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THE LTV BLUEPRINT
Making Every Moment Count for Your Bottom Line
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INTRODUCTION
Brands are always competing to win moments of engagement with 
their customers. Engagement, after all, drives growth by developing 
customer relationships that improve conversions, retention and 
monetization.

And when it costs 5 times as much to acquire a new customer 
as it does to retain an existing one, it’s logical that engagement 
should be the priority for marketers.

Unfortunately this is not the case. According to McKinsey, most 
marketers spend 88% of their budgets on branding and user 
acquisition, while just 12% goes to post-acquisition strategies like 
engagement and retention.

This emphasis on acquisition has blindsided many brands who have 
failed to adjust to new technologies that have enabled a shift in 
power to the consumer. It’s now faster and easier than ever before for 
customers to switch brands, no matter what industry.

The data backs this up: after 90 days, the average churn on mobile 
apps is 80%, and across all digital channels only 20% of users 
return for a second purchase.
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It’s now apparent that in today’s marketing landscape you can’t 
just buy your way to growth anymore. After all, it’s now possible to 
engage your customers in the moments that matter, with hyper-
relevant and personalized messages on a channel that resonates 
best with them at that specific time. It’s an approach that can make 
your millions of users feel like they are ‘segments of one’.

Even if you think your brand is doing a good job of this, you could be 
wrong. Recent research by Twilio found that consumers think that 
84% of brand messages are irrelevant to them. The consequences of 
this can really damage your bottom line: Accenture reports that 61% 
of instances of consumers switch brands due to a lack of relevance.

Or to really hammer home the point, they also estimate that 
brands risk losing up to $1 trillion of revenue by not being 
relevant in the moment.

That’s why we’ve put together this guide filled with practical 
information to help you on your way to making every moment count 
for your bottom line. We cover the full customer lifecycle, from 
how to optimize the first time a user opens your app, and making 
sure they stick around for repeat visits, to how to get feedback 
from your long-term, loyal customers, and maximizing their 
lifetime value.

Hi Lynn! Welcome to AppX – complete your traveler profile and get 
upgrade boarding priority.

Slide for more

APP X | Day 1 9m ago

APP X | Day 1

Hi Lynn! You have a gate change at JKF.

Slide for more

7m ago

APP X | Day 1

Hi Lynn! Chelsea Cookies has a pre-flight gift ready with purchase 
of a coffee in the food court nearest to your new gate.

Slide for more

2m ago
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ONBOARDING
25% of new users will open your app once, never to reappear again. 80% 
will probably disappear in under three minutes use. And 95% of new app 
users will never convert to customers.

There is clearly a huge engagement problem when it comes to 
new users. Optimizing your app’s onboarding can help improve 
these numbers significantly, activating, converting and retaining an 
increased number of users, and setting you up to win more moments 
of engagement across the customer lifecycle. Even changing these 
numbers just a little bit can have a profound effect on your business. 
Here are some techniques that are proven to help:

Demonstrate Your App’s Value to Reduce First-Time User Churn

Welcome tours are an essential part of any app’s onboarding experience. 
Typically during their first app open, new users will be thinking: what 
does this service do for me? How do I use it? What features differentiate 
this app from other apps?

Well, the welcome tour is the time for your app to shine, providing 
necessary information for users to carry out the fundamental services 
of your app immediately, helping you win that initial moment of 
engagement from which you can start nurturing a long lasting 
relationship.
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However, creating the perfect welcome tour is not easy. It’s a 
balancing act: if you include too many screens, you risk users losing 
interest and skipping ahead, leaving it up to themselves to figure out 
the essentials; and similarly, if you don’t provide enough, you risk 
users being unsure of how to use the app, not understanding the 
value, and never returning.

Thankfully there is a simple way to optimize the length of your 
welcome tour: let A/B testing decide for you.

Create onboarding flows of varying lengths, e.g. 2, 4, and 6 screens, 
and serve them to roughly equal size audiences. Track which screens 
result in the most amount of ‘skips’, and analyse which variant 
delivers the most success for e.g. feature engagement, optins, 
conversions, number of subsequent sessions. The winning variant 
can then be rolled out to all new users.

