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1. THE SHELVES ARE FULL

In many ways, app developers, like popular consumer brands in a
supermarket, are locked in a fight for two scarce commodities:
consumer attention and shelf space. 

In the supermarket, consumer purchases are influenced by familiarity
and availability, and few shoppers will endeavor to buy what they
can't find or simply don't know exists in the first place. It's why brands
invest heavily in marketing, pricing strategies, and store positioning
to raise awareness, encourage engagement, and drive sales.

In the digital app store, the situation is similar. The virtual shelves that
line the Apple and Google Play app stores are brimming with apps
(2.2 million in Google Play as of June 2016 and 2 million in the Apple
App Store)1. It’s a number that is growing at an extraordinary rate.
Mobile news website Pocket Gamer reckons2 the iTunes app store
alone sees 1,000 new submissions daily. So consumers are forced to
rely on search, to navigate the “aisles” and find the apps they want.
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Search is broken

The issue is called the “Discovery Dilemma.” Popular apps rise to the top ranking, while the others are
lost in the heap. In some cases, as noted in the book The Everything Guide to Mobile Apps (Simon &
Schuster),3 only 5% of apps accounted for 92% of downloads.

Little wonder that discoverability has become the number one issue for app marketers determined to
boost brand (and app) awareness.

Clearly, many brands and marketers, eager to boost brand awareness and encourage consumer
engagement through their app, are fighting an uphill battle. A 2015 survey of 5,722 consumers by Market
Force4, which examines shoppers’ habits and brand preferences, highlights the scope of the problem.
Over half (64%) of consumers simply “didn’t know” if their favorite fashion retailer offered a mobile app. 

ASO is not enough 

Unfortunately, App Store Optimization -  high on the agenda as app developers and companies invest in
the tools and talent to optimize mobile apps to rank higher in app store search results – is not a silver-
bullet solution to the Discovery Dilemma. 

In fact, recent internal research5 conducted by Priori Data, a data-driven mobile app store intelligence
company headquartered in Berlin, and Pollen VC, a FinTech company giving app developers and
companies faster access to their earned app store revenues, shows that both daily downloads and
revenues for app developers post-feature can fizzle out within a matter of weeks.

The takeaway: The only effective approach is one that focuses on App Marketing Optimization (AMO),
improving your entire app marketing funnel across every stage in the lifecycle of your app. 
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Discoverability – getting awareness,
audience and breaking through the noise

Biggest App Marketing Challenges According to Mobile App Developers Worldwide, Nov 2015

Acquiring the right users

Identifying the right revenue model

Getting the app funded

Lack of transparency by app stores

Entering local markets

Source:  InMobi, ‘State of Mobile App Developers 2016’ Feb 8 2016



03 | WHITEPAPER

2. STRIVE TO BE THE ‘BRAND IN THE HAND’ 

More apps mean more competition for customers – and more pressure on brands and marketers to be
more creative in how they address and engage consumers. Fortunately, people everywhere on the planet
can’t imagine a life without their favorite mobile apps. 

In 2015 we saw 800 million new smartphone owners, and in 2016 we saw another 600 million join their
ranks.  In total, nearly half of the global population – or 3.4 billion people - reach to a smartphone for
advice, assistance, information or simply to have fun every step of their daily journey.6

People love apps 

The vast majority of smartphone users say their devices play an "integral role" in their lives. About one-
third of adults who own a smartphone admit to looking at it within 5 minutes of waking. Messaging,
banking and viewing mobile video lead the list of top activities, and enthusiasm for using mobile apps
shows no sign of diminishing.7

Consumer dependency on - and desire for – mobile apps they love and depend on has shot into the
stratosphere. Apps have become integral to our way of life , with consumers spending more time “in-
app” than ever before.
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Source:  Flurry Analytics, US Department of Labor Statistics
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In the U.S. alone, audience measurement and research firm comScore reports8 mobile now represents
almost 2 out of 3 digital media minutes. Moreover, mobile apps “have completely shifted the digital media
landscape in favor of mobile,” with mobile apps accounting for a whopping 60% of total digital time
spent. Overall, time spent on mobile is dominated by apps - outpacing time spent on the mobile Web by
a ratio of 7:1. 

