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MOBILE AD CREATIVES

BEST WEAPON AGAINST
HIGH ACQUISITION COSTS

Peter Fodor APP/AGENT
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You never know what will resonate with your
target audience. Often, it's contradictory to your
‘expert heliefs’.

/ ‘ = & . Artem Petukhov
N

‘ ex-Growth Director at Wargaming Mobile
4




Having an efficient creative production
process In place frees up time
S0 you can focus on Idea-making.




In mobile since 2011 CEO @ AppAgent 100+ apps and games

www.appagent.co/blog



B et
|
B

et e, —_—



V') NEXT GAMES (Kiwi - com Malwarebytes

g , @ '
Socialpoint gE JOOM

W S

Wooga HUAWEI




o

AD CREATIVES
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PREPRODUCTION

CREATIVES
EXECUTION

(ACE)

PRODUCTION & TESTING



TESTING

PRODUCTION

RESEARCH

STRATEGY
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Unique Selling Proposition Brand Personality Tone of Voice

Key features / Popular content

(Power) user profile  User reviews . User testing  Mandatories



Tug &oldEN
C\Rre1C

by .
Sinens Sne K



e The Unique Selling Proposition (USP) is the
most important thing to get right

e Reviews help to understand your audience
e Speak with the community managers

e Read what journalists write about the
product - they are great at defining the USP!




Formal
Serious
Active
Simple
Digital

Individual

PRODUCT

MINIMUM VIABLE BRAND

FRIENDS & STRANGERS

APP/AGENT

Brand tone of voice

Friendly
Humorous
Passive
Sophisticated
Real

Social

How does your app solve existing problem?

F&S is about ACTIONABLE INFORMATION about what's happening
nearby or whom | can meet around.

In a simple mobile app based on a map view, you discover local
events, ask or answer questions of neighbours or share photos of
what’s relevant for you or people around.

Where do you see your brand?
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Product affinity Competition context
Winning and failing UA creatives

Inspiration (best mobile ads, market trends, design trends)



e |dentification of what works
e Trends spotting

e Understanding what competitors do
(you can copy or avoid it)

e Helps to define clear & distinct positioning




The Sims™ FreePlay - Store presence

Platform i0S Android
Name (link) = The Sims™ FreePlay The Sims™ FreePlay In The Sims FreePlay, players "build" and design houses and customize and
. What's your story? Create and create virtual people called Sims. Players can control their Sims to satisfy their
Su:tnle/§ hort - oate your Sims story. customize every aspect of wishes, and let them complete different kinds of actions to gain in-game
escription your Sims’ lives! currencies. The game runs in real-time, and takes real time to complete actions
Category  #22 in Adventure Simulation (that is why some actions might take 3 days to complete). In the game, there are
Downloads | 2.21M 100M+ "quests” that players are required to complete as well as optional quests
("discovery quests") that they may choose to pursue.
Rating 4.5, 110.4K Ratings 4.2, 965K Ratings ; i ; i
Price, $ | 2.99-99.99 0.99-99.99 ited (unless bought with real currency) and

ions take real tim mpl

Create
YOUR FAMILY




Choose the game Avakin Life - 3D Virtual World -
Confidence Category Ways Category Confidence sum
Episode - Choose Your Story 6 Role Playing 2 Action 8.02
Roblox 3 Action 2 Role Playing 4.06
The Sims™ FreePlay 3 Adventure 2 Adventure 4.04
Covet Fashion 1 Role Playing 2 Simulation 1.98
Choices: Stories You Play 1 Role Playing 2 Family 1.09
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Launch brief Asset request



If there IS no brief, there is no job!



DISTILLATION INSPIRATION EVOLUTION




e The marketing team is often disconnected
from the product team - make sure you align!

e A written brief forces you to be clear on what
you want and reduces friction in the process

e Add references to align on production
quality, visual style and pacing




APP AGENT

CREATIVE BRIEF FOR

Concept development and production of 4 video ads plus 2 simple iterations of each for the
by for Facebook.