A B
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Manage Permissions to Increase Opt-In Rate 

Around half of iOS users opt out of receiving push notifications - 
and no wonder when we’re still used to seeing the default system 
prompt before we’ve even reached the welcome tour. After all, 
asking your users to opt in during the first few seconds without any 
demonstration of value is a bit like asking somebody out on a date 
without ever having had a conversation. Chances are you’re going to 
get turned down, leaving you unable to communicate with customers 
via push, or unable to know their location data for geo campaigns. 
And this applies not just for mobile, but for web and OTT as well.

A far better way is to request for permissions in context, dedicating 
a screen to it during the welcome tour which clearly explains the 
reasons why users should opt in.

For example a banking app should explain that they can notify 
a customer of suspicious activity, an airline could notify a 
passenger of a last minute gate change, or a food delivery app 
requires access to location data to function properly.
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Only once the value has been explained, and a user has agreed to opt 
in, should the default prompt be displayed. If the user doesn’t want to 
opt in at that time, save the system prompt for a later date, when they 
might be more open to it.

We’ve seen increases of 45% for push notification opt-ins as a 
result of permissions management.

iOS 12 has brought a further development, with all new users 
automatically opted in for push notifications during an Automatic 
Trial Period. The flip side is that it has never been easier for users 
to opt out of receiving push notifications, or demote them to the 
Notification Center. The takeaway is that brands should only send 
relevant messages that provide value and context, or risk losing their 
direct line to customers.
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Focus on the messaging steps that are going to maximize 
the number of users who reach activation point.

Implement a Message Schedule to Activate New Users

It’s essential to create an onboarding message schedule for new 
users. This really is the crucial time period when you will win the 
moments that will help to convert new users into customers, or lose 
them forever.

Whatever the goal is - getting users to sign up for a free trial, 
create a shopping wish-list, search for a flight for the first time, 
or register their account, - it’s vital to treat users as individuals, 
targeting people based on what they do, not just who they are.

For example, a retail app who wants its users to register for an 
account sends a push notification on Day+1, thanking the person 
for downloading the app, and telling them to keep an eye out on 
push notifications for great offers coming their way if they register 
for an account. On Day+3, another push notification is sent, this time 
personalizing the message using payload targeting from the user’s 
search history, e.g. register your account now and get free shipping on 
that alpaca overcoat you’ve been looking at too much!
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Push notifications are crucial during this period, 
enabling communication outside of the app.

This is particularly important if users haven’t opened 
the app for a few days, and reinforces our belief in 
permissions management. But as users are just getting 
to know you, be careful not to overcommunicate with 
them, or appear needy.
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Increase Conversions by Connecting the Ad to the App 

Marketers spend millions on highly targeted Facebook ads 
encouraging people to download their app, only to serve the 
same onboarding experiences to their entire audience, which are 
disconnected from the user’s intent on clicking on the ad in the first 
place.

For example, a bank who ran a Facebook ad campaign targeted at 
students, highlighting the benefits of opening a student account 
with them. When students clicked on the ad and installed the app 
they were served a generic experience that explained nothing about 
the student account they were interested in. A staggering 98% of 
students abandoned the app after just one open.

Customizing onboarding to complement individual acquisition 
campaigns helps solve this problem. These can be created on the fly, 
with no coding required, remaining perfectly in line (to the pixel) with 
your brand’s design guidelines. The same bank saw an 11x increase in 
conversions when using customized onboarding to match acquisition 
campaigns.
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ENGAGEMENT
As we’ve already stated: engagement drives growth. And so once 
your users are onboarded, you must continue to engage with them. 
Get it right and you will increase retention and conversions. This 
can be something as simple as pointing out an unused feature, or 
localizing your interactions. But beyond this, marketing has changed 
considerably in recent years, with customers now preferring to 
communicate via channels that barely existed 5 years ago. It’s vital 
to not only be able to reach customers across these new channels, 
but also to orchestrate data and the resulting messaging in a fluid 
and consistent way, that demonstrates your understanding of each 
individual customer through personalized engagement. The results? 
More powerful engagement than ever before. Here are some 
simple and more advanced ways to do it:

Increase Engagement with Key Features

We’ve already established that you shouldn’t overload your welcome 
tours with too much information. But even engaged users often 
don’t know how to use certain features, or don’t understand the 
value, or even don’t know about them at all, and so you have to raise 
awareness through feature discovery in-app messages.

