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Mobile App Solution

QU Put Your Business In Your
Customers Pockets . Y




Mobile App Marketing




Mobile In-Store
Research-to-Purchase Path
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Source: Rachel Pasqua and Noah Elkin, Mobile Marketing: An Hour a Day, Sybex, 2012



Mobile Strategy

Environment

+ Marketplace Dynamics
+ Competitive Situation
+ Inspirational Brands

Brand

+ Brand Goals
+ Brand Assets

Customers

+ Customer Demographics
+ Customer Behaviors




Traditional purchase funnel with
mobile overlay

_ = Tag traditional media with a
shortcode or 2D barcode
= Moblile display media
Awareness = Moblle search engagement

= Sms alerts

= Mobile websites and apps
Engagement = 2D barcodes

= Mobile display media

= Mobile websites and apps

Consideratio = Mobile coupons
1 = IVR/dlick to cal

= Location based apps

= Mobile shopping (m-commerce
and m-payments

= 2D barcodes

= Mobile websites and apps

= SMS alerts

= Moblle apps
“2D barcodes In this reference include Quick Response (QR)
and all other open source and proprietary 2D barcode formats

Source: Rachel Pasqua and Noah Elkin, Mobile Marketing: An Hour a Day, Sybex, 2012



Sample Customer Journey Map

Word of In-store Mobile SMS opt-in
Mouth Redemption

Online

Mobile Mobile i
Post- h Mobile
SEO&Web  SEM OSEPHIEIESE e
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Online to Offline (020)
THE PURCHASE FUNNEL

SEO

Yelp

Websites A
= Display

Facebook Mobile Ads

arvivas

Blogs Local Search SEM Rele : Emall
Deals/Offers

Recommendations i acelD Facebook

Loyalty
Chat . Sl
v Reviews Punc Campaign
. Check-In
Hecommendations
Billboards Sk
wWOM Loupons

Newspaper Maps Loyalty Advocacy

Direct Mail Transaction
Radio Consideration

Awareness

—

Lower RETENTION & VALUE DELIVERY Higher

Source: http://o2ointeractive.com/understanding-the-purchase-funnel-from-online-to-offline-and-back-again/
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Mobile Readiness

Awareness
Engagement
Consideration
Conversion
Loyalty

12



Mobile Marketing Tactic

Mobile website

Mobile Search engine optimization

Mobile Search engine marketing

Opt-in SMS alerts
Mobile App
QR codes In-store

Source: Rachel Pasqua and Noah Elkin, Mobile Marketing: An Hour a Day, Sybex, 2012
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Mobile Marketing Plan

1 2 3 4 &5 o6 7 8 9 10 11 12

Mobile web site development
& SEO

Awareness integration into

Twitter & Facebook

Desktop website awareness elements

Mobile search engine marketing with hyperlocal, click to call and offers

SMS short code acquisition and SIS e Eaimi e

iOS App planning based on mobile
website learnings

In-store QR pilot

provisioning

Source: Rachel Pasqua and Noah Elkin, Mobile Marketing: An Hour a Day, Sybex, 2012 14



Mobile App Content Strategy:
Ongoing Engagement

Testing Research
Testing Compgtitive
40P prototypes Content Strategy analysis and
with groups of — |_nd_ustry
target users to - insights

validate
content
and
functionality

Engagement

R

Active Listening

Monitoring conversations in
key social media about a brand/app.
15



Mobile App Media Strategy:
awareness and downloads

Paid Media

Earned Media

Blogs, Targeted
directories. Media Strate mobile
email, PR, and gy advert|§|ng
other earned — campaigns
channels ggnerate the
promoted Downloads high-volume

awareness and
brand advocacy

required to
V achieve rank
Owned Media

Brand Web site and branded content and
social media
16



The symbiotic relationship between
paid, earned, and owned media
in the mobile app ecosystem

LAUNCH 1 2 3 4 5 6 7 8 9 10 11 12

\ Earned & | Earned &
Owned Owned

¢ \Earned & Earned &

{ Earned Owned

Owned

Ongoing tracking, conversation monitoring and analysis /

Source: Rachel Pasqua and Noah Elkin, Mobile Marketing: An Hour a Day, Sybex, 2012 17



Mobile Apps Marketing
020 Commerce
(Online-to-Offline)
Ofﬂine-to-OnIirw

0:12

WEAR (ENG ver.)