App installs rise 

To increase app visibility, drive downloads and – ultimately – encourage lasting brand loyalty, marketers
and app companies are investing heavily in advertising. They are also spending big on app install ads, a
format first pioneered by mobile games companies to direct users to their app on the app store, closing
the loop on conversion and delivering performance-based and measurable results.

Indeed, app install ad spending is showing explosive growth. Aggressive bidding and the increased
competition for the customer has impacted the average cost per install (CPI), causing the cost of user
acquisition to rise through the roof. 

Multi-screen media measurement company Verto Analytics recently calculated9 the average cost of
retaining long-term, loyal app users based on app category. 

The focus on acquiring and retaining quality users means many app marketers will need to become more
sophisticated in how they identify and target audiences. 

The takeaway: Installs remain a top KPI for app marketers. However, increasing competition for app
users is causing user acquisition costs to skyrocket and forcing marketers to sharpen their focus on
approaches that emphasize quality over quantity. 
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Source:  Verto App Watch, US Adults ages 18+, September 2016
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3. DATA-DRIVEN
DISTRIBUTION

Consumers regard their mobile devices as the 'go-
to' for advice, assistance and access to a wide
range of real-world and digital services they rely on
every day. Clearly, consumer behavior effectively
endows the smartphone–the first and most
important screen–with an exciting new capability
at the center of the customer experience. 

To be effective, marketers must build the
capabilities to offer and enhance marketing that
is completely aligned with what consumers want
in the “mobile moment,” those valuable
moments when people reach to their
smartphones and apps to access what they need
most.  They must also embrace every
opportunity to connect with the consumer and
every platform that makes this possible. 

Harness the trusted channel 

In the physical world, brands and businesses
know the value of broad distribution. More is
better, and winning is about building the
capabilities to ensure products and services are
widely available to customers on their terms - and
in their vicinity. 

In the digital realm, marketers have the same
objectives. Pursuing a strategy that limits app
distribution to the major app stores doesn’t just
ignore the opportunities emerging in the wider
app landscape. It puts the burden of finding and
downloading apps on the consumer, creating
additional friction and confusion.

In view of these developments, approaches that
preload select apps on new Android smartphones
are gaining serious traction. In this scenario,
brands and marketers make their apps available
to consumers directly on the Android
smartphone, dynamically— at the time of device
activation. This not only avoids the noise and
friction of the app stores, but also engages users
at a critical time of device set-up, when the
customer is highly motivated.
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On-Device & effective 

Preload is a clear and effective solution to the
Discovery Dilemma, and one that opens new
opportunities, according to Danielle Repetti, Vice
President, Performance at AOL – the global
digital media and technology company belonging
to Verizon Communications and focused on
video, mobile, ad technology and platforms, and
open ecosystems. 

“There is an upper echelon of top grossing app
developers that can fund the level of paid user
acquisition required to maintain a spot in the top
25, where they are much more likely to get
discovered organically.  Middle-to-Long Tail
developers outside of the top 25 lack the visibility
needed to balance out their paid acquisition
spend with healthy organic growth, which is why
I’m focusing more than ever on finding cost
effective alternatives,” she explains.

It’s also why AOL has chosen to partner with
Digital Turbine, a move that fits with AOL’s
broader mission to facilitate the delivery of more
targeted and relevant ads to app properties – and
ensure premium publishers benefit from
consumer engagement that is appropriate, not
annoying. Advertisers, she says, are also excited
to explore a new ecosystem outside of Facebook
and Google that offers “new opportunities and
new channels of discovery.”

Among the benefits:

• Mobile apps undergo rigorous testing before
they can be preloaded on the device, ensuring
apps deliver an optimal and personalized user
experience - while respecting consumers’
personal privacy.

