SUPERSCALE

The Mobile Game UA Checklist

Ten boxes to tick before you scale spend on any mobile game.
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Stage named
New, active or legacy — you know which KPIs the game’s stage lets you trust.

Target audience defined
Segments, motivations, and the genres your players come from.

KPI tree agreed
CPI, retention, ROAS and LTV targets per channel and geo, with an explicit payback window.

Measurement solid
MMP configured, SKAN understood, and one source of truth reconciling network, store and MMP numbers.

Creative pipeline running
A testing cadence with clear win criteria — not a single launch video.

Channel mix beyond the defaults
A written plan for what you test after Meta and Google, and when.

Budget guardrails

Daily caps, scale-up rules and kill criteria agreed before the money moves.

Organic floor covered
Store listing optimized (ASO) so paid traffic converts at its ceiling.

Profit loop closed
A monetization and LiveOps roadmap in place — acquisition without retention is the most expensive way to
grow.

Review rhythm
A weekly optimization loop with owners named and decisions logged.

The full playbook: superscale.com/user-acquisition superscale.com

Fully-managed UA across 35+ ad networks under one IO — an 8% management fee on managed spend.



