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MOTIVATION
All  of  us have played,  at  some point  or  another,  at  least  one 
mobile game. Mobile games are a great  tool  for  dr iv ing boredom 
away,  however they ’re at  least  equally  beneficial  to the 
developers who create them -  the games provide their  creators 
with a source of  passive income, which scales up according to 
how many people use the app and how often they do i t .

There are generally  3 widely-accepted possibi l i t ies to generate 
revenue when using an app and we l ist  them below. Note that  the 
order in  which they ’re reported does not  necessari ly  matter,  as 
the income ranking may change according to the type of  the 
appl icat ion:
• In-app purchases -  this  is  a  direct  sponsorship method,  in  

which the user of  the app exchanges real- l i fe  currency for  
in-app var ious advantages ( i .e.  avatar  customizat ion,  lower 
delays between specific act ions,  more attempts to perform a 
specific act ion etc.)  -  whi le definitely  useful ,  the major i ty  of  the 
app users opt  for  di f ferent  approaches,  which requires them to 
invest  0 of  their  real- l i fe  money.

• Watching ads  -  Thanks to advert isement aggregator  services,  
users of  the app may sometimes opt  to v iew an ad tai lored to 
their  real- l i fe  needs.  Each ad view is  then monetized by the app 
owner and the ad service provides the developer with a fixed 
amount of  money,  based on the number of  impressions i t  
receives (and the geographic locat ions from which those 
impressions come),  that  is  the number of  app users who 
actually  found the ad relevant to themselves and decided to 
cl ick on i t  in  order to learn more about the product  being 
promoted.  Due to not  requir ing any financial  effort  on the user 
s ide,  this  is  often the preferred method to monetize apps,  
especially  games.  Same as the previous category,  users may get  
in-app benefits,  but  usually  not  as powerful  as ones before.

• Donations -  The app developers may ask for  (any amount of )  
opt ional  donations from the cl ients.  This  income source is  
however,  not  as rel iable as the previous two.
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MOTIVATION
For catchy game apps,  the 2nd category is  often preferred,  as i t  
is  (psychologically)  more of  a  win-win s i tuat ion for  both the app 
developers and the cl ient .  So the general  workf low of  such an 
app looks l ike this:  you (as user)  download and play i t  -> you 
real ize that  you may obtain specific perks by watching ads -> you 
watch ads -> you receive the perks,  which in turn makes the app 
more enjoyable -> repeat .  This  loop is  al l  great ,  however i t  can 
be improved.

What i f,  instead of  not  only  receiving an in-game temporary boost  
or  advantage,  you keep your boost  AND you receive a percent of  
the revenue you generated once you viewed the ad depending on 
the share of  ARGM you own? Is this  actually  possible? “Besides 
having fun with mobile games,  which I  already do,  am I  also paid 
for  this? ” -  this  is  where our project  (ArcadeGame -  ARGM) steps 
in to help you.
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WORKING ENVIRONMENT
Our main focus wi l l  be developing mobile games -  s imple,  
intuit ive,  catchy ones,  featur ing in-game rewards obtained 
through ad visual izat ion -  but  with a twist :  behind this  famil iar  
yet  efficient  operat ion mode,  we develop a whole crypto-based 
ecosystem in order to sustain this  ad-generated revenue 
distr ibut ion among game players.

A rough outl ine of  the process looks as fol lows:
• You play the game and watch some ads;
• Ad displays wi l l  automatically  generate some revenue,  which 

under normal  c ircumstances,  would completely  get  to the app 
owners ( l ike us,  in  this  case);

• However,  this  is  where our platform brings in the innovation 
and becomes dif ferent  from others:  instead of  keeping 100% of  
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WORKING ENVIRONMENT
• ad-generated profit ,  we keep a rather small  quantity  (10% of  i t  

for  capital  gaining tax) .  The remaining 90% of  the profit  is  
further  invested in buying a crypto coin (ARGM),  which lays at  
the core of  the ecosystem. The token wil l  be launched using the 
SmartDeFi™ launchpad;

• The more players play the games,  the more ads are displayed,  
the more revenue is  generated,  the more money is  added to the 
l iquidity  pool  -  i t ’s  just  as s imple as that;

• Did we mention we wil l  a lso burn the token? Yes,  we wil l  a lso 
burn the the tokens that  are bought back.

TOKENOMICS
Below we have some information,  useful  for  any crypto 
enthusiast:

We wil l  use 100% of  tokens for  LGE/Presale (L iquidity  Generat ion 
Event)  so the presale wi l l  be classified as SAFU .  However,  
development share wi l l  be 5%.
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ROADMAP
We str ive to provide the potential  investors with an as transparent and detai led 
overview of  our  development efforts  as possible.  The roadmap we aim for  is  
designed to be as sustainable as possible,  such that  al l  of  us wi l l  benefit from this  
paradigm-shift ing breakthrough.

Step 1 :   Launch the ARGM token
We wil l  launch the ARGM token using the SmartDeFi™ launchpad;

Step 2 :  Open Google Play publ isher account
Once potential  investors show interest  into the project ,  we wil l  open a Google Play 
account to publ ish games;

Step 3 :  L ist  token on CoinMarketCap and CoinGecko
This step may be done in parallel  with the Step 2

Step 4 :  Developing the first  arcade game
Here we start  implementing the first  arcade game (think something s imple yet  
enjoyable,  along the l ines of  StackGame, Tetr is,  Snake etc.)

Step 5 :  Qual i ty  check of  games and ads
This is  where we take the pulse of  the game -  checking qual i ty,  how catchy or  
entertaining i t  is  and possibly  taking some direct  interviews from potential  users

Step 6 :  Publ ish game 
This is  the big moment -  the game becomes widely avai lable on Google Play and 
anyone can download i t ,  play i t ,  generate revenue and contr ibute to the ARGM 
token’s r ise to the moon

Step 7 :  Explore CEX l ist ing
Once we demonstrate that  our  concept works properly,  we wil l  start  explor ing the 
CEX l ist ing

Step 8 :  Develop more arcade games
In order to maintain engagement into the platform, we wil l  continue to produce 
fresh content .  Intuit ive,  famil iar  games under a refreshing appearance.  And of  
course,  al l  of  them including the special  sauce -  the ARGM token
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SIDE NOTE
This is  an experimental  token and we cannot promise i t  wi l l  be a successful  token.

The pr ice can go up and down and we cannot control  the pr ice of  the token and we 
do not  recommand to buy i t  as an investment because we cannot predict  the pr ice 
of  the token.

We are not  financial  advisors and we wil l  never give financial  advise.

We wil l  never message you first  on any platform (e.g .  Telegram, X etc.) .

We are just  developers with expert ise on design and programming and we wil l  do 
our best  in  this  area (our best  = this  is  a  s ide project  and we wil l  invest  l imited t ime 
in developing i t ,  we are ful l-t ime employees to other companies) .

We are not  responsible for  any of  your losses.  Do your own research before 
invest ing in any token.