• Mobile operators can wield their CRM data and
customer information to help advertisers
identify and target audiences more effectively
and contextually.

• Unlike “bloatware” that comes hard-wired in the
device, this approach to preloads puts
consumers in control of the apps they interact
with, allowing them to keep the apps they like
and delete the ones they don’t.

Overall, Repetti says, the carrier relationship
“brings with it a sense of trust for consumers and
brand safety for our clients.”

The takeaway: Presence matters. Preloading
allows your brand an important opportunity to
address consumer needs in the moment. Other
companies in this business ecosystem also
benefit as consumers reward those companies
that reduce friction and enhance the user
experience with deeper and lasting loyalty.



4. UNLOCKING NEW VALUE 

The data-driven approach to preloading apps on smartphones, enabled by targeting and decisioning
technology, allows marketers to identify and address receptive audiences. 

Internal data from Digital Turbine shows that preloads allow marketers to convert and retain users over a
longer term. Convenient placement on the smartphone ensures that the app is easy to use and navigate,
satisfying the number one requirement research from Google10 says we have for all apps we download and
engage with frequently. 

We reach for mobile (and apps) when we want to get stuff done: find news, order food, book a trip or just
pass the time with quality entertainment. As preloaded apps are both high quality and highly visible,
companies report that the Day 30 retention rule (i.e. the typical lifespan of an app and its highest usage)
doesn’t hold. Instead, preloads extend the lifecycle of an app and the value it can create over time.

Increased performance 

Specifically, Digital Turbine data reveals that, on average, advertisers are seeing 25% conversion rates,
considerably higher than other media. What’s more, many app companies report app engagement long
after the download.

One particularly powerful example comes from Jam City.

The Los Angeles-based mobile gaming company led by MySpace co-founder and ex-CEO Chris DeWolfe
was an early pioneer in this space. Powered by Digital Turbine, Jam City was one of Verizon Wireless’ first
pre-load partners. Today, its portfolio including Cookie Jam and Family Guy: The Quest for Stuff now
occupies 6 of the Top 100 Highest Grossing mobile games across both Apple and Google’s app stores.
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The apps they love most are easy to use and navigate

61% They’re easy to use and navigate

34% There’s always new things to explore

29% I’ve personalized them so i get the best experience

28% There’s a large range of things to explore

26% I receive useful notifications from them

24% The products feel more relevant to me than other apps

23% I like the way they look

19% They’re from a brand or compnay I use a lot in the real world

17% The app is more convenient than calling or going to the branch/store

16% They have good discounts on offers

What users find most valuable about their favourite apps

Source: Google



Jam City Senior Director of Marketing Sumee Oh
observes that users may not open a game
immediately, but the presence of the app on the
phone can be a plus over time. “I price that into
my model because I pay off a download and an
app open,” Oh says. “It’s a no-brainer. One, I get
the branding. Two, I have a higher likelihood that
the user will choose to engage—that they’ll click,
check out and play our games.”

But the real attraction of the preload model is the
immediate scale it delivers. A virtuous cycle is
created that allows the gaming company,
because its apps are preloaded on smartphones,
to get scale and enter new geographies almost
overnight.

“The biggest advantage about Digital Turbine is
the quick scale it delivers,” said Jam City’s senior
marketing director, adding, “It’s also a great way
to target users with the newest smartphones,”
since mobile operators offer the latest devices to
keep their customers loyal. 

Fighting smart 

The rising price of app installs is forcing marketers
to look for alternative ad formats and approaches.
At one level, it’s about achieving KPIs. At another
higher level, it’s about exploring new models and
looking for opportunity in a market where
Facebook and Google currently dominate11.

In the case of U.S. mobile operator Verizon
Wireless, one of the roughly 30 mobile operators
worldwide that partner with Digital Turbine, the
focus is on forging far longer-term relationships
with third-party developers that benefit all
stakeholders.

