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* Acquiring the right users cost-efficiently continues
 tobe a challenge for game studios, with marketers
LS exploring a different mix of campaign optimization

- goals to drive a strong return on investment. Our

data shows that marketers are increasingly

diversifying their campaign optimizations and are

exploring different return on advertising (ROAS) and
event-based optimizations in conjunction with cost

per install (CPI) campaigns in order to find the right

players at the best value.
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to target users who are mo
purchases in your app,
app, or do both.
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g Advertisers are diversifying their UA campaign optimization strategies
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Campaign optimizers
have gained traction
month over month

Over the last two years, advertisers across
both the ironSource and Unity Ads networks
have shifted budget allocations to further
diversify their campaign strategies by
leveraging optimizers like ad revenue, IAPs,
and hybrid ROAS.

We also see both target cost per action (tCPA)
and target cost per event (tCPE) campaigns
gaining traction’, signaling that advertisers are
looking to go even deeper with their
campaigns, seeking out players who are more
likely to complete specific actions in their
games.

© 2024 Unity Technologies
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Percentage of spend per campaign types - Unity Ad Network

= Adrevenue

Hybrid

2022 2023 2024

Percentage of spend per campaign types - ironSource Ad Network

= Adrevenue

CPI

Hybrid

2022 2023 2024

1. [Source: Unity Ad network, ironSource Ad network] [Disclaimer: gaming only, CPI]
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@ Advertisers are diversifying their UA campaign optimization strategies
1.2

D7 ROAS targets by genre
and optimization type

D7 ROAS targets by genre and optimization type

When we look at ROAS optimizers, using D7 D7 ROAS target

targets as a benchmark, the top game genres 09 40%
by spend are still mostly focusing on ad o

revenue optimization. However, hybrid IARIrevEnUE only
optimizers are a close second across all Casual

genres?.

Ad revenue only

IAP and ad revenue

Hypercasual

Optimizing for both IAA and IAPs helps create a Puzzle
more stable and resilient strategy that adapts to
different user preferences and market
conditions. Hybrid campaigns are becoming
more popular as game genres increasingly
create blended economies relying on both IAA
and IAPs.

Simulation

Categories

© 2024 Unity Technologies 2. [Source: Unity Ads data in 2023] [Disclaimer: campaigns with over $100 USD spent in the year.] Unity®



@ Advertisers are diversifying their UA campaign optimization strategies
1.3

The top 5 game genres by
spend and their campaign
optimizer mix

Optimizer tools usage by spend - Unity Ad Network

Looking at the top five game genres by spend Adrevenue
in the U.S., each one is diversifying spend ' Hord
across multiple campaign optimizations. LZZE
Event campaigns like tCPE have also started to

surface in Puzzle (3%), Strategy (8%), Casino

(2%), and Arcade (4%)3, signaling that these

genres are looking to center their UA strategies

even more squarely on finding quality users.

Puzzle Strategy Simulation Casino Arcade

© 2024 Unity Technologies 3. [Source: Unity Ad demand supply internal] [Disclaimer: United States, gaming only, May 1to May 31, 2024] Unity®



@ Advertisers are diversifying their UA campaign optimization strategies

How do you choose an
event to target and what's
the logic behind it?

Top 5 events that developers

*
Start by choosing an action in your game that is often most commonly choose

achieved by high-quality players. This can be an action like
making a first in-app purchase or engaging with a certain
amount of ads. We recommend choosing an action that your
top 5-20% of users with the highest LTV complete within the
first seven days of gameplay.

Completing a level
Registering for a free trial
Making in-app purchases

Watching a certain number of ads

o b 0N -

Achieving a significant milestone in the app
Choosing an event within this range ensures that you are

targeting a meaningful action performed by a valuable

segment of users, while also providing flexibility in event

selection. This prevents aiming towards an event that is too * Based on ironSource Ads data
rare. Bear in mind, however, that the deeper the event goes

into the gameplay, and the more time needed to achieve it,

the more conversion rate (CVR) will drop, and it will take

longer for the campaign to optimize accordingly.

© 2024 Unity Technologies Unity®



@ Advertisers are diversifying their UA campaign optimization strategies

Offerwall campaign optimization

10

Leveraging the benefits of diversifying your UA optimization strategy applies just as much to offerwall as it does to video networks.
As a rewarded marketplace, the offerwall allows advertisers to run various event-based campaign optimizations tailored to specific

player engagement behaviors. Let's look at some of those campaign optimizations:

Daily Reward Cost Per
Engagement (DR-CPE)

campaigns attract a more scaled, casual user
segment than a typical SR-CPE or MR-CPE
campaign by offering shorter, quicker, and
more frequent rewards for completing in-app
actions. These campaigns drive higher
conversions and ROAS among audiences
preferring fast rewards for short challenges.
These are designed to complement both
single reward and multiple reward cost per
engagement campaigns.