It’s vital to not only be able to reach customers across these new 
channels, but also to orchestrate data and the resulting messaging in a 

fluid and consistent way, that demonstrates your understanding of each 
individual customer through personalized engagement.
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There are a couple of ways of doing this, each using simple in-app 
messages. The first is an ‘in case you missed it’ screen, targeted 
at users who are yet to use a key feature, like watch an item in a 
marketplace, or check data usage in a telco app. Or if the feature is 
newly released, draw attention to it with a ‘what’s new’ screen the 
first time the app is opened after an update. Both types of in-app 
messages should explain clearly and concisely the purpose and 
value of the feature.

These work well in context. For example, when a customer is adding 
a payee manually in their banking app. It can be a tedious little task, 
especially when you need to ask the payee for their details. This is the 
perfect time to trigger an in-app message or tip-overlay explaining 
how they can bypass this process by making simple transactions 
to the contacts in their phonebook, using just their phone number. 
It’s a genuinely useful message, at the right time, which is certain to 
increase feature adoption. Campaigns like this have increased feature 
engagement by up to 4x.

To really optimize feature discovery, A/B test different UX options 
to discover definitively which variant boosts feature usage, e.g. 
does a hamburger nav or tabs work better in a banking app?



www.swrve/demo 13

Engage Disappearing Users to Reduce Churn

Churn is the quickest killer of businesses. And having spent an eye watering amount on user acquisition, 
the last thing you need is to watch those users disappear without a fight. But improving retention by even 
just a little bit can make a huge difference.

The key to this is identifying disappearing users, or even customers with a high propensity to churn, 
before they’ve churned, and delivering personalized and relevant messages to re-engage them.

For example a film streaming service could 
send a push notification on mobile and OTT 
to subscribers who have not been active for 
3 weeks, recommending them a film based 
on their previous viewing behavior. And if 
engagement through push isn’t successful, 
trigger a personalized email offering more 
suggestions, before they disappear forever.

Even if the worst happens, and your 
reengagement efforts haven’t paid off, you can 
export your user data to use in ad retargeting.
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Speak Your Customer’s Language to Boost Engagement

We know it’s obvious, but communicating with customers through 
their preferred language massively boosts your chances of winning 
moments of engagement. Large enterprises in particular are 
likely to have a diverse set of users spread out all over the world, 
resulting in a variety of languages and time-zones to navigate.

The good news is that every smartphone user in the world has 
set a default language. Create campaigns for each language 
you wish to support, and then match these with the device 
settings to deliver a localized message. Something as simple as 
this can increase engagement by 100%.

It’s equally as important to schedule for local time. A push 
notification sent during the evening in San Francisco arrives at 3am 
in London - a surefire way to either annoy your users or be totally 
ignored. Again, use device settings to deliver at a more appropriate 
time, or better still, use AI to deliver at the optimal time for each 
user - based on their previous engagement behavior.
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Engage Your Users Dynamically Through Real-Time 
Behavioral Messaging

Dynamic customer journeys are far more powerful than the rigid 
journeys that marketers create for customers. Triggering and 
microtargeting messages create moments of genuine relevance 
that make a difference to your business and your customers.

Take this example: a telco operator sets up geofences around 
its competitors stores, so that when one of their own customers 
enters a competitor’s store, the geofence is broken and triggers 
a push notification. Customers who are nearing the end of their 
contracts (say, the last 30 days) can be targeted with a renewal 
offer, like a free upgrade to the latest premium device, or a more 
competitive monthly rate, and even be directed to one of your own 
stores.

This type of message, combining dynamic microtargeting, realtime 
triggering, real-time delivery, and geo-location technology, can 
make the difference between losing a valued customer to a 
competitor, and retaining them as long-term patron.
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MONETIZATION
Successful monetization comes from serving contextual experiences 
to users at their exact moment of need. The more of these moments 
that you deliver and win, by users engaging with them, the more 
successful your monetization strategy will be. Often these moments 
are as simple as serving an in-app message to a particular segment of 
customers, or testing UX to see what your customers react to best.

But to really excel at monetization, you need to consolidate 
customer behavioral data in realtime from every from every 
conceivable source, to develop a live 360˚view of every customer 
and prospect, from which you can act on in the moments that 
matter.

