| #0000 VIRGIN

WEBINAR

|
Subscription Apps '
Trends & Tips for
Successful Marketing

ALIFTOFF



Subscription Apps Report

Tips from Match

Recap

Q&A




Meet the Panelists
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Sr. Marketing Manager Head of Mobile & Social Acquisition
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Liftoff is a performance-based, app marketing
platform helping companies drive adoption and
engagement in mobile apps.
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Match Group

Match’

tinder
okcupid

PlentyOfFish
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Subscription Apps Cost & Conversion Funnel

14.43%
2.73%

SUBCRIPTION $161.38 Install-to-Subcription

SUBSCRIPTION APPS COST
& CONVERSION FUNNEL
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Cost & Conversion Funnel by Gender

COST & CONVERSION FUNNEL BY GENDER

Q' — Male vs. Female — O

12.2% 15.2%
Installto-register $3185 $2917 Install-to-register
2.6% 2.6%

Installto-lap
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Cost & Conversion Funnel by Gender

COST & CONVERSION FUNNEL BY GENDER
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Cost & Conversion Funnel by Gender

$3.89 o "
12.2% I . A “ - \' ‘\, 15.2%
Installto-register $31.85 J Install-to-register
2.6% e | 2.6%

Ins.tan-to—iap $1 50.56 : . $17219 Install—to—i;':lp
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Cost per Install by Month

S5 — COST PER INSTALL BY MONTH
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Cost per Install by Month
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Cost per Install by Month

55 — COST PER INSTALL BY MONTH
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Cost per Install by Month
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Subscription Costs & Conversion Rates by Month

SUBSCRIPTION COSTS & CONVERSION RATES BY MONTH
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Subscription Costs & Conversion Rates by Month

SUBSCRIPTION COSTS & CONVERSION RATES BY MONTH
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Subscription Costs & Conversion Rates by Month

3%

2%

1%

SUBSCRIPTION COSTS & CONVERSION RATES BY MONTH

JTPTAR. .\
o

$200

$150

| | | | | ] | $100

Jul-16

Aug-16

Sep-16

Oct

H6

Now-16

Dec-16  Jan-17 Feb-17] Mar-17  Apr-17 May-17  Jun-17

A LIFTOFF 17




Subscription Costs & Conversion Rates by Month

SUBSCRIPTION COSTS & CONVERSION RATES BY MONTH
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Subscription Cost-per-Month Categories

$0-$7 $7-$20 $20-$50

COST & ENGAGEMENT RATES BY SUB-CATEGORY

COsT ENGAGEMENT

LOW COST $234.14 1.37% LOW COST
MEDIUM COST $106.35 716% MEDIUM COST
HIGH COST $307.96 0.73% HIGH COST
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Time From Install to Conversion

INSTALL-TO-SUBSCRIPTION TIMES
i
|

$0-$7 $7-$20 $20-$50
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MARKETING TIPS: " ’ Match Maker
SUBSCRIPTION APPS ’

D) Rewind your last swipe
@) Change your location

) Enhance your profile

SUBSCRIBE



MARKETING SUBSCRIPTION APPS
DO DON’T

1. Spend enough time vetting new 1. Assume your audience knows your
channels before testing product

2. Utilize your 1st party data effectively 2. Rely on the same messages or ad
for targeting formats

3. Be disciplined in your decision 3. Give up just because targeting or
making, use leading indicators creative didn't work - always retest

4. Focus on your product's key 4. Ignore your user flow and onboarding
differentiators in your messaging process

5. Emphasize the value of your brand 5. Forget to re-engage users to amplify
when possible your efforts
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ubscription Apps Recap

Gender - Target Males

Install KPI - Target August & September

Subscription KPI - Spring

Medium-Cost Apps ($7-$20) = Highest Conversion

Install-to-Conversion Time: Consider Pricing

Match Do’s & Don’ts
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The Challenge - Low Retention
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90% of installs
will stop using
your app within
30 days

30




How Re-Engagement Works

Travel

User installs your app then
doesn’t use it or deletes it

@\ Flights to Hawaii
just got cheaper
Y\ justg p

Amber Wagner 3:48
Heather Gordon 423
Karen Dunn 607
Deborah Roberts. 2:22
Mildred Ortiz 348

Re-Engagement Ads are

targeted to your unengaged users

ALIFTOEF

HONOLULU

Deaparture Arrival
X 7:50 AM =~ 12:59 PM

Flight time: 11h 08m

Class

Economy $7 59.99
Passengers / per person

2

5

BOOK THIS FLIGHT

—

Users come back to your
app and convert
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Product Feed Retargeting

Entire product catalog
Automatically scan and cache the entire product catalog daily

Style Studio
5t

happing

Daily updates

Ads continually display the most recent information

Buy today and
get 20% off

PEEP-TOE BOOTIES

Ref. 2256/025/485
Size 6.5

Corted $49.00 Up-to-date pricing & inventory
Handy for large sales, i.e. Cyber Monday and Black Friday

Deep link direct to products
Best user experience - send user to exactly where they left off

FEEMTOE BOOTIES

Ao

Promote related products
Show related items, brands, or the most popular catalog items
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