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20+ years in Global Publishing
Multiple International Leadership Roles
Broad Experience Across Varied Business Models & Platforms



Commerce

Marketing Team

One global team based in the US & UK with

international responsibilities
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Key Takeaways

Understanding the strategic role of Live Operations (LiveOps)
for Free-To-Play games
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Tangible Examples! Tactical Recommendations! Guidance on Analysis!
Increase player acquisition, Creating & implementing Applying player data &
retention & to extend LiveOps plans from feedback to

lifecycle scratch LiveOps



LiveOps Examples

Hi-Rez Tactics for SMITE






The Game & The Business Model

Go Ahead. Play God.

Free-To-Play Third Person Mythological MOBA
30M Players

Core Business Model Additional Event Model
Free-To-Play With Special LiveOps events
Purchasable generating player excitement

Gods & cosmetics & monetization



SMITE = Adventures

Taking our players, the gameplay experience & our brand in a totally unexpected direction

Kart Racer Dungeon Crawler



SMITE = The Odyssey

Lore driven experience revealing more background to The Gods & SMITE universe

2018 Live Event

Tiered Skins Random Events
Relevant God skins available Additional quests & bonus chests
to all players for paying users



Unlockables!
Additional quests &
‘pick your winner’
award mechanics

SMITE = Esports

SMITE Season Ticket

Fantasy Points!
Tradeable & earnt via
engagement in season splits
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Fan Funded!
Increasing prize pot through

community crowdfunding



Show Me The Money!

Let’s cut to the chase, how much did we make...?



KPI & ROI Ul AEEEE Rl
Caveats < ' \

Mt \\\\‘\"‘::ullam"//”-//, )

Ny Yoo 1y 9% o m HOAZIA
0SE —Ho0l 3
=500 ad B 2 | o
= s B /

Z X / 4300UR

J Q'H]J K300y

Wi

003 gou

S ™
- 3 2 foos '
3008 o=
3 008’ - ,/-

LiveOps = Risk taking -, R iy
VTV IAE (oot

-

’-ZOSMN\E | A

S0s _mgs | | TE el ) | F S )
K oar b it \ 8111 y ; HAD
0t 0t oS y U A (A oy
- 28l ’ w R’ o, w ;
30 4 7 |t e , N T, ! | .
@ b 12 g [ - -1 . '®
| a ; \

7
7

%,

1*. Player excitement S sl [ e N MRy L Cel C
\ ’ ; Ve ' ¢ Woe o8\ % 105 \ .‘"" - . oy LLi\:.
2", ROI & KPI o sas=s D o

W

e
8
4
AT
8t
Lo

e
[ =}
v

i
B
e

\\\\\

QMes  Tem |

3 P IROYHT ‘

| ) 0 .
| = 2> ] S & L
[ i-':_ H 10 "‘-i
~ S

A ’} “‘\{
-

AL

True connection = positive
KPI ‘

I 2]
REELE LT

3




Metrics & Rationale LiveOps

KPI

Kart Racer Dungeon Crawler The Odyssey Esports Season

Engage 89 110 114 130

Rev. 91 174 100 96

RO 43 60 137 179

KPI
Avg. KPI

* 100

Index =


https://www.youtube.com/watch?v=tsfGbIPA_o0
https://www.youtube.com/watch?v=aXoKftR6XuE
https://www.youtube.com/watch?v=AROilKPpi0I
https://www.youtube.com/watch?v=AROilKPpi0I

Your Turn!

Key steps to planning your LiveOps



Most
Importantly!

Standard events MUST be

handled with care!

LiveOps is NOT game
maintenance

LiveOps is Dev. & Pub.
joint effort
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Seasonal Events * Your Starting Point
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4t of July Bastille Day Oktoberfest Holidays
Content: Map alterations, Skins, ltems, Sales etc.
Objectives: Prepare your organization to

think in a pattern of continuous delivery

Consideration: This is a common starting point, events
won’t stand out & in-game immersion may be compromised



Retention: Bread ‘n Butter Tactics

DAILY LOGIN REWARD

Content: Daily Login Rewards, Seasonal Multipliers

Objectives: Continuous in-game retention with minimal
publishing effort & little campaign burn out

Consideration: Consider cadence well to prevent inflation &
heed any development in-game economy concerns



Organization = Dedicated & Involved Headcount

Publishing New Roles Development

8

LiveOps LiveOps LiveOps
Publisher Manager Developer

v’ Project management (Biz & Dev!)
Must Have Skills: ¥’ Creative ability
' v Community aware but business dedicated

v" Continuous delivery



Your LiveOps Party Bag!
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Content KPI Organization
Be brave, be ready to learn,  Connection with players first, then count Know your capabilities,
rinse and the 2%, 5% or 10k, 20k etc. uplifts continuous delivery & growth
repeat
Reward

SMITE (7 years)
Best Year: 2018



Questions?



Appendix: Showtime

A collection of videos produced for
SMITE live events 2018



— SMITE * Hero Racer HI-REZ
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— SMITE * The Odyssey HI;REZ
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SMITE = Esports