Each touch and swipe tells you something about their intent. How 
you interpret and ultimately use this data, through micro-targeting 
and real-time triggering, is what really makes the difference to 
revenue.
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Increase Revenue Through In-App Offers

A tried and tested way to monetize is through in-app offers. Our 
games customers have been reaping the rewards from these for as 
long as Swrve has been around. It’s a thing of simple beauty: a full 
or partial screen takeover featuring an irresistible offer and a call-
to-action to get customers over the line. It’s a perfect way to win the 
moment.

Of course there is a little bit more to a successful in-app message 
monetization campaign than that. For example a home security 
company we work with wanted to convert more users to their 
premium offering. They targeted only users who weren’t already on 
the premium plan, explaining the benefits of upgrading, and offering 
a time limited discount. The result was an extra $100k in 40 days.

Like any monetization campaign, the more timely, relevant and 
targeted the message, the more chance there is of winning the 
moment. A great example is when a passenger opens their airline 
app to check in on the morning of their flight. Once their boarding 
card is ready, deliver an in-app offer for e.g. a meal upgrade, fast 
track boarding, extra baggage, car hire etc. based on their previous 
transactional history.
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Reducing the Number of Abandoned Purchases

One of the simplest ways to grow your business is to win purchases 
that otherwise would have been lost.

And with 7 out of 10 purchases on mobile abandoned, even a 
slight improvement can make a huge difference to your revenue. 
One Swrve customer generated over $6 million in revenue that 
was otherwise lost!

One of the main causes of purchase abandonment is an overly 
complicated checkout, and so it is imperative to make sure yours is 
optimized. Remove as much friction as possible, so purchases are 
only a few clicks away, and A/B test different native UX flows. Also test 
details like CTAs, graphics, offers and wording, to find out definitively 
which variant delivers the most complete purchases.
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Set up personalized cart recovery push notifications to be triggered 
when a user abandons a purchase. These are especially effective 
when they deeplink to the purchase page in question. Use payload 
data to populate the push notification so that the user is fully aware 
of the particular purchase they abandoned.

And if the push notification is ineffective, make sure you have 
orchestrated messages across multiple channels (for example 
email or an in-app message) to be delivered the next time they 
open the app, reminding them of the unfinished transaction.
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Optimizing the Paywall to Increase Subscriptions

Serving two or more variants of the user experience to otherwise 
identical audiences, and then establishing through data which is 
most successful (or in other words A/B testing!) is a great way to 
optimize monetization.

One customer, a world-renowned publisher, was struggling to deliver 
the revenues they desired from their app. Instead of doing something 
drastic, like reducing the price or changing strategy entirely, they 
decided to A/B test their paywall (the number of articles a user can 
read before having to subscribe) to see if changing that number made 
a significant difference to the number of subscriptions they were 
receiving on mobile.

The test was simple, but well defined and carefully thought out. The 
normal paywall allowed readers a limit of 8 articles before they had 
to subscribe to continue reading. For the purposes of the A/B test, 
the audience was split 50/50 and delivered an alternative paywall 
limiting readers to just 4 free articles. The two variants were delivered 
to over 190,000 participants each. It was a brave move that paid off 
handsomely.

The results of the test were surprising - readers were 27% more 
likely to convert with a 4 article paywall. Further analysis showed 
that, on average, the users engaging with the 4 article limit 
brought in 20% more revenue over the month that the campaign 
was running.

A B
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Segment-of-One Real-Time Target and Trigger Campaigns

It’s worth repeating: target people based on what they do, not just 
who they are. This will give you the edge in an age where most 
people simply don’t have enough time or energy to absorb so many 
demands on their attention. Average response rates for event-
triggered messages on new channels is 56%, compared to just 
28% for batch. That’s a lot more moments won.

With a tool like Swrve, marketing teams now have access to their 
own BI-level targeting and triggering, enabling micro-targeting 
which unlocks intent. And intent unlocks monetization.

Take, for example, this segment-of-one real-time target and trigger 
campaign from one of our telco customers. A top-up offer was sent 
to pre-paid customers, who top up through the app, and had added 
$10 three times in the last 30 days, who had a balance of less than $2. 
This was just one of the many micro-targeted campaigns, featuring 
payload targeting, that helped the telco sell an extra 253,000 more 
plans, generating an extra $2 million in revenue.
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CUSTOMER SERVICE
& SATISFACTION
Service messages are always top of the charts when it comes to most 
valued customer interactions. If done well, they have a positive effect 
on your brand, and help to nurture engagement with your app for 
non-service messages. But to be truly effective your systems need 
to work with each other fluidly. And we all know how important 
customer satisfaction is as an indicator of business success.

