
MMORPG vs Social Games –
Differences & Lessons Learned

Mary Min



Personal BackgroundPersonal Background
 CEO of Second Wave Games, social gaming company 

based in SF
 Involved with the online game industry since 1997
 Experience in both game publishing and game 

development
 Consulting background for social game monetization



MMORPGs vs  Social GamesMMORPGs vs. Social Games

VSVS
..



User Acquisition



MMORPGs Challenges (UA)MMORPGs – Challenges (UA)
 Registration
 Download
 Hardware/Software



If I want to play 2 different gamesIf I want to play 2 different games…

May have to log in/register for 2 different sites



Downloading 1d 4h 39m leftDownloading…1d 4h 39m left
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Hardware/SoftwareHardware/Software
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This is what makes MMOs Exciting!This is what makes MMOs Exciting!
 Graphics quality
 Immersive Storyline & Game Content
 Robust game featuresg
 Loyal user base = high retention
 High monetization $$ !! High monetization $$ !!



MMORPGs User AcquisitionMMORPGs – User Acquisition
 Sources online (Asia – also offline)
 CPA/CPM on ad networks 
 PR on webzines, game magazines, gamer review sites
 Target gamer communities and peripheral communities
 Cross-promotion to existing users
 Events & product tie-ins
 Word-of mouth/guerilla marketing
 Rely on existing users to actively engage circle of friends



Social Games Challenges (UA)Social Games – Challenges (UA)
 Increased cost of user acquisition
 Lost among the noise (too many games out there)
 Large user base, hard to retaing
 Loss of viral channels, hard to get noticed



Why Social Gaming is AwesomeWhy Social Gaming is Awesome
 Easy on-boarding
 Frictionless entry = great user acquisition
 Easier/less time/less money to developy p
 No download, no install. Flash penetration is extremely 

high.g



Social Games User AcquisitionSocial Games – User Acquisition

 3 Primary Ways for User Acquisition*

Viral Paid Publisher

• Feed items

• Requests / Invites

• Facebook Ads

• RockYou

• 6 Waves

• Mind JoltRequests / Invites

• Photos / Messages

RockYou

• Incentivized

Mind Jolt

• App Bars (Applifer, 
Appstrip)pp p)

* Not including PR, guerilla marketing, and organic traffic



Social Games User AcquisitionSocial Games – User Acquisition
 Viral Acquisition: Recent Changes
 Feed virality went down because of news feed redesign (only 

feeds of games you’re currently playing show up in Top News 
d M t R t)and Most Recent)

 Discovery stories were introduced to boost feed virality Discovery stories were introduced to boost feed virality



Social Games User AcquisitionSocial Games – User Acquisition
 Viral Acquisition Overview

Step 1: Create situations to engage in a viral action



Social Games User AcquisitionSocial Games – User Acquisition
 Viral Acquisition Overview

Step 2: Optimize messaging for CTA



Social Games User AcquisitionSocial Games – User Acquisition
 Viral Acquisition Overview

Step 3: Landing Page Design



Social Games User AcquisitionSocial Games – User Acquisition
 Paid Acquisition Overview

www.facebook.com/advertising

- Most scalable way to acquire traffic*
- CPC prices have increased in the US though still cheap for 

certain countries (even cheaper for non-English speaking)
- Image selection accounts for 70% of the CTR for Facebook 

ads
- http://www.shoemoney.com/facebook-advertising-soup-to-nuts-guide



Social Games User AcquisitionSocial Games – User Acquisition

 Publisher Overview

www.6waves.com

www.mindjolt.com

fwww.applifier.com



Retention / Re-Engagement



MMORPGsMMORPGs
 Episodic content
 Constant content updates on a large scale (new maps, 

features, etc.)
 Regular in-game events and promotions
 Communityy
 Gamer engagement (CM/GM)
 Email newsletters and updates Email newsletters and updates
 Email reminder to log-in
 Expiring credits Expiring credits



Social Games User AcquisitionSocial Games – User Acquisition

 Retention Drivers

Appointment 
Gaming

Social Retention Content 
UpdatesGaming

• Timers

• Feed items

• Requests / Invites

Updates

Combination of 
content + channel

• Energy mechanic

Requests / Invites

* But now for people 
already playing the 

content + channel

y p y g
game



Lessons LearnedLessons Learned
 Focus on the Minimum Viable Product – it may be smaller 

than you think
 Analytics matter
 Keep experimenting
 Speed is key (Quality vs. Speed)p y (Q y p )
 Be prepared for changes – nothing is in stone
 Be distinguishing  not different Be distinguishing, not different
 Synchronous vs. asynchronous – know the difference
 Design the mechanics first  then design the game Design the mechanics first, then design the game



Questions?



Thank you.Thank you.

Contact: mary@secondwavegames.com


