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The Basics
●CPI = Cost Per Install
● Not Consumer Price Index

●Performance Marketing
●LTV = Lifetime Value
●CPI < LTV
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Idle Frontier: Test Markets vs Global Launch



The Game
● In-house developer 
team, Ultrabit
● Casual Idle/Clicker
● Frontier Theme
●Launch Globally July 
25th 2019



Test Markets: More than just stability
● Measure early engagement
● FTUE, retention, buyer %

● Answering is it marketable?
● The answer is part of the 

problem



Test Markets vs Global Users
● Test Market Users:
● Limited # Country
● Low OS & Devices
● Very little targeting or data 

to target with
● Keep costs low

● Global Launch Users:
● All Countries
● High OS & Devices
● Precise Targeting
●Takes time and data to qualify



Idle Frontier in Test Markets
●Average CPI: $1.61 (DK, FI, NL, NO & SE)
● Almost no targeting other than geo and minimum OS.



Global Launch
●July average CPI: $4.80 (US)
●August CPI: $6.26 (US, AU, 
CA & UK)
●September CPI: $6.17 
(World Wide)



Key Performance Indicator (KPI)



Everything backs into CPM



The marketplace is not static

● Source
● Available Inventory (feature traffic?)
● Who am I bidding against
● Time of year, day of the week, time of day…
● Etc…



What Metrics should I focus on? 
● Profit!
● Early downstream metrics
● Long term predictions



Early Indicators
●Retention: 
● D1, D3, D7 & beyond

●Revenue: 
● D7 Buyer %,D7 ROAS



Lifetime Value 
●LTV isn’t very 
descriptive
●We call it DX eNPV
● Includes Net IAP + Ad 

Rev
● Set by date: D30, 

D180, D360, etc.



K-factor
● “Free” Organic installs we get from paid



Actual Revenue vs Projected Revenue
● ROAS = Return on 
Ad Spend (net rev/total 
spend)
●D360 ROAS = eNPV
= LTV… a rose by any 
other name.



You get what you pay for
●More granular targeting
●Beyond the install:

● Dynamic CPI 
● “Qualified Users”



The Networks



Facebook Value Optimization (VO)
●The Social Network
●Making the most use of all 
Facebooks user level data!
●Pro-tip: don’t set a 
minimum ROAS



Google Ads In-App Actions
●The Search Network
●Purchase as your “Action”
●Pro tip: Use Firebase
● 10 purchases per day for 3 

weeks. Buyer 2% = 
minimum 10,500 installs.

● $30K just to learn






IronSource
●Rewarded Video network
●Predictive analysis & 
continuous auto-
adjustment.
●Ad Revenue + IAP 
Revenue = better ROAS 
bidding!



Unity
●Rewarded video network
●User level targeting
● Needs at least 10 
purchases, but more is 
better.
●Pro Tip: set a realistic 
ROAS target and don’t 
blacklist or whitelist.



Moloco
●Demand Side Platform 
(DSP)
●Real Time Bidding (RTB)
●Machine Learning with 
human monitoring.



Summary



Forget CPI: Bid Deeper
●Retention
●Purchases
●ROAS



My point is…
●CPIs don’t really matter as much anymore.
●Use bidding strategies that make sense for your game.



Questions?
● Contact me via Kongregate.com username: Heather 
● Want to work with Kongergate? Email 
BD@Kongregate.com
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