Summary: 4 master video ads, 8 simple iterations
Format and size: Square (1080x1080)

Output format: mp4

Length: 15-20 seconds

FPS: 30

Language: English
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4000+ Pictures Color with Crayons

an adult coloring book that is “both relaxing and energizing - a form of creative expression that

gives a zen-like zone-out™ - Apple

Free full trial for 7 days, then paid subscription (though *free" category remains open even if you don't pay)
50 M Installs on i0S and Android (35-40 K organic installs a week on i0S, 15-20 K organic installs a week

on Android)
c Android is a bigger opportunity!

Task
Output
About the App
About the Brand
Competitors + Top Ads
Target Group
Unique Selling Proposition
Key Messaging
Mandatories
Production timeline
Presentation form
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Positioning ~ Umbrella idea ~ Visual & Style

language



Strategy leads to a consistent user journey
https://bit.ly/lilisgardenads

Lily’s Garden:
Design & Relax

] ‘

Rl‘:ST()l{l; the gardens!

VIDEQ AD STORE CREATIVES ONBOARDING


https://bit.ly/lilisgardenads
https://bit.ly/lilisgardenads

e The Creative Strategy helps you set the umbrella
idea and plan for concepting and testing

e 1 out of 10-20 new creatives outperform the
control creative (test a lot!)

e Check out Quantic Foundry or GameRefinery to
discover the motivators
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STRATEGY

/Motivator 2
[Visual 3

/Key message 3




STRATEGY

APP/AGENT
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PRODUCTION

Concepts ~ Drafts  Finals ~ Exports



PRODUCTION

e Take the storyboard seriously!

e Make sure it's descriptive enough (especially for
remote designers)

e One ad creative = one message
e First 3 seconds are decisive, iterate on openers!

e Don't polish until you know it's a best performer




PRODUCTION

0:00

ACTION:
Dreadnought: Unidentified object hits the ground.

SOUND:
Track begins

0:03

ACTION:
Raijin steps out from a cloud of dust. Camera starts
spinning and we follow an evolution of walking bots.
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0:06

ACTION:
Raijin transforms to Kumiho and escapes the
approaching missile using the dash ability.




GAME/APP/CLIENT - Project [YOUR
NAME]

Template = [ 0/10

—
Templates for social media [lva]

L2

Images for TikTok blog post [Iva]
L2

- Static ads
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- 1 video ad for Google & FB ’
[Lucia] ?
® Qu23 = 010 ?
DUE DATE: Jul 16 ?
Y
— ‘
- video #3;batch 3 |
[Martin B]
M--- 86
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- Video Ads x 5
[Lucia]
= O1 K 2/10 DUEDATE: Aug 28
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Internal - Employee Story Videos

[Grace]
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- App Preview video -
Trustpilot [David]

(2 3 DUE DATE: Jun 30

- Video ads update

= DUE DATE: Jul 2

- The old banner update

DUE DATE: Jun 30

80

- Live shooting video ad 3 aka
Unexpected Adventure [Martin B]

el © = @1
DUE DATE: Jul 10

80

- Live shooting Video ad 2 aka

upgrade [Martin B.]

Mo =¢
- Video Ads x 4 [Tina]

e—]
o1 & 2/10

DUE DATE: Jun 18
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Wre

il

Tuning, localization, format

- 4x ads and 1 video preview
[Lucia]

@M.E @ 3
8 DO

- New FB banner [David] \
l
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DUE DATE: Jun 16

80

- Video ads update

[David]
¢ 2 DUE DATE: Jul 2

80

- Banners for Google Ads

[David]
1O

Q7 €1
DUE DATE: Jun 30

J
4

800

(=)

-+ Add another card
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Done
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FITIFY - Ad concepts #1 [Lucia]

® O = & 0/10

8 RDO

DUE DATE: Jul 24

- Google Play and App
Store screenshots update [David]

Nl ©® = O3
DUE DATE: Jun 30

80

Google ads for AppAgent [Petr]
= (4 DUEDATE May 15

@
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- Ad concepts #2 [Lucia)

> EIEE = o
DUE DATE: Jun 9
RO@DO

- New lcons [David]