© 2024 Unity Technologies

Single Reward Cost Per
Engagement (SR-CPE)

campaigns reward users for completing a
single deep in-app task within the offerwall
marketplace, such as engaging with an app,
reaching a certain level, or carrying out a
specific task. Typically these campaigns
reach users who are already familiar with the
offerwall and are invested in completing a
deep in-app action in order to receive
currency in the original game they're
playing.

Multiple Reward Cost Per
Engagement (MR-CPE)

campaigns reward users for completing
multiple in-app tasks within the offerwall
marketplace. Users engage with an app,
reach a specific level, and perform an action
to earn rewards. Players can see their
progress and rewards along the way which
entices them to keep going and complete the
final task, and in turn helps with completion
rates.

Unity-



n

@ Advertisers are diversifying their UA campaign optimization strategies
1.4

Installs per mille (IPM) for
playable ad campaign
benchmarks for the top 5
game genres by spend

Campaign optimizations are only one piece of
the puzzle. Diversification is just as important

. . e Puzzle Simulation Arcade
when looking at your ad format mix within your
10.3 IPM 14.9 IPM 24 IPM
campaigns, since each variety such as video,
end cards, and playable ads engage people Action Strategy
10.9 IPM 711PM

differently.

Formats such as playable ads are highly
effective for driving stronger engagement and
conversion rates, since the format is
interactive, often delightful, and critically gives
players a sense of how your game operates.
Let's take a look at the genres benefiting most
from playable ads:

© 2024 Unity Technologies Unity®
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@ Advertisers are diversifying their UA campaign optimization strategies

Knowing the IPM benchmarks per genre can help gauge how competitive your user acquisition playable ad campaigns are®. If you aren't
hitting the benchmark for your genre, consider these best practices for creating playable ads:

Mapping creative concepts to
your goals

The creative concept you choose should
depend on your goal and game type. For
example, from a goals perspective, you
might be focusing on quality or scale. To
entice quality players, showcase all the
ranges of customization and choice your
game offers. If scale is your goal, focus on
showing urgency within the gameplay.

© 2024 Unity Technologies

Progression

Give players a clear understanding of how
game progression might work by
showcasing a character's journey through
different parts of the game. This can give
players a good overview of your game's
mechanics.

Timing

Timing is key when sending users to the
app store. For short playables (3-5
interactions), try directing users to the store
one interaction before the end. For longer
playables (10 interactions), sending users
after five interactions when their interest is
piqued could maximize the likelihood of
them downloading your game.

4. [Source: Unity Ad demand supply internal] [Disclaimer: Playable only, data as of May 1to May 31, 2024] Unity®



. 8 | Creating IAPs for your mobile game can be labor
: , ‘ A 2 f R A'A R~ ’ lniéhéi\‘/é but the payoffs can outweigh the work
Tl SAEis : : ; if done right. Using data to identify the most ;
at the rl ht T SN R b An 3 effectlve IAP products, and then understandmg
g Ty sostse s s aes o T e ous i e S oy fe mapr theti o the: most impactful moment
' TS RO SRR e S - based on where a user is at in your game, can

moments Pt ;‘ o . . iy IS : ; o help offset some of the overhead around

implementing IAPs.

© 2024 Unity Technologies Unity@



@ Advertisers are diversifying their UA campaign optimization strategies

2.1

Those who purchase IAPs are
more likely to buy additional IAPs
within the first 30 days of first
purchase

1.83% of users convert on IAP during their lifetime, and
28.81% of those users will make at least one additional
purchase, meaning approximately one in three IAP
purchasers will repurchase®. In the 2023 Growth and
Monetization Report, we shared that 77% of all players who
have ever converted to IAP have done so within the first two
weeks. While initial IAP conversion is hard, those who do
convert are much more likely to repurchase, so it pays to
invest in trying to drive those initial conversions.

26.47% of those additional purchases will happen within 30
days of initial purchase. 1.37% will repurchase within 31-60
days, and 0.46% within 61-90+ days. IAP strategies need to
anticipate and facilitate repeat purchases within this time
frame, and not just work to drive long-term sporadic
spending. It is much easier to estimate who will be paying in
the future (and when) if you know who has paid in the past.