In-app surveys provide higher completion rates than any other 
channel, to help you optimize customer satisfaction.
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Winning Moments with Service Messaging

Operational and service messaging is where real-time event 
processing and delivery comes into its own. Data from one system 
can, and should, feed communications from another system. And 
thankfully integrating systems to achieve a collective flow of data is 
no longer the challenge it once was, due to APIs, pre-built connectors, 
and an integration framework.

For example airlines can notify their passengers via push notification 
about flight updates, like a cancellation before they leave the 
house, or a reminder to check in before it’s too late. Banks can alert 
customers to suspicious activity immediately. These are genuinely 
useful service interactions that are time sensitive.

Some of our customers take this opportunity to convert service 
messages into selling opportunities.

For example, the push notification reminding a passenger to 
check in for their flight can also be used to see if they want to 
upgrade their seat. The combination of service messaging and 
micro-targeting is especially effective, with up to 10x more 
engagement than a regular upsell notification.
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Exponentially Increase CSat Completion Rates with In-App 
Surveys

Customer satisfaction surveys typically result in only a tiny fraction 
of people completing them. This is because they arrive by email, 
post, or carrier pigeon days or weeks after the relevant customer 
experience. One of our customers were seeing only 0.7% completion 
rates on their email surveys. This is far from ideal.

But there is a better way. In-app surveys have revolutionized 
how customer feedback can be collected, and as a result have 
transformed response rates. They can be triggered to reach 
customers both in the channel and moment of use to get their 
feedback when it really matters. For example if a customer uses a new 
feature in a TV video streaming app for the first time, ask them for 
feedback.

Here’s another one: airlines that we work with draw geofences around 
airports, so that when a flight lands, personalized push notifications 
are triggered asking passengers to complete a quick starbased in-app 
survey about their flight experience.

One of the world’s largest airlines saw an amazing completion 
rate of 86%!
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Win More Moments in the App Stores by Improving App 
Rating

Your app store rating has a massive influence on user acquisition - the 
higher your rating, the more chance of someone downloading your 
app from the store. For example, an increase in star rating from 3 to 4 
helped to increase acquisition by 340% for one of our customers.

Improving your rating is really not as hard as you’d think. In fact, 
it’s usually a simple case of asking the right people at the right 
time to rate your app. On the flip side, if you don’t ask the right 
users, you’re leaving who reviews your app up to chance, and 
these are usually people who have something negative to say!

But if you identify segments of users who are most likely to leave a 
positive review - like active users who regularly use your app’s core 
features - you can then target them with an in-app survey asking 
them how they feel about the app experience. Timing, as always, is 
critical. You don’t want to interrupt their session, so it’s often best to 
wait until they have completed the reason for opening your app in 
the first place.

If they agree to take the survey, and respond positively, deeplink 
them to leave a review in the app store. If they respond negatively, 
find out what is going wrong with a multi-choice survey.
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ABOUT SWRVE
Swrve helps brands win more moments of customer engagement with real-time marketing automation software that delivers micro-targeted 
messages in relevant moments across mobile, email, web, TV and emerging digital channels.

Marketing and product teams use the Swrve platform’s realtime data integration, behavioral analysis and machine learning engines to create 
dynamic campaigns that automatically target and trigger messages to millions of segments of one.

Swrve continuously collects and shares data on customer behavior and attributes from its own SDKs embedded in applications and 
through flexible data orchestration with virtually any external system or data service.

With expert marketing and technical services, Swrve helps brands create dynamic campaigns that onboard, retain, convert and monetize for 
faster growth and higher customer lifetime value (CLV).
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Swrve works with some of the world’s leading customer-facing organizations 
including Emirates, Virgin, Warner Brothers, Ryanair, Netgear and Samsung. 

As a highly scalable platform handling billions of events every single day, 
they rely on us to deliver outstanding experiences and impactful campaigns 

in-the-moment to their customer base.
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Three simple ways our customers make that happen:

1. Focus on the tutorial. It is vital that new players immediately 
understand why they are in your game, and more importantly 
how they play it. That means a tutorial that is spot on - and 
just the right length. The alternative is frustration and one 
more deleted or un-used game.