® m = DUE DATE: Jun 16

—

header image [Iva]
= Os5 o)
-+ Add another card 2
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e 141
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Templates [
— ) ) Template video ads [Name, READY]
- Creative ASO [Tina] o o
Al bl = O 2 1
® OAwg3l = ©1 B0/10 Sep
& 411 1
DUE DATE: Jun 30
Q0 |
-
e . Template ASO [Name, UPCOMING)
Graphics for blog post Inteligence o
Tools [Iva] - UPCOMING O Aug 24,2018 e R g
= O2 g & o/n
-+ Add another card
- Video Ads x 2 [David]
-
Ad 7 - Level Up
-

Ad 6 - User Reviews

[ —
testing [Martin B]
O = O ‘
[ —
Mobile Case Study [lva]
- o QY]
Icon [David]
® Nov 8, 2019 IS . 0
Screenshots [David]
-+ Add another card 2
ar 7. R 1D




PRODUCTION

&dLaDeeDah- Video Ads x 4 [Tina]
in list Production & ®

MEMBERS LABELS

ﬁ R @0@ + & Members

© Labels

ADD TO CARD

Description  Edit
& Checklist

Task: Produce 4 highly converting Facebook video ads based on the

Output/Specs: ® Due Date
Square (1080x1080)

mp4 @ Attachment

15-20 seconds

30 FPS & Cover
English-only

Hypothesis: To increase UA for the app by creating high-performing video
ads.

POWER-UPS

Key Message: App is fun, visually-appealing, relaxing and user-friendly = Custom Fields
Coloring app with the highest user rating!

Showing the app and the colouring process in the app has worked best in 3# Dropbox

creatives

Carousell has worked well Get More Power-Ups
“Create your masterpiece”

Big library - new unique images added daily!

The high quality of the images: Our images are not stock images, or automatically
generated. They are created by a professional team of illustrators

The editor: It is easy to use and it runs smoothly compared to other coloring apps
T ' ' f ACTIONS

@ Upgrade Team

Show full description. - Move

. Copy
Custom Fields

9 EXPECTED START T CLIENT T CONTACT NAME A... & Make Template

May 18 at 12:00 PM Watch

3 DUE DATE Archive

Jun 18 at 12:00 PM
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Running a test

Collecting insights

Summarizing take-aways for new asset request



e Volume of ads per month/week depends on spend, N T
channel, size of the audience and genre g RN /\,/

e 25 of efforts should go to iterations of the best "
performers and 3 to new ads —

e Avoid ad fatigue, always have new ads ready to go!




ITERATION CYCLE

CONCEPT 1 CONCEPT 2 CONCEPT 3 CONCEPT 4 CONCEPT 5
Identification of key variables

Creation of automated ads

Tagging variables in the file name

VAR 1 VAR 2 VAR 3 VAR 4 VAR 9 VAR 46

Running a new test campaign



- Empires & Puzzles
4 o

BEAT puzzle

5 and BATTLE like never before!
CHALLENGE your enemies and WIN!

Download FREE! ;< §

@ Empires & Puzzles
4 o

es and BATTLE like never before!
s ‘e » anct WINI
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Collecting insights
Summarizing take-aways for new asset request

vy y PRODUCT

Unique Selling Proposition Brand Personality Tone of Voice

Key features  Popular content

PRODUCTION

Concepts ~ Drafts ~ Finals ~ Exports A D

CREATIVES .
EXECUTION -'
(ACE) Product affinity  Competition context

STRATEGY = . . Winning and failing UA creatives

- 3 o Inspiration (best mobile ads, market trends, design trends)
Positioning ~ Umbrellaidea ~ Visual & Style e A’ .

RESEARCH

language

BRIEF

PRODUCTION & TESTING APP AGENT

(Power) user profile ~ User reviews  User testing ~ Mandatories



KEY INSIGHTS




9 KEY INSIGHTS

Understand WHY you created the product and what motivates your users

Do your research! Know your product and your competitors including their ad creatives
Write a clear and detailed brief, invest your time into an inspirational USP

Develop a creative strategy first to help you see the big picture and define your playing field

Don't spend extra time polishing your videos until you see they perform well






JOIN US

HEAD OF MARKETING
NEW BUSINESS MANAGER
CREATIVE STRATEGIST
MARKETING MANAGER
ASO MANAGER

careers.appagent.co