IAP purchasers are a small but mighty group. Providing the
most helpful IAPs at the right moments can provide a big

payoff. So how do you do that?

© 2024 Unity Technologies

IAP Payer Likelihoods

051%
0.46%

137%

183% 265%

Percentage of IAP Converters Percentage of IAP Converters who made at least one repurchase

5. [Source: Unity IAP Plug in] [Disclaimer: games that made over $10k USD in 2023, players that installed in 2023]

Lifetime

91 days or more
61to 90 days
31to 60 days

Within 30 days

14
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@ Advertisers are diversifying their UA campaign optimization strategies

Dividing your game into stages will help
identify the best ways to engage users

15

Breaking your game down into three main stages — early, mid, and late game — can help you map users to high-value rewards that will
motivate them at their specific stage. Meet users where they are at to encourage game progression and provide relevant, engaging

offers which can increase chances of repeat purchases.

Early game
Week 1 (Days 0-7)

Goal: Engage and convert users

The early game is all about making a great
first impression for the user and showcasing
the fun of the game. This is where the user
will learn all about your game's systems,
mechanics, and available tools — the core
loop of your game.

© 2024 Unity Technologies

Mid game
Week 2 (Days 8-15)

Goal: Retention and continued conversion

The user is familiar with the core loop, so
they can focus on progression through
systems. Certain elements like social or
multiplayer pressures can be introduced to
keep players coming back.

Late game
Week 3+ (Days 16+)

Goal: Conversion and deeper complexity

This will be the smallest, most invested
group of players who have retained the
longest. Rewarding them with deepened
complexities and challenges can keep
them engaged.

Unity-



@ Advertisers are diversifying their UA campaign optimization strategies
2.2

The most effective IAP
products according to
game stage

IAP product type Early Mid Late
Ads removal 7.0% 21% 0.9%
Looking at the conversion rates of each IAP Battlepass 25% 32% 35%
product type according to game stage, ads Booster i 2% 0%
s e Bundles and Pack 12.7% 14.8% 16.5%
removal (7.0%), subscription (3.7%), and i
. Consumables / Energy / Lives 1.9% 1.9% 21%
starter bundles (3.1%) are effective for early
Currency 19.0% 24.0% 24.3%
game, while currency (24%, 24.3%) and pe— - 06% 06%
limited-time event/sales (16.3%, 16.9%)° are Gacha / Chest / Loot 20% 26% 30%
Strong mid-late game motivators. Non-consumables / Cosmetics 2.2% 1.4% 1%
Piggy bank 1.8% 2.5% 2.3%
Limited-time events / Sales 151% 16.3% 16.9%
Starter bundles 31% 1.4% 0.8%
Subscription / VIP 3.7% 2.3% 2.3%
© 2024 Unity Technologies 6. [Source: Unity IAP Plug in] [Disclaimer: games that had made over $60k USD in IAP revenue in 2023, players who installed in 2023]
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@ Advertisers are diversifying their UA campaign optimization strategies
2.2

Whatis an in-game

economy?
An in-game economy is the system within a Key elements of a strong
game where players earn, spend, and trade in-game economy:
various currencies, items, and resources.
° Players feel that the rewards they get
If rewards for regular gameplay are not are worth the time and effort they put

compelling, a player is unlikely to be retained. If
the rewards are too generous, they will be less
likely to consider IAPs and/or IAA to
supplement their progress.

in, whether they get those rewards
from playing the game normally,

watching ads, or buying things in the

game.

Similarly, if promotional rewards are too high,

players will expect the same value from app o Players are clear on what the
progression and IAPs. Engaged players will different currencies in the game are
closely examine the balance between earned for and how they help them move
and spent rewards to maximize their time forward in the game.

investment.

© 2024 Unity Technologies Unity®



g Advertisers are diversifying their UA campaign optimization strategies
2.3

A strong in-game
economy helps your ad
monetization
performance

Games with higher IAP revenue also have
higher rewarded video (RV) impressions,
indicating that users want to engage with
rewarded videos when they need additional
resources.

For games in the 50th percentile of IAP
revenue per monthly active user, there are 3.5
rewarded video ad impressions per user each
month (IMPMAU)’. A strong in-game economy
will drive IAP and IAA engagement together.

