
Simon Hade, COO & Co-founder

DON’T SPEND MILLIONS 
How Rival Kingdoms Defined our New Marketing Approach 
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Don’t Spend Millions!
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18 people, 14 m

May 2015

Critically acclaimed

Great word of mouth

5m installs

$2.2m per month

UA $2k / day 





“We have 9 months runway 
and 30% innovation budget 
… GO!“



“We have 9 months runway 
and 30% innovation budget 
… GO!“

6 months dev; Sept. 2013

Quick win to get profitable

Pioneered alliance wars

Strong community & live ops

$34m in 2 years

15m installs



“Let’s make the best 
game for core players 
of the genre“



What is a “CORE” mobile RTS player

30-40 years old, jobs, families

80% male

1-2 persistent games 

(but lots of casual)

Monetize longer play sessions

Second screen & distracted

Do not identify as “gamers”



How we catered to core players



How we catered to core players



How we catered to core players



This paid off in killer stats

40% - 26% - 15%  (day 1 - 7 - 30)

$0.40-0.50 ARPU

$12 LTV
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We’d made the perfect game for our target demo 
but underestimated how niche it was!
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Extensive testing of what our target demo liked
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Themes that 
appeal to core 

players
Broadly 

appealing
 themes

MAKE 
THIS



We knew these stats …

<
CPI LTV



The most important stat we were not looking at

CPI

CTR = Click Through Rate

Bid strategies

Competition in channel

How much inventory is available

CVR = Conversion Rate

=



The most important stat we were not looking at

CVR = 15% CVR = 5%



Ways to improve CVR



Ways to improve CVR
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Ways to improve CVR



Marketing at scale

Daily Spend

CPI



$0#

$5#

$10#

$15#

$20#

$25#

$30#

$35#

$0#

$5,000#

$10,000#

$15,000#

$20,000#

$25,000#

$30,000#

$35,000#

$40,000#

$45,000#

$50,000#

12
*Ja
n#

19
*Ja
n#

26
*Ja
n#

02
*Fe
b#

09
*Fe
b#

16
*Fe
b#

23
*Fe
b#

02
*M
ar#

09
*M
ar#

16
*M
ar#

23
*M
ar#

30
*M
ar#

06
*Ap
r#

13
*Ap
r#

20
*Ap
r#

27
*Ap
r#

CP
I$(
Q
ua

lit
y$
N
et
w
or
ks
i)$

W
ee
kl
y$
Sp
en

d$
U
SD

$

Weekly#Spend#

CPI##

UA un-profitable above $10k/week in Beta
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Can we get scale on TV?
5.2K increase to organic baseline 

attributed to $160k campaign = $30 CPI

Organic 
installs 
per 3

minutes

Time
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Can we get scale on TV?
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• Well featured on both platforms
• $80k per day
• 1.5m MAU /  250k DAU
• Empires & Allies, Dominations same month

Let’s launch already



After launch - could not scale UA profitably
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Organic LTV
(post launch)

UA LTV
(post launch)

Beta LTV



$10.1m

LTV to date

9m ROI from first cohort

$3.2m

UA Spend



$10.1m

LTV to date

9m ROI from first cohort

$3.2m

UA SpendUser Install Source



$10.1m

LTV to date

9m ROI from first cohort

$3.2m

UA Spend

Cross Promo - 7%

Featuring 
24%

Unknown
45%

UA - 24%

User Install Source
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• Long tail of 50k to 500k subs
• Collectively can drive massive buzz
• Treat like a PR channel

• Game specific channels with 500k to 2m subs
• Revenue: 80% adwords; 20% endorsements
• Maturing ecosystem; hard to see ROI 

Youtube Influencers

• 2-5m views per video;  5-30m subs
• Able to drive No 1 download
• Mature business model



Youtube Influencers



The core gamer social network



Early Access & VIP Program



25% of our Beta DAU was non-Beta Countries



How we first discovered community

20% of 
Revenue!
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How we organise for community
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How we organise for community



Full Time Community & CS = 20% headcount

Country 
Managers

[JP, KR, CN] 
[FR, DE, IT, ES]

Embedded 
Game Leads

[1 per game = 3]

Social & 
Influencers

[1 per channel = 4]

VIP Management & Outreach  [4]

Player Support - 8 languages
[3 in house; 10-30 outsourced contractors]

Live Ops / 
Game Masters

[1 per game = 3]



Lessons

• A great game is not enough; think marketing day 1

• Core game does not need to mean core theme

• Check CVR to proxy market size; if low, don’t spend millions!

• Invest in community as alternative to UA

• Focus on influencers in the gamer network 



Simon Hade, COO
simon@spaceapegames.com

mailto:simon@spaceapegames.com

