligent
relationships with CUSTOMERS
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Big Data gives developers total
understanding of PLAYERS
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Good Vs Bad
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At the same speed as the business
Actionable

Planned in design phase

Accurate — use cohorts

Tells you something you didn't know
or brings tacit knowledge into clear
view

s part of the culture of the
organisation
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Environment too slow to deliver
train of thought analysis

Bolted on at the end

Lots and lots of @*!* charts
Broad not specific

So what?

Along the corridor and up the
stairs. ..
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GameMetricsAreOK

*  Game performance metrics don’t help you understand players
* Analytics need to be actionable

Sessions Per PLaver
Users

:E:g:' So what
700'000 ] If you y

o average
600,000 session
500,000 4 per user
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PlayerMetricsAreBetter

* From analysing first session can understand Player
Performance

Metrics

*  The opportunity is to understand players

* How long do they play? e Bo

Users
1,000,000 —
900,000 —

* What was their experience? 800,000
700,000 —

*  Are they coming back?

. . 600,000
*  Isthe tutorial working? £00,000 -

400,000 —

* What was their exit event? 340,000

200,000 —
100,000 —

I 1 T
1 2-2 4-5 8-10 11-20 21-50 51-100 101-500 500+

. On end date Average time in seconds between events
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.' me asure Showing 2013-01-30 to 2013-01-30
[ ] Retention Matrix

home | select game | summary | game dynamics | retention | monetisation | soeial | emgage | teols | CHAMGE THE CAME
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2013-01-30 Days played
select player start date 7 8-14 15-21 22-30 31-60 61-90 91-120 121+

»

15420| 22.55%
2585 3.78%
2169 3.17%
1898 2.78%
2784 4.07%
2567 3.75%
1732 2.53%

11531 16.87%

11322| 16.56%

16363 23.93%

2013-01-01 - 2013-01-31

Update

m

0 0.00%
0 0.00%
0 0.00%
0 0.00%
32113 9142| 4883 3158 2244| 1682| 1443 5718| 3316 4662 0 0 0 0 68371 100.00%

46.97% | 13.37%| 7.14%| 4.62%| 3.28% | 2.47%  2.11%  B8.36% | 4.85% | 6.82% | 0.00% | 0.00%| 0.00% 0.00%  100.00%




Value of understanding

Behaviours of players
impact their potential

i

= to engage and

2 monetise

-

= .

z Understanding your
= player segments is

the first step to
developing targeted
gaming experiences
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There are key drivers
which describe a

player’s playing style

www. gamesanalytics com



MONETIZE
In this MMO four player
kamikaza types were identified
[T o toet based on the key drivers.
‘ ] — =
= S— ImprO\{e e.ngagement &
g monetization by
& increasing rewards
L targeted at Strategic Elite
strateglc
elite
novices
aggression
games
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strategu: kamlkaze low skilled novices
elite killers persistent
Very aggressive and
engaged but not
monetizing

Very under-rewarded for Spending lots of time out Not very competent but
their playing style of the game healing enthusiastic players

Hints & tips to improve
skill level and weapon
selection

m Increase in engagement Increase in monetization Increase in monetization

Experts, high survival rate
but lapsing

Getting killed a lot but

Behaviour .
staying engaged

Monetize with boosters
when healing

Change rewards system
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Slot Machine Players

Happy to play for fun

Zoning out of a hectic
life momentarily
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Focused on levelling up as
quickly as possible

Completers

Motivated by ranking

g?sgﬁgiviics

Like betting big

Enjoy the thrill of winning

And the risk of losing
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Aggression

Playing Style

Average Bet
Value

Segmentation

Win Rate
allows you to

dig into the
player traits
and predict

behaviours.

Fish will run out
of chips and

need top ups.

Maniacs will
burn through
chips and be

responsive to
big bet offers.



:engage

retain & engage

Exploring
the Store

Tailored
Tips

Lifecycle

Resource

Depletion -

Store

Browsers
Level Pass

Mission First
Defeat Payment
Bundles

Mentoring

\ Gifting
Resource
Welcome |

15

Next Best
Purchase

| Offers '
[ VIP ] (Playing

Strategy Style)

Loyalty

‘ Program

disengagement
Gifting
Resource

Special
Content



sellgdyge Managing Games As
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Integrate data

- collection &
l messaging SDKs
Set-up events

Session Start
Game Start
Game End
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Live stream from
existing source

Calculate play
metrics in real-time

Win/loss ratio
Momentum
Booster usage

Apply targeting
criteria to players
at Message SDK

Allocate players to
treatments

Send targeted
message
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Performance
dashboards

Campaign
Management

Check and analyse
KPIs
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Your players are trying to tell you about their
experiences

Are we listening?

apnes

u?“llul’ LEUw gamesanalytics



mark.robinson@gamesanalytics.com

WwWw.gamesanalytics.com
@gamesanalytics
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