© 2024 Unity Technologies

IMPMAU

Average RV

Oth

Rewarded video IMPMAU by IAP performance

..l.l'

10th 20th 30th 40th 50th 60th 70th 80th 90th 100th

IAP ARPMAU percentile

7. [Source: Unity] [Disclaimer: games with over $300 USD monthly revenue from rewarded video, with over 1000 average DAU]
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-rth macroeconomlc pressures mounting, more
users are leaning into ads. Engaging users W|th 1AA
should be a cornerstone of your monetization
strategy, since if done right, ad |mplementat|on can

3 ‘ allow users to advance throughout your game

~ without havmg to spend money. And given the
larger proportion of users who will engage with ads

- over IAPs, this can still drive considerable revenue.

© 2024 Unity Technologies Unity@
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@ Advertisers are diversifying their UA campaign optimization strategies
3.1

Rewarded video

engagement and depth

has increased YoY across

all regions Rewarded video performance (2023 vs 2022)

Globally, ad engagement increased 3.2% year Percentage change year over year
over year, with even higher growth in

Ad engagement

i i i i i Ad depth
high-purchasing-power regions like Tier 2 and Tier 1 P
Tier 18. Tier 2

5 Rest of World
g Global Total

As people face economic challenges limiting
their ability or readiness to pay for IAPs, ads
become increasingly valuable, offering users
an alternative way to access in-game content
for game progression.

© 2024 Unity Technologies 8. [Source: LevelPlay] [Disclaimer: games with over 150k installs in 2022, over 3000 players in a country] Unity®



$ Advertisers are diversifying their UA campaign optimization strategies

3.2

Rewarded video
engagementis highest
amongst Word, Role
Playing, and Casual game
genres

Chart 3.2 shows that Word (38.4%), Role
Playing (37.6%), and Casual (36%)° are the top
three genres with the highest rewarded video
engagement.

It's a close race between genres for rewarded
video engagement, so no matter your genre, it
can pay to leverage rewarded videos in your
game.

© 2024 Unity Technologies

22

Rewarded video ad engagement

Adventure 34.4%
Arcade 33.3%

Board 32.6%

Puzzle 338%
Racing 30.3%

Role pying : : £

Simulation 353%

9.[Source: LevelPlay] [Disclaimer: Games with over 1000 DAU and $100 USD daily total mediated ad revenue] Unity®
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g Advertisers are diversifying their UA campaign optimization strategies
3.3

Ad watchers watch the
most ads in Casino,
Strategy and Word
games

Rewarded video daily ad impression per ad watcher

Action
Adventure
Arcade

Board

Genres such as Casino, Sports, and Word excel
at getting repeated ad watches™. Genres that

have over 5 typically see longer session times,
but also need to continually provide resources Hypercasua
for progression. as

Racing 28

Card

Casino

@
3
IS

As we see in chart 3.4, providing rewards when
a user is most likely to benefit from them can
help drive deeper engagement. Ideally,
developers should identify the baseline for their
genre and then attempt to improve it.

sports

Strategy

Trivia

IS
n
N
~
@
)

Word

© 2024 Unity Technologies 10.[Source: Unity Levelplay] [Disclaimer: Games with over 1000 DAU and $100 USD daily total mediated ad revenue] Unity®
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@ Advertisers are diversifying their UA campaign optimization strategies
3.4

Showing ads during
timely user moments
can result in more
rewarded video watches

Percent of ad watcher engagement by placement location

Between levels

In 1AP store

Providing context-sensitive ad placements like
when a user runs out of resources such as

23.8% Lobby/Map/Pre-level

Pop-up message

lives leads to 38.1% of users watching". = Resource ramout
Having visible, contextual ads offering rewards £ 252%

that users really need in the moment not only

generates high ad engagement, but more 22

importantly fosters a positive user experience,
which can benefit you in the long run.

381%

© 2024 Unity Technologies 11. [Source: Unity Levelplay] [Disclaimer: Games with over 5000 DAU and $50 daily total mediated RV revenue] Unity®
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@ Advertisers are diversifying their UA campaign optimization strategies
3.5

Giving players more
opportunities to watch
rewarded video leads to
better engagement

Rewarded video engagement by number of placements per app

0-4

. . 5-9
While some may worry about overusing — -
rewarded video placements, our data shows 20

that games with 15-20 placements can actually
achieve engagement rates as high as 46%"2.

388% 20

40.1%

Make sure you're providing users with a variety
of different rewarded video formats (short,
long, small, larger rewards) to keep things
interesting. You can always A/B test to see : a63%
what users are most responsive to.