2. Use funnel analysis to find trouble spots. A funnel analysis 
can identify where players are having difficulty - which in 
turn enables game companies to step in and address those 
issues. By mapping the flow through the key stages in the 
initial onboarding experience, funnels give great insight into 
where players are giving up, and how to identify the largest 
stumbling blocks.

3. A/B test alternatives. It’s one thing to identify those trouble 
spots, another to resolve them effectively. Smart game 
businesses use A/B testing techniques to ensure that they 
get these decisions right - by relying on user data rather than 
‘expert opinion’. Test every aspect of the onboarding process, 
and even whether you need a tutorial at all.

This Swrve customer tested 
competing onboarding variants 
and saw retention increase 9%.
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The success of any title is the game economy: the various currencies 
that are used, how they are earned (or not earned) and how they are 
spent. Carefully balancing these variables has been a key lever to 
both driving engagement early on and encouraging buy-in with real 
money later in the day.

That process starts the moment the game is installed. Of vital 
importance, is exactly how much of each currency the player begins 
with. Too little, and there is a risk that retention will suffer and the 
player will not be able to discover how currency is used in the game.

Too much, on the other hand, and it will become harder to encourage 
real money buy-in later. In other words, it is a balancing act and a 
judgement call. And in that situation, smart games companies call for 
A/B testing.

A/B Tested Startup Configuration

CAMPAIGN 2

The initial configuration of any game involves a 
number of variables, each of which can be optimized 

following a testing program.
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TEST THEM!
By testing various approaches, the optimal start-up configuration can 
be rapidly determined and then rolled out across the entire playing 
population.

Of course, it isn’t only the amount of currency that can be tested. The 
initial configuration of any game involves a number of variables, each 
of which can be optimised following a testing program. Take ‘speed’ 
for example, in terms of how quickly an endless runner begins (and 
how it progresses). There are a multitude of variables like this that 
demand a decision be made. That decision should be based on real 
user data.

A/B testing can help optimize key configuration decisions, 
such as how much currency to give new players.



www.swrve/demo 31

It’s really simple. Mobile games businesses live and die by one 
number: the percentage of players they can turn into payers - 
people spending real money in the game.

And for many, that number is a challenge. In any given month 
(according to Swrve research) less than 1.5% of active players 
are actually paying any money at all. Even the most marginal 
movement in that number can be the difference between a 
profitable title and disaster, so total focus is required to move the 
needle on conversion.

Driving First Purchases

CAMPAIGN 3
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Here’s a few ways that gaming leaders make that happen:

• Measure. The first step in addressing the challenge of conversion 
is making sure you measure it. Smart games companies keep an 
eagle eye on conversion from play to pay - and benchmark their 
current efforts.

• Build active campaigns. It’s not good enough to simply assume 
that your game will naturally lead people to conversion. With 
Swrve you can deliver targeted, relevant campaigns, delivered via 
push notifications and in-app messages, that present players with 
clear motivations for spending their money.

• Divide and conquer. Successful games companies take a very 
simple approach to driving conversion. Rather than single 
campaigns targeting the entire ‘non-paying’ player base, with 
Swrve they create targeted campaigns directed at subsets of that 
group. For example, a significant discount on gem or coin bundles 
can be offered to long-term players who have not yet spent - on 
the basis that this will not cannibalize existing revenue but only 
drive additional conversions.

• Measure ROI on all campaigns. Sometimes we need to spend 
money (in addition to time and resources) to get users over the 
line to a fully paying player state. Games companies who do this 
always make sure to A/B test against control groups to ensure at 
all times that they’re getting the benefit to justify the spend.

www.swrve/demo

Our gaming customers deliver targeted, relevant 
campaigns that present players with clear 

motivations for spending their money.
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Most mobile game businesses live and die on their in-app 
revenue. As a result, the smart ones have become experts at 
making spending money as easy as possible. That might sound 
like a particularly obvious thing to do, but you’d be amazed how 
frequently poor usability or an ill-thought through ‘monetization’ 
strategy can harm a game business.

