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DAU? ARPU? D7 or L7? Eric provides a guide to metrics terms, 
and why they’re important for game design

Metrics: its key 
terms explained
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hen I joined the video games 
industry, I distinctly remember 
meeting product managers and 
data analysts for the first time. 
They spoke about DAUs and 

CPIs, D7 versus Stickiness, and how our latest event 
pushed ARPPU to a new peak. I felt like there was 
a secret business language I wasn’t aware of – an 
alphabet soup of metrics. If LTV sounds like a new 
cable channel, then fear not: I’m going to explain 
some of the most common metrics for you here.

HOW MANY ARE PLAYING?
Active user metrics measure how many unique 
users played a game over a given period (see 
Figure 1). Graphing these metrics is a great way 
to measure marketing or user acquisition efforts.

DAU stands for Daily Active Users. This 
measures the sum of unique users over a 24-
hour period. This doesn’t take into account any 
repeat usage for a given unique user.

WAU stands for Weekly Active Users – the sum 
of unique users for the last seven days. If a user 

played your game multiple times in the last seven 
days, they’ll still be counted as one towards WAU.

MAU stands for Monthly Active Users. It’s the 
sum of unique users for the last 28 days, and 
measured the same way as WAU. MAU can be 
measured over 28, 30, or 31 days.

Other metrics in this category can include new 
vs. repeat users, payers vs. non-payers, and active 
users within different game progression points.

HOW MUCH?
Engagement metrics measure how much users 
are playing a game over a given period. These 
are ideal for measuring how effective a game’s 
features and core loop are at engaging users.

Stickiness (see Figure 2) is a rough estimate 
of how many days, on average, users are playing 
a game over a week or month. It’s measured by 
finding the ratio of DAU to WAU or DAU to MAU. 
If DAU/MAU is 0.33, then users, on average, 
played your game on ten days out of the month.

L7 and L28 are another, more accurate way of 
measuring how many days a user has played your 

  Figure 1: Comparing DAU to WAU in a given eight-day period.   Figure 2: Stickiness (DAU/WAU) and L7 are two effective engagement metrics.

Mon Tues Wed Thur Fri Sat Sun Mon
Player 1 1 1 1 1 1

Player 2 1 1 1 1 1

Player 3 1 1 1 1 1

Player 4 1 1 1

Player 5 1

Stickiness - - - - - - 0.6 0.5

L7 - - - - - - 3.4 4.25

Mon Tues Wed Thur Fri Sat Sun Mon
Player 1 1 1 1 1 1

Player 2 1 1 1 1 1

Player 3 1 1 1 1 1

Player 4 1 1 1

Player 5 1

DAU 2 1 2 3 2 4 3 2

WAU - - - - - - 5 4
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game over a week or month. L7 is calculated by 
adding up the DAU for the last seven days and 
dividing it by the WAU: Sum (DAU of each day) 
/ WAU. L28 is done the same way, but the sum 
is over the last 28 days and the denominator is 
MAU. An L7 of 2.5 means that on average, users 
that played a game at least once over a week 
played it for two and a half days in that period 
(see Figure 3). Every game has a core mechanic 
with a metric attached to it. This is the best way to 
measure engagement agnostic of days or weeks.    

HOW OFTEN?
Retention metrics measure what percent of 
unique users return to your game between two 
time periods. High retention means your users 
are returning to play often; low retention means 
a large portion of your users are churning. High 
retention is important for achieving high active 
user numbers – it’s like a 
snowball rolling down a hill.

D1, D7, and D28 
represent return rates 
for users that started on 
a specific day. For all the 
users that start on a particular day, that day is D0. 
D1 is the percent of users that started on day 0 
and played on day 1, the day after day 0. D7 is the 
percent of users that started on day 0 and played 
on day 7, the day seven days after day 0. D28 is 
the same as D7 but for the day 28 days after day 
0 (see Figure 4).

Weekly Return Rate represents the percentage 
of users that played in one week and returned 
the following week. Generally, this is measured on 
a rolling basis, meaning that it looks at the users 
who played your game at least once between 
14 and seven days ago, and what percentage of 
those users played again the week after.

Monthly return rate is rarely a core retention 
metric unless you’re dealing with MMOs or games 

“Every game has a core 
mechanic with a metric 

attached to it”

with monthly subscriptions. Week one to week 
two return rate is possibly the most important 
retention metric, because it tells you how new 
users feel about your game in relation to others.

WHAT ARE THEY PAYING?
Monetary metrics measure the financial health 
of your game, and can help determine the effect 
of a sale on user spending, the impact of new 
premium items, and forecast future revenue 
based on user volume.

ARPU stands for Average Revenue Per User. 
It takes the total revenue from in-app purchases 
(IAPs) and divides it by the total of unique users. 
One great use for ARPU is to measure the uplift 
in conversations and purchases during a sale or 
marketing campaign.

ARPPU stands for Average Revenue Per Paying 
User. It measures users that have paid at least 

once in their lifetime. ARPPU 
will be greater than or equal 
to ARPU.

LTV stands for Life Time 
Value. It measures the 
overall revenue you’ll receive, 

on average, from an individual user. This is an 
important metric, as it will help focus strategy, 
determine user acquisition cost, and drive revenue 
forecasting. If LTV is high, then you need to focus 
on acquiring more users. If LTV is low, then you 
need to focus on converting non-payers or finding 
more ways to monetise your current users.

CPI stands for Cost Per Install. This is how 
much it costs for you to get a new user. CPI 
and LTV have an important relationship, as LTV 
should be higher than CPI or else it doesn’t make 
sense to pay to acquire new users. In a world 
where organic installs – users installing your 
game of their own volition – can’t be relied on, 
CPI will show how much user growth will cost 
your game. 

  Figure 3: Install and DAU tracking for a four-day period.   Figure 4: The D1, D3, and D7 for the same four-day period.
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Bringing It  
All Together
Individual metric analysis 
can give you a health report 
on a small segment of your 
game. Using multiple metrics 
together can give you an 
overview of how things like 
price changes or new features 
affect your user base.
This isn’t an exhaustive list, as 
there are hundreds of ways to 
view and slice revenue-based 
metrics. But now you’re armed 
with an understanding of basic 
metrics terms, hopefully it looks 
a little less like alphabet soup!