© 2024 Unity Technologies 12. [Source: Unity Levelplay] [Disclaimer: Games with over 5000 DAU and $50 daily total mediated RV revenue] Unity®



g Advertisers are diversifying their UA campaign optimization strategies

3.6

Gacha and additional

moves drive the highest

rewarded video
engagement

Knowing the rewards that drive the highest
rates of engagement can help you better
understand what motivates your users. Gacha
(311%), additional moves (30.5%), and daily
rewards (30.3%)" drive the highest RV
engagement.

This could be since gacha uses a randomized
reward system, which can keep users engaged
since each reward can be different, additional
moves provide users with progression
opportunities they are looking for in the
moment, and daily rewards offer incentive to
return to the game.

© 2024 Unity Technologies

Percent of ad watchers that use RV placements for each type of reward

Additional moves

Multiplier

Hint

Daily reward

Quest/Milestone

Timer reduction

Entry ticket

Lives/Health/Energy

Retry after fail

Gacha

Consumable/Power Ups

Nonconsumable/Cosmetic Items

Offiine ear progress

Currencies

Additional reward

19.4%

21.5%

242%

13. [Source: Unity Levelplay] [Disclaimer: Games with over 5000 DAU and $50 daily total mediated RV revenue]

261%

259%

25.5%

303%

311%

26
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@ Advertisers are diversifying their UA campaign optimization strategies

3.7

How developers are
using A/B testing for
monetization
optimization

Knowledge is power, and the more you A/B test
elements of your monetization strategy, the more you
can make informed decisions. There are countless
variables you can test, so we looked at what people
are using A/B testing for most.

Bidding leads the pack (77.1%), with developers testing
bidders to find the most return on their ad inventory,
followed by adding or removing specific ad networks
(51.9%) and testing country-specific pricing
optimization (41.2%)". Tools like A/B testing provide
developers with both transparency and control over
their monetization strategies, helping them make
educated optimizations.

© 2024 Unity Technologies
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Percentage of apps that use the test/segmentation tool in Unity LevelPlay
for different purposes

Bidding

Add/Remove specific ad
7% network(s)

51.9% Country-specific pricing
optimization
a12%
Waterfall optimization

Refresh rate

Latency

IDFA (Identifier for
advertisers)

Impression capping

COPPA (Children's Online
9.6% Privacy Protection Act)

14. [Source: Unity Levelplay] Unity®



As the UA landscape continues to evolve, reaching
: >1 VY ( " 1 _' 1 ; , : and retaining the right users at scale is becoming
I ; ; ~more challenging. Our data shows that users -
a nd reta l ns mo re T S ‘ LASEIEIN : _, acquwed through offerwall have deeper 3
.. engagement, stronger retention, and get to a higher
' o o s - LTV faster than users acquired through other ad

high-intentusers

© 2024 Unity Technologies Unity@
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@ Advertisers are diversifying their UA campaign optimization strategies

41

Average users' LTV by user acquisition channel

Users acquired via offerwall R
have stronger retention than $1.50 R EEEEE R eSS Rewarded video/Interstitial
other ad formats

Advertisers continue to look for ways to scale faster, reach users $1.00

who are more engaged from the start, and retain more users with
high LTV. Our data shows that users acquired through the
rewarded marketplace in an offerwall have deeper engagement,
stronger retention, and LTV that scales faster than users acquired
from other ad formats.

$0.50

Average LTV

By engaging with offers they're interested in, offerwall users earn $0.00

rewards when they reach a specific milestone in another game,
sign up for a subscription, make a purchase, or complete a survey.
Because they are required to complete an action relatively “"deep”
within the advertised app or game in order to receive their reward,
a user acquired through an offerwall generally shows much higher 1 s018 $0.06 204%
retention and LTV.

Days since install Offerwall Rewarded video / interstitial Delta

0 $0.12 $0.03 299%

7 $0.41 $0.21 100%
Users who find and convert on offerwall have 2-7x higher m $0.64 $0.32 99%
retention compared to non-offerwall users
30 $0.96 $0.63 52%
When compared to users acquired through RV and interstitials, . 16 5090 2o
users acquired through offerwall have 100% higher LTV on D7,
52.1% higher LTV on D30, and 15.8% higher LTV on D60™. 60 $135 17 %
© 2024 Unity Technologies 15. [Source: Tapjoy, Unity Ironsource] [Disclaimer: Apps with at least $5000 USD monthly Offerwall UA spend; Apps with at least Unit ®
$10000 USD monthly ad RV and INT UA spend] y
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@ Advertisers are diversifying their UA campaign optimization strategies

4.2

Retention by user acquisition channel

Offerwall early retention
outperforms other ad IREAREE L E LR E LA LA
formats |

In the early stages of gameplay, users obtained

through offerwall also have higher retention

rates than users acquired from other ad

formats. .