Preloads open opportunities for app companies
to address a new audience (perfectly aligned with
their targeting parameters) and allow Verizon
Wireless to take an agreed percentage of the
advertising revenue, or share of goods purchased
by the app, in return. To date T.J. Vitolo, Verizon
Wireless Associate Director of Product
Management & Development, Mobile Publishing
Products, reports the carrier pre-installs apps
“from between 4 to 8 new developers per month
on its mobile devices.”

In addition, the tie-up with AOL combined with
the partnership with Digital Turbine, massively
boosts the programmatic capabilities of the
platform Verizon offers — paving the way for the
operator, together with its partners, to build a
portfolio of products that package the preload
with other ad units to power more holistic (and
effective) advertising. “It all feeds into a much
broader play in the greater app ecosystem,”
Vitolo explains. “From a carrier standpoint it’s
about securing our central position in app
distribution and discovery.”
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“The biggest advantage
about Digital Turbine is
the quick scale it delivers.
It’s also a great way to
target users with the
newest smartphones.”
Sumee Oh, Senior Marketing Director, Jam City
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Advanced data 

The App Economy is entering a new phase of growth and innovation. The challenge – and the opportunity
– for app developers, advertisers and operators is to identify new ways to monetize their platforms.

The preload allows them to increase mindshare and market share.

It serves as both a new ad format and a vehicle that allows players across the ecosystem to deliver relevant
and engaging apps to consumers while unleashing new revenue streams. 

It also allows mobile operators to wield mobile and customer data to lay the groundwork for programmatic
platforms that super-charge audience targeting and engagement.

Finally, preloads help overcome the shortcomings in search that threaten to stifle growth in the App
Economy, and increase the platform choices available to publishers and advertisers eager to monetize
their audiences and encourage on-going engagement with their properties on the prime real estate of
our mobile phones.

The takeaway: The sheer volume of apps – and their pivotal role in our daily lives - is pushing the industry
to explore alternative models, channels and paradigms that leverage the smartphone home screen to
deliver consumers the apps they will appreciate, and allow advertisers, publishers and mobile operators
to share in the benefit.
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Produced by the mobile industry for the mobile industry, Mobile
World Live is the leading multimedia resource that keeps mobile
professionals on top of the news and issues shaping the market. It
offers daily breaking news from around the globe. Exclusive video
interviews with business leaders and event reports provide
comprehensive insight into the latest developments and key issues.
All enhanced by incisive analysis from our team of expert
commentators. Our responsive website design ensures the best
reading experience on any device so readers can keep up-to-date
wherever they are.

We also publish five regular eNewsletters to keep the mobile
industry up-to-speed: The Mobile World Live Daily, plus weekly
newsletters on Mobile Apps, Asia, Mobile Devices and Mobile Money.

What’s more, Mobile World Live produces webinars, the Show Daily
publications for all GSMA events and Mobile World Live TV – the
award-winning broadcast service of Mobile World Congress and
exclusive home to all GSMA event keynote presentations.

Find out more www.mobileworldlive.com

Digital Turbine - Right App. Right Person. Right Time.

Digital Turbine connects apps to screens. As the leader in frictionless
app installs, Digital Turbine works at the convergence of Media and
Mobile — setting a new standard for app delivery.  Their end-to-end
solutions for mobile operators, device OEMs, advertisers, and
developers, power platform monetization and create a more
engaging, superior user experience. Digital Turbine's products
include Ignite - a complete application management solution that
delivers targeted, frictionless app installs, Pay - a direct carrier billing
solution, and Marketplace - a white labeled content store.

Digital Turbine Media provides exclusive access to unique carrier
inventory and is a leading independent user acquisition network.
Digital Turbine has delivered more than 300 million app installs for
hundreds of advertisers. The company is headquartered in Austin,
Texas with global offices in Durham, San Francisco, Singapore,
Sydney and Tel Aviv. 

For additional information visit http://www.digitalturbine.com/ or
connect with Digital Turbine on Twitter, @DigitalTurbine.

Disclaimer: The views and opinions expressed in this whitepaper are those of the authors
and do not necessarily reflect the official policy or position of the GSMA or its subsidiaries.