Until recently many games developers were reluctant to offer 
higherpriced buy-in bundles. As a result, money was left on the 
table because in many games there were no opportunities for 
players to purchase high value SKUs (stock-keeping units).

The truth is that there are always some customers who want to 
buy in at higher levels, and that needs to be supported. But the 
actual lessons are broader again. In general, a series of tests and 
campaigns should be run that helps make spending as easy as 
possible.

Store Testing to “Make Spending Easy”

CAMPAIGN 4

Learn from a user’s preferences and format the store 
accordingly - offer more expensive bundles to players 

who have already purchased.
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Here are a few ways that game industry winners make buying 
easier:

• A/B test and personalize store formats and campaigns. 
Games industry leaders test multiple configurations and layouts 
in game stores and establish what works. Even more powerful 
is the ability to learn from a user’s preferences and format 
the store accordingly, for example: showing more expensive 
bundles to players who have already purchased.

• Make spending an organic part of the experience. Rather 
than hide everything away in the store, deliver campaigns that 
prompt users in the right place and at the right time in order 
to enhance their gaming experience (and drive revenue). Make 
sure the path to purchase is as easy as possible.

• Make an early offer. When you get a spending commitment 
early, engagement and retention is almost guaranteed, and 
with it further spending down the line becomes more likely. 
Nobody wants to walk away from a game they have invested in! 
Deliver a killer offer early on and make it happen.

• Support every spend level. Don’t make the mistake of 
believing nobody will really love your game and want to spend 
money on it. You’ve built a great game, and certain players will 
be more than happy to become ptayers, at all levels of spend. 
It’s all about finding out who is willing to spend what, and 
selling accordingly.

Make spending as easy as possible
- and support all price points.

OR
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As noted above, only 1.5% of game players spend money in any 
given month. But that’s only half the story. Within that small 
group, the top spending 10% contribute 60% of all revenues. 
Which in turn means that an astonishing 60% of all the money 
games companies earn come from just 0.15% of their players!

Faced with this reality, smart games companies invest heavily 
in rewarding their ‘VIPs’ and preventing churn within this 
all-important group. No activity is more central to effective 
monetization.

Reducing Churn Amongst VIPs

CAMPAIGN 5
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Here’s how the Swrve platform delivers successful campaigns to VIP 
users for the world’s biggest games:

• Learn who VIPs are: This is always the first step. Without a clear 
insight into who is delivering value, you’re unable to take concrete 
action. Make sure you’re recording the events that matter to you 
- most likely in-app purchases - and assigning them to individual 
users. Then you can create an easy to target segment of VIPs 
through the Swrve dashboard.

• Keep talking: Build targeted campaigns delivered via push or 
inapp messages that effectively remind the player why they are in 
your game. Send relevant reminders when necessary, and ensure 
you act when any period of absence goes beyond the usual.

• Offer rebates or rewards for large purchases or returning to 
the game: A technique that is as old as the hills, but still effective. 
Both for lapsed and current users, ensure you keep a flow of 
offers and concessions coming. And make sure you let players 
know with targeted, relevant campaigns. One special offer in-app 
campaign for a major game delivered using Swrve drove $500k in 
5 days.

• Change experience with purchases: As players become payers, 
don’t forget to improve their experience and thus retention rates. 
The most obvious example - turn off ads, if you are using them. 
But also make sure to tweak and test options, or adapt experience 
in other ways. You can even make the game easier!
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FTUE starts the moment an app is opened for the first time (or the service is accessed 
on any other channel). Unfortunately in too many cases the same generic onboarding is 
delivered to new users no matter which acquisition source they came from. When this 
happens, users who responded to a specific offer - advertised on Facebook for example 
- find no trace of it when opening the app and are thus much more likely to churn.

We work with clients to deliver bespoke initial experiences that act on a real-time knowledge 
of acquisition source to make the very first touch relevant. When a bank offers students an 
incentive to open an account via a Facebook campaign, they are able to show onboarding 
screens that keep those incentives front of mind until the account is opened. It works.

Lastly, remember onboarding and FTUE is multi-channel. New users migrate from 
desktop to mobile - even to the TV screen in the case of media streaming services. 
Ensure you interact effectively and consistently across every channel that matters.