Retention

When compared to users acquired through RV
and interstitials, users acquired through
offerwall have 45.8% higher retention rate on

0%

Days since install Offerwall Rewarded video / interstitial Delta
D1, 86.1% higher retention on D7, and 71.7%
2 q 0 92.0% 87.9% 46%
higher retention on D148,
1 30.5% 20.9% 45.8%
7 15.8% 8.5% 861%
14 10.6% 6.2% 7%
30 4.0% 3.5% 12.0%
© 2024 Unity Technologies 16. [Source: Tapjoy, Unity Ironsource] [Disclaimer: Apps with at least $5000 USD monthly Offerwall UA spend; Apps with at Unity®
least $10000 USD monthly ad RV and INT UA spend]
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@ Advertisers are diversifying their UA campaign optimization strategies
4.3

Rewarding users at each
step drives deeper
engagement

Percentage of top performance MR-CPE offers by number steps

Multi Reward Cost Per Engagement (MR-CPE) campaigns . =
that feature diverse offers with a stronger emphasis on . =
deeper engagement during early gameplay are creating
more value for both advertisers and users. Here, users
complete multiple actions or events within one offer to earn
in-app currency. These rewards encourage them to stay in
games longer and unlock more revenue potential for
advertisers. Our data shows that MR-CPE offers that involve
7-10 steps are especially popular among users.

10 12%

12 5%

Offering rewards at multiple steps is a key advantage of 2 7
MR-CPE campaigns. This means users don't have to commit 1 %

to reaching the end of the funnel in order to receive ” %

rewards. Instead, users can still have a positive experience « TS

by earning rewards along the way even without completing
all steps in the campaign.

Out of all top-performing offerwall MR-CPE campaigns,
24.2% have 3-6 steps, 37.3% have 7-10 steps, and 23.2%
have 11-14 steps”.

© 2024 Unity Technologies 17. [Source: Tapjoy] [Disclaimer: Apps with at least 10 offer conversions in year 2023] Unity®
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Diversifying offerwall UA with Daily
Reward CPE campaigns

Daily Reward Cost Per Engagement (DR-CPE) campaigns bring
high-quality users back to an app day after day at scale, with the
ability to earn more rewards as they complete tasks. Designed to
complement MR-CPE campaigns, which typically appeal to more
advanced users, DR-CPE campaigns engage a new customer
segment of casual users with shorter, quicker, and more frequent

Going Balls Basket Battle Hide ‘N Seek

rewards like finishing a level or winning a battle. Rewards are capped -
® 200

each day, encouraging users to keep coming back to earn more
LZ"%;‘:‘ % Q> i ,
24 9 % &,

rewards as they progress further in the game.

DR-CPE campaigns are driving increased conversions and higher
ROAS among audiences that prefer short challenges with fast and
frequent rewards. Casual users who typically only engage with video
ads are recognizing the value offerwall can bring. These shorter tasks
can yield as much or even more rewards for minimal time and effort.

© 2024 Unity Technologies Unity®
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@ Advertisers are diversifying their UA campaign optimization strategies
4.4

Time-bound steps can
lead to increased
engagement

Percentage of total advertisers by offerwall campaign types

MR-CPE step types that encourage reaching a

certain level within a limited time frame are Achioyelevel

more popular among advertisers. A progress = e s

bar shows how close users are to the next Hiske i-app purdhase
reward and inspires them to keep going. These - Complete tutora
steps continue to encourage deeper gameplay s02% Sink/source certain amount
and higher-level completion while boosting LTV R ofesouress

. Engage with multiplayer
beyond install. features
9%
® Invite friends

Among the advertisers utilizing MR-CPE
campaigns, 63.5% implement level | R
achievement steps, 45% use task completion

steps, 30.2% integrate in-app purchase steps,

and 26.4%'® incorporate steps involving app

engagement or tutorial completion.

