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https://itunes.apple.com/us/app/dragon-city-mobile/id561941526?mt=8
https://itunes.apple.com/us/app/monster-legends-rpg/id653508448?mt=8
https://itunes.apple.com/us/app/royal-revolt-2/id705211891?mt=8
https://itunes.apple.com/us/app/evoker-a-magic-trading-card-game-tcg/id637436624?mt=8
https://itunes.apple.com/us/app/agents-of-storm/id767369939?mt=8
https://itunes.apple.com/us/app/dawn-of-steel/id943839179?mt=8
https://itunes.apple.com/us/app/nonstop-knight/id979151411?mt=8
https://itunes.apple.com/us/app/olympus-rising/id1004539546?mt=8
https://itunes.apple.com/us/app/planetstorm-fallen-horizon/id1141419828?mt=8
https://itunes.apple.com/gb/app/betbull-sports-betting-tips/id1032680895?mt=8
https://itunes.apple.com/us/app/tiny-gladiators/id1162024432?mt=8
https://itunes.apple.com/us/app/car-driving-school-simulator/id1186801988?mt=8
https://itunes.apple.com/my/app/top-gear-road-trip/id1116094966?mt=8
https://itunes.apple.com/ca/app/gear-club-true-racing/id949870726?mt=8
https://itunes.apple.com/us/app/kali-bubble-trouble-shooter/id941037612?mt=8
https://itunes.apple.com/us/app/shadowverse-ccg/id1091512762?mt=8
https://itunes.apple.com/us/app/recolor-coloring-book/id1027352017?mt=8
https://itunes.apple.com/us/app/neverthink-handpicked-videos/id1205429479?mt=8
https://itunes.apple.com/us/app/boomie-blast/id988407268?mt=8
https://itunes.apple.com/ph/app/pet-paradise-bubble-shooter/id1145290382?mt=8
https://itunes.apple.com/ph/app/quantum-siege/id1239395856?mt=8
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Hyper-Casual Games
Marketing Hurdles

Ways to Conquer
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HYPER-CASUAL GAMES t.

Lightweight ‘Snackable’ Obvious, yet challenging

How to market a product that:

» has basic, ,
= lacks loops,
" feels . but still has enough depth?

N1
N

mercury black



MARKETING HURDLES

Acquisition Engagement Monetization
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WAYS TO CONQUER

Acquisition Engagement

Q Discoverability 6 Cost of switching

* Differentiation oa Game mechanics

Paid UA Game design

Volume dynamics Social hooks

Monetization

| Critical mass

! Relevant ads

UA tandem

Segmentation
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TAKEAWAYS
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Thank you for your attention.

Janos Perei

Chief Marketing Officer
TreasureHunt GmbH

janos@treasurehuntstudios.com
http://treasurehuntstudios.com/



	MARKETING HURDLES�of HYPER-CASUAL GAMES
	Introduction
	Introduction
	Overview
	Overview
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	HYPER-CASUAL GAMES
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	Marketing hurdles
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	WAYS TO CONQUER
	TAKEAWAYS
	TAKEAWAYS
	TAKEAWAYS
	TAKEAWAYS
	TAKEAWAYS
	Slide Number 35
	Slide Number 36
	Slide Number 37