In-app 
Messaging

Email 
Messaging

Web Push 
Messaging

Apple TV, Roku, Android TV, Amazon Fire
Messaging

Push 
Notification 

SMS
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No CEO ever sat down and listed ‘higher click-thru rates’ 
as a business goal, and smart marketers know that:

1. There’s no clear link between click-thru rates and the metrics 
that actually matter to a business

2. It’s really easy to manipulate click-thru rates if that’s how 
you’re measuring success

The sole exception to this rule is if your business only cares about 
app opens and app page views, as some media apps do. If that 
is the case, go right ahead and factor in click-thru, but make sure 
your campaigns are not having a negative effect on long-term 
retention, as they may do.

So, for everyone else, what does matter? Well, most campaigns 
and interactions are created with an immediate goal (a purchase, 
the discovery of a feature, etc), so in the same way success 
should be defined by the achievement of that goal. “Winning the 
moment” isn’t about generating attention - it’s about helping the 
customer and making something happen.

Of course, ultimately you want to be able to take each group 
exposed to a campaign and compare their revenue performance 
against a control. But remember, buying one item (which was 
promoted in a campaign) may simply cannibalize revenue from 
others, so it’s important to look at this number in the round. 
Measure the impact on the whole business.
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6. WORKING TOGETHER
One campaign on its own can be effective, but when two or more 
work together - that can deliver even greater results. In a multi-
channel world that insight is more important than ever. As users 
move seamlessly from desktop to mobile, to watch and TV, 
interactions with your brand must do the same.

That is why it is necessary to consider the effect that any one 
campaign may have on others around it, and to build campaign 
flows around the user. It’s also important to remember that users 
are unique. Rather than force them through ‘customer journeys’ 
mandated by your marketing team, deliver the right interaction at the 
right time to the individual.

One area in which this approach can deliver real benefit is the 
measurement of customer satisfaction. In a multi-channel 
environment it’s important to allow the user to provide feedback in a 
way that suits them - not at a time when you’ve decided a survey will 
take place. Not only does this greatly increase response rates and the 
accuracy of data, it allows you to learn and adapt to each individual 
customer over time.

WORKING TOGETHER6
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We worked with one major airline to deliver a survey experience 
the moment the airplane arrived at the gate - before the phone had 
even connected to the network. This ‘native mobile’ experience 
encouraged a huge increase in response rates: from less than 1% 
on email to over 70% via the mobile app - a direct consequence of 
asking ‘in the moment’.

But the benefits do not stop there. Satisfied customers can be 
directed to the app store to provide positive feedback in public. 
Those who report issues can be given the option to deliver additional 
feedback, either on mobile or in other channels such as email or 
even phone. If the organization is aware that a particular individual 
enjoyed a particular experience, that information can be used for 
targeted mobile and web push campaigns down the line.

Cumulatively this approach is a world away from the company centric 
‘customer survey’ - and you will reap the rewards.
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7. THEY ARE TIMELY
Remember the debate about the “right” time to send email 
campaigns? Now for each individual customer that time is different.

That’s why the old-fashioned approach of scheduling campaigns is 
no longer valid. Instead, learn from each individual which time works 
best for them.

One method, which is particularly useful for push notifications 
(whether mobile or desktop) is to learn from user behavior relating 
to when a site or app is typically used. When we send a push 
notification, we are attempting to bring someone back. It helps, in 
that context, to send the message when that specific individual is 
most likely to return based on their previous usage. In other words, 
we (automatically) send a push at 9pm to a user who typically uses 
the app in the evening, and at 9am to one who uses the app in the 
morning.

Swrve customers who adopt this ‘optimal time’ approach typically 
see engagement rates double.

THEY ARE TIMELY7



The other approach relates to delivering interactions based on 
‘triggers’ - specific actions taken by the individual. These can 
range from viewing particular content, to simply entering or 
leaving a particular area. The relevant interaction can be delivered 
immediately (such as in the example above relating to customer 
satisfaction) or after a delay (perhaps sending a similar survey half 
an hour after a customer left a bricks and mortar branch).

This approach has the great merit of building marketing around 
the customer, rather than the other way around. By delivering 
interactions based on where the customer is now, what the 
customer is doing now - but whilst still having an understanding 
of their prior behavior - interactions can be more relevant, more 
helpful, and thus more effective.

It’s time to stop building ‘customer journeys’ and start listening and 
responding in real-time.
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