© 2024 Unity Technologies 18. [Source: Tapjoy] [Disclaimer: Apps with at least 10 offer conversions in year 2023] Unity®
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4.5

Lower friction offers
yield higher CVR

Completion rate by MR-CPE goal type
Unsurprisingly, tasks with lower friction, such as tutorial

or level completion, yield higher conversion rates. Task Complete tutorial
completion rate starts to decline when steps become = Achieve level
more complex. Lower-friction tasks like tutorial oy T
completion have a nearly 100% completion rate, whereas o comps
more involved tasks like level achievement steps have a 2 T
33.3% completion rate. 2% o resources

T Invite friends
Steps which involve engaging with multiplayer features ‘, ® Make in-app purchase
have a 26.8% completion rate, and event completion
steps have a 21.8% completion rate. Sourcing resources i

steps have a 17.5% completion rate, inviting friends steps
have a 8.9% completion rate, and making an in-app
purchase has a 4.2% completion rate'. While it's not
shocking that fewer users will complete steps like making
an in-app purchase, this doesn't mean you should count
them out. While scale may be low, user quality may be
much higher, especially given the other data in this report
around repeat IAPs once the first purchase is made.

© 2024 Unity Technologies 19. [Source: Tapjoy] [Disclaimer: Apps with at least 10 offer conversions in year 2023] Unity®
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4.6

Mixing events types
can lead to completion
of higher friction
events

For high-friction tasks like IAPs, lower conversion
rates can mean higher cost for advertisers to
shoulder. As a result, running an efficient
campaign that also maximizes scale tends to
involve a mix of event types that allow advertisers
to optimize both spend and reach.

To optimize reach while still attracting high-LTV
users, advertisers should consider adding
high-friction events like completing an IAP with
lower-friction tasks like tutorial completion.

© 2024 Unity Technologies

MR-CPE event type Advertiser spend per conversion (Average)
Make in-app purchase $2117
Sink / Source certain amount of resources $4.07
Complete mission / Event / Task $3.75
Engage with multiplayer features $3.54
Achieve level $3.06
Invite friends $1.53
Complete tutorial $0.64
Average $2.98

20. [Source: Tapjoy] [Disclaimer: Apps with at least 10 offer conversions in year 2023]

35

Unity-
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Tips for optimizing your offerwall UA strategy

01

Engage in
reward-based
progression

Offers that involve between 7
and 10 steps are especially

popular among offerwall users.

© 2024 Unity Technologies

02
Implement
time-bound steps

Advertisers are gravitating
toward step types that
encourage reaching a certain
level within a limited time frame.

03
Integrate lower
friction tasks

Tasks that have lower friction
like completing a tutorial or level
have higher conversion rates.

36

04
Mix event types

To maximize scale, a mix of
event type will enable you to
optimize your spend and reach.
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< ; € In addition, that exposure to premium
T ERED : : 1 m content can work to lower the barrier
f [ to entry on making a future IAP

: g " revenue because lt'provfdes users with purchase. As a result, publishers are
co m p em en s - GrERy At SN alternate way to access premium seeing that offerwall complements

: TR Ry ‘content outside of the in-app store. In IAPs and retention by keeping users in
reve n u e st rea m s ~fact, offerwall is designed to be | the game for longer, building long-term
R pd : com‘plémentary to both IAA and IAP loyalty, increasing ARPDAU, and
; ; strategies. An offerwall provides value introducing highly engaged,
to users who aren’t willing to pay with non-paying users to premium
money, but who are invested enough experiences they are more likely to
in the game that they are looking for choose to pay for down the line.

additional ways to get access to
premium in-app content, for example,
by engaging with an ad.

© 2024 Unity Technologies Unity@



@ Advertisers are diversifying their UA campaign optimization strategies

5.1

Offerwall ad
revenue per

converter surpasses
RV

For publishers looking to optimize their
monetization mix, offerwall plays an important
role in boosting overall ARPDAU and generating
growth. Offerwall unlocks the ability to monetize
a wider audience, including reaching users who
may not initially convert in IAP-based games.

According to our data, monthly ad revenue per
converter for offerwall exceeds that of RV. When
compared to IAP, offerwall's monthly ad revenue
per converter is lower, but remains significant.

Offerwall's monthly ad revenue per converter of
$4.04 garners a healthy 30% of the $13.27 IAP
earns. Meanwhile, the average monthly ad
revenues per converter for the same

performance category was $0.15 for RV,

© 2024 Unity Technologies

Offerwall's monthly ad revenue per converter is strong

IAP
Offerwall

Rewarded Video

P10 P25 P50 P75 P100

App precentile

21. [Source: Unity IAP Plug-in, Unity Levelplay, Tapjoy] [Disclaimer: Apps with at least $1000 USD monthly Offerwall revenue; at
least 1000 DAU; at least $1000 USD monthly Rewarded Video revenue; at least $1000 USD monthly IAP revenue]
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@ Advertisers are diversifying their UA campaign optimization strategies 39

