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What is VIP?
● Tiered Spending 
● Targeted LTOs 
● Personalized email/ 

account manager 
● Recognition 

● KPIs: Engagement, Retention, Revenue



Why is VIP Important?
● Build Relationship with Active Spenders 
● Improve retention 
● Encourage incremental spend 

● Save “At-Risk” or Lapsed Spenders 
● Prevent churn 
● Re-engage Lapsed Spenders



Identifying VIP
● Define your constraints: 

● How much (>=$?)

● Our constraints: 

● >= $100 LTV qualifies
● >$0 in last 30d
● 3 buckets to start

● <$100

● Last purchase date
● Buckets

● How much are we willing  
to spend?



Identifying VIP



● 3 Buckets: 

● Bucket 1: <1% of VIPs 

● Bucket 2: 7% of VIPs 

● Bucket 3: 92% of VIPs

Identifying VIP



Proactive Engagement
● 0.2 - 0.5% Contact Rate 

● ~50% of unique users spent >$1 

● ~25% of unique users were VIP (>=$100)



Email Campaigns
● Not asking for emails 
● Blacklisted through past  

campaigns 
● Using Sendy 
● Use emails you already have?



Next Steps
● >50% of Tier 1 VIPs have contacted us 

● Highest tier of VIP players < 0.5% of our DAU



Who are our players?



Who are our players?



Who are our players?
● 41% United States 
● 8% United Kingdom 
● 4% Germany 
● 4% Canada



Who are our players?
● 55% Android 
● 34% iOS 
● 8% Facebook 
● 1.5% Amazon



Campaign 1 - Templates and Goals

● Invite 
● Task 
● Incentivize



Campaign 1 - Testing…

● 34% initial open rate 
● 25% re-engagement open rate 

● 35% response rate

Sent to select Tier 1 VIPs who emailed us





● 44% open rate 
● 33% clicked through 
● 78% who opened clicked through!

Campaign 2 - Initial Email
Sent to 10X under same conditions:



Campaign 2 - Re-engagement

● 21% open rate 
● 10% clicked through 
● 50% who opened clicked through! 

Sent to non-click-throughs:



Campaign 2 - Precious Data!



Campaign 2 - Precious Data!



Campaign 2 - Precious Data!



Campaign 3 - Precious Data!

Before Contact After Contact



Campaign 3 - Precious Data!



Lapsed Users
● 80% of app users churn within 90 days (*Google Play) 
● How does lapsed VIP lead to lowered REV? 
● 50% of lost 2017 REV = +30/40% lift 

● Pressure Points for lapsing: 
● Similar LTV + Level 
● Similar days  

since installed



Lapsed User Campaign
● Email sent to users  

who last logged in  
between 14-21 
days ago 

● Invite, Task, 
Incentivize



Lapsed User Campaign



Lapsed User Campaign



Looking to the Future
● Ramping up VIP: in-app email sign-up 
● Currently have 61% of all VIP emails 

● Hiring a full-time  
team to scale up the  
program



Thank you! 
Be sure to fill out the survey! 

I’ll be across the hall if anyone has any 
additional questions or concerns! 
 
Nick van Vugt 
nick@uken.com       @Nicktrunks
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