Mobile App Marketing

Mobile App
Pre-Launch Community Blogger
Presence Outreach

Your Mobile Mobile
App Store App App

Marketing Website Videos

Mobile App r Social

PR Media
Distribution

Application
Directories

Activity

19



Make
your
Mobile App
Global.
But Think Local.



Mobile Apps

Mobile apps have become the official channel to drive content
and services to consumers.

From entertainment content to productivity services, from

guantified-self to home automation, there is an app for
practically anything a connected consumer may want to achieve.

This connection to consumer services means users are constantly
funneling data through mobile apps.

As users continue to adopt and interact with apps, it is their data
— what they say, what they do, where they go — that is
transforming the app interaction paradigm



Mobile App Marketing

— — -

: VIDEO REVIEWS /I
I}
“ % 10
\
\
\ BUSINESS
N DAYS
Social
\\\ Notw:rk - -

_— ey s =

Source: http://www.intellectsoft.co.uk/mobile-app-marketing.html 22



Mobile App Marketing

Keywords research and implementation
App description creation / optimization

Creation of Press release featuring app and its functions
overview

Facebook and twitter account creation

Press release submission to App Review websites: iPhone app
(300+ websites) / Android app (80+ websites)

Consulting and advise on launch strategy

Report upon marketing campaign completion
Timing: 4-5 business days

23



PROMO* CAMPAIGN £ 3999 (exci. vAT)

Entering international stores and advanced promotion

» Keywords research and implementation
» App description creation / optimization
» Creation of Press release featuring app and its functions overview

» Translation of the app description page to German, Spanish, Italian, French, Arabic,
Russian and Chinese

* Facebook and twitter account creation

» Press release submission to App Review websites: iPhone app (300+ websites) / Android app (80+
websites)

» 3-page Promo website development
* Video reviews publishing
» Consulting and advise on launch strategy

* Report upon marketing campaign completion

Timing: up to 10 business days

Source: http://www.intellectsoft.co.uk/mobile-app-marketing.html 24



Silver Gold Platinum

Mobile Apps Marketing | ocrviontn | vervontn | per ontn
Social Media

Initial Facebook Account Setup Yes Yes Yes
Facebook Fan Page Setup for Apps Yes Yes Yes
Facebook Likes 20 40 80
Facebook Friends Yes Yes Yes
Wall Posting (Per Month) 15 25 50
Twitter Account Setup for Apps Yes Yes Yes
Twitter Profile Design Yes Yes Yes
Twitter Followers Mothly Basis 50 100 150
Tweets per Month 15 25 50
Linkedin Profile Creation for Apps Yes Yes Yes
Weekly Linkedin Profile Updates Yes Yes Yes
Posting per Month 10 20 30
Google+ Account Set-Up for Apps Yes Yes Yes
Post regular updates Yes Yes Yes
Google+ Followers Yes Yes Yes

25



Silver Gold Platinum
Mobile Apps Marketing Erec;r:niiiﬁ EL‘?”&ii?ﬁ Por I\/i)l:'cghg
Ad Network
Google Adwords No S300 S500
Google Adwords Account Setup No Yes Yes
Keyword Research and Selection No 10 20
Creative Ads Development No Yes Yes
Ad Scheduling Setup No Yes Yes
Bid Setup No Yes Yes
Google Analytics Setup No Yes Yes
Bidding Management No Yes Yes
Landing Page Review & Development No Yes Yes
Facebook Ad S200 S200 S300
Facebook Ad Setup and Optimization Services Yes Yes Yes
Facebook Paid Advertising Yes Yes Yes

