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Professional Certificate in Game Monetization

Mobile Monetization

Mobile monetization is the practice of generating revenue from mobile applications. There are several key
terms and vocabulary associated with mobile monetization that are important to understand.

1. In-app purchases: In-app purchases (IAPs) are additional features or content that users can purchase
within a mobile app. These can include virtual goods, such as in-game currency or items, or premium
features, such as ad-free browsing or access to exclusive content. IAPs are a common monetization strategy
for mobile games, as they allow developers to generate revenue from users who are already engaged with
the app.

2. Subscription models: Subscription models involve charging users a recurring fee, usually on a monthly or
annual basis, to access an app's content or features. This can be a good monetization strategy for apps that
offer ongoing value to users, such as streaming services or productivity apps.

3. Advertising: Advertising is another common monetization strategy for mobile apps. There are several
types of mobile ads, including banner ads, interstitial ads, and rewarded videos. Ads can be displayed within
the app or between levels in a game. Developers are typically paid based on the number of impressions or
clicks that their ads receive.

4. Freemium model: The freemium model involves offering a basic version of an app for free, while charging
for premium features or content. This can be a good way to attract users and get them hooked on the app
before trying to monetize them.

5. In-app currencies: In-app currencies are virtual currencies that users can earn or purchase within a mobile
app. These currencies can be used to buy virtual goods or access premium features. In-app currencies can
be a powerful monetization tool, as they create a sense of value and exclusivity around the items or features
that can be purchased with them.

6. Virtual goods: Virtual goods are digital items that users can purchase or earn within a mobile app. These
can include things like in-game items, power-ups, or customization options. Virtual goods can be a
significant source of revenue for mobile apps, especially games.

7. Ad networks: Ad networks are companies that connect mobile app developers with advertisers. Ad
networks act as a middleman, helping developers to find advertisers and manage the ads that are displayed
within their apps.

8. Cost per install (CPI): Cost per install (CPI) is a pricing model used in mobile advertising. In this model,
advertisers pay each time a user installs their app after clicking on an ad. CPl is a popular pricing model for
mobile app install campaigns, as it allows advertisers to pay for actual installs rather than just impressions or
clicks.

9. Cost per click (CPC): Cost per click (CPC) is a pricing model used in mobile advertising where advertisers
pay each time a user clicks on an ad. This model is often used for ads that are designed to drive traffic to a
website or landing page.

10. Cost per impression (CPM): Cost per impression (CPM) is a pricing model used in mobile advertising
where advertisers pay for every thousand times their ad is displayed, regardless of whether or not a user
clicks on it. This model is often used for brand awareness campaigns.
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11. Attribution: Attribution is the process of identifying which marketing channel or campaign led to a
particular conversion, such as an app install or in-app purchase. Attribution is important for mobile app
developers, as it helps them to understand which marketing efforts are most effective and allocate their
budget accordingly.

12. Retargeting: Retargeting is a marketing strategy that involves showing ads to users who have previously
interacted with a brand or app. This can be a powerful way to re-engage users and encourage them to
return to the app and make a purchase.

13. Lifetime value (LTV): Lifetime value (LTV) is the estimated amount of revenue that a user will generate for
an app over the course of their lifetime. LTV is an important metric for mobile app developers, as it helps
them to understand the long-term value of their users and make informed decisions about how much to
invest in acquiring and retaining them.

14. Churn rate: Churn rate is the percentage of users who stop using an app within a given time period.
Churn rate is an important metric for mobile app developers, as it helps them to understand how well they
are retaining users and identify areas for improvement.

15. Conversion rate: Conversion rate is the percentage of users who take a desired action, such as making a
purchase or installing an app. Conversion rate is an important metric for mobile app developers, as it helps
them to understand how well their app is engaging users and converting them into paying customers.

Now that we've covered some of the key terms and vocabulary associated with mobile monetization, let's
look at some practical applications and challenges.

One challenge that many mobile app developers face is finding the right monetization strategy. With so
many options available, it can be difficult to know which one will work best for a particular app. One
approach is to try out a few different strategies and see which one performs the best. For example, a
developer might start with a freemium model and then add in-app purchases or advertising if they find that
users are engaged with the app and willing to spend money.

Another challenge is finding the right balance between monetization and user experience. It's important to
ensure that monetization efforts don't interfere with the user's enjoyment of the app. For example, showing
too many ads or making it difficult to access premium features can be a turn-off for users and lead to a high
churn rate.

One practical application of mobile monetization is using in-app currencies to encourage users to make
purchases. For example, a mobile game might offer a special in-game currency that can be used to buy
virtual items or access premium features. By creating a sense of value and exclusivity around these items,
developers can entice users to spend money on them.

Another practical application is using attribution to understand which marketing channels are most
effective. By tracking which channels are driving the most installs or in-app purchases, developers can
allocate their marketing budget more effectively and optimize their campaigns for better results.

In conclusion, mobile monetization is a complex and ever-evolving field. By understanding key terms and
vocabulary, such as in-app purchases, subscription models, and ad networks, mobile app developers can
make informed decisions about how to monetize their apps and maximize revenue. However, it's important
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to balance monetization efforts with user experience and use data and analytics to make informed decisions
about which strategies to pursue. With the right approach, mobile monetization can be a powerful tool for
driving revenue and growth.
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