5.2

Words matter when
itcomes to
discoverability

Offerwall button that emphasizes "free"

Successful offerwall monetization strategies

prioritize discoverability and currency sales. The

wording used on offerwall entry points can

directly impact whether users engage with the

ad format. =

As an example, offerwall entry points R

emphasizing the word "“free" have a 4.8% higher

open rate than those without the same

terminologyzz. Because the start of the funnel

serves as a critical foundation for the rest of

offerwall monetization, maintaining a high open

rate shouldn't be overlooked. Faise True

© 2024 Unity Technologies 22. [Source: Tapjoy] [Disclaimer: Apps with at least $500 quarterly offerwall revenue in 2023] Unlty®
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5.3

Prominent offerwall
placement can
increase traffic

Offerwall that has entry point in lobby / main screen

When making your offerwall visible in main Ul

screens, location is key. Apps that feature

prominent offerwall placement are seeing

stronger discoverability. Similar to many game

features, prominence in a game Ul's main menu )

leads to increased engagement and also serves 2
to remind users that offers are available.

211%

Diving in deeper, games that have their offerwall
entry point in the lobby or the main Ul screen
have a 5.9% better open rate than those that do

not (211% vs. 15.2%)23. ) Faise True

© 2024 Unity Technologies 23.[Source: Tapjoy] [Disclaimer: Apps with at least $500 quarterly offerwall revenue in 2023] Unlty®
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5.4

Pop-ups enhance
offerwall
discoverability

Offerwall that uses pop-up in-app message to engage users regularly
For games with strong virtual economies, offerwalls

may be harder to find. With sophisticated and complex
virtual economies come more screens, pages, and/or
modes, making it difficult for users to find an offerwall
entry point. As a result, users can forget to engage with
them. That's why utilizing pop-up messages or dialog
boxes to direct users to an offerwall improves
discoverability across the board.

20.9%

17.6%

As part of currency sales promotion, pop-ups can also
be segmented to reach specific user types, like casual
users and/or non-payers. When thinking about :
pop-ups, publishers should also consider utilizing '
messaging with deep linking to the offerwall. This

ensures that any traffic generated by a user clicking on

the pop-up is directly routed to your offerwall.

False True

Games that use pop-ups to engage users with
offerwall have a 3.3% higher open rate than games
without pop-ups (20.9% vs. 17.6%)%*.

© 2024 Unity Technologies 24. [Source: Tapjoy] [Disclaimer: Apps with at least $500 quarterly offerwall revenue in 2023] Unlty®
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5.5

Currency sales lead
to year-round
revenue spikes

Percentage of games grouped by average number of offerwall sales per month

Currency sales are limited-time promotions that give users the T
chance to earn more virtual currency than usual for every

offerwall offer with which they engage. By promoting initial

engagement with offerwall, currency sales are inspiring a 7%

growing number of users to engage with offers they may

otherwise have ignored. This strategy leads to periodic boosts in

revenue throughout the year.

81%

With currency sales, users can earn between 1.5x to 10x the
standard offerwall rewards in return for completing a task, like
playing an advertiser's game and finishing a level. Their limited
time frame encourages users to quickly complete an offer in order
to take advantage of these higher rewards, which can lead to an
increase in conversions by as much as 46% during the sale?.

37.8%

In terms of currency sales, conveying special promotions
through clear, compelling, and discoverable messages is
critical. Because these sales trigger spikes in revenue
throughout the year, games with strong offerwall monetization
strategies tend to run 1-2 currency sales monthly?%

© 2024 Unity Technologies 25. [Source: Tapjoy] [Disclaimer: Data from January 2023 through Nov 2023] Unlty®

26. [Source: Tapjoy] [Disclaimer: Apps with at least a single offer conversion in year 2023]
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Tips for maximizing your offerwall
monetization strategy

01

Make your
messaging clear &
compelling

The wording used on offerwall
entry points can directly impact
whether users engage. Entry
points with the word “free” have
higher open rates.

© 2024 Unity Technologies

02
Prominent offerwall
placements

Prominent placement of offerwall
in main Ul screens serves as a
reminder of available offers and
can lead to increased visibility,
higher open rates, and stronger
engagement.

03

Improve
discoverability with
pop-ups

Pop-ups also enhance offerwall
discoverability, reminding users
of rewards they can earn and
directing them to engagement
opportunities.

04
Implement
currency sales

Special promotions encourage
new users to engage with offers
they may have originally
dismissed, generating periodic
revenue spikes throughout the
year.

Unity-
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