20



Silver Gold Platinum
Mobile Apps Marketing EZiTAii?ﬁ EL‘?TAii?ﬁ Frgn .\jjjfhg
Organic Marketing
Apps Landing Page Optimization Yes Yes Yes
Promotion of Google play store page Yes Yes Yes
Unique Articles Creation 2 2 3
Article Submission 20 20 30
Approved Article Promotion 20 30 50
Following of relevant Pinners Yes Yes Yes
Social Bookmark of Approved Articles 10 10 15
Press Release Creation 2 2 3
Press Release Submissions 20 20 30
Approved Press Release Promotion Yes Yes Yes
Social Bookmark of Approved Press Releases 10 10 15
Classified Ad Creation No 1 2
Classified Ad Posting No 5 10

27



App Analysis

App USP Evaluation

Initial

Review \ Process /
generation Marketing
- In-app Roadma
campaigns [} Pre- & Pre laun:h
A ELEN | aunch Launch buzz

campaigns - Teaser

- Drive campaigns
downloads
Launch

Strategic launch

Reaching target users
Viral promotions

28



App Store Optimization
(ASO)
Search Engine Optimization
(SEO)



Mobile Apps Marketing

AdMob
AdColony

LACKS
APPSTORE  seanosuiomG MOBILE

OPTIMIZATION ADVERTISING
Description OPTIMAL

Optimization STRATEGY

Competitive
Analysis

Keyword
Tracking

LOW USER POOR
ACOUISITION CONVERSIONS

ONLINE
MARKETING

Web
Advertising Video
Marketing

Sodial

Press
Media

Outreach

30



Mobile Apps Marketing

* App Optimization of the User
* Get the App Discovered
* Acquiring the App Users

31



App Optimization of the User

Improve the user’s name, keyword set and
description

Desigh an appealing app icon and to create
compelling screenshots

Produce a dynamically engaging video trailer
Develop an effective app landing page
Conduct market research

32



Get the App Discovered

Browse and archive the TOP App Store
ranking

Get benefited from the unbiased App Store
reviews

Get reviewed by the app-centric media

Generate leads and traffics through different
social media platforms

Acquire large scale PR push



Acquiring the App Users

To drive application downloads in great
volume

To maintain your App Store ranking

To analyze your users' behavior to bring the
features accordingly

To grow organic installs
To establish an active social media presence



U

App Marketing

nderstand your Market

Make a Free or Paid App?

Become a Keyword Ninja
Mobile Ads

A
P

oplovin Ads in Mobile App
ayhaven Ads

T

Making money with In App Purchases (IAPS)

ne App Review process



Mobile Apps Marketing
020 Commerce (Online-to-Offline)

Coca Cola China Limited

1. CHOK
g 249 Ratings

. JKTeam

2. BEMBF

AUumber-one downic

ad spot
FREE >

CocaCola China - Chok! Chok! Chok!



Online to Offline (020)

In-Store Consumer Shopping Ecosystem

NEWS AN X A

2 FrstDota
m . inturt
=

P.vyrir.n?

m 'f-) JOr0
C seoMotte &

VISA B \erfire

Acceosst Marketing

o
MARS G2
ACOSTA
finteger
momentum
()g\'\\ Action

@ Gnidley & Company




Online to Offline (020) (Japan)

In-Store Consumer Shopping Ecosystem Japan

Market Research /

Company Side

got

NEC PNR
id # POS’

a9*
TEC

sHoPLier
DENSO

Kanmu

Account Marketing

dentsu
.

ADK

Marketing Side
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Social Media Mobile Apps Marketing for
Online to Offline (020)

0
'E
-
t
o
>
T
<

Direct

Analytics & Data

Mob‘\\e

Online Advertising
Online PR
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Online to Offline (020) Commerce

Offline
QR Marketing
Codes

Online
Marketing

- SEO - Brochures

- SEM [ H[E] - Sales Il_etters
- PPC - Advertisements
- Website

- App

40



Online

Websites
Apps
Content
Search
Social media

Advertising

E-commerce
Video

Online to Offline (020)

Offline

Advertising
Brochures

Reports and
reviews

Sales
promotions

POS
Exhibitions
Magazines

41



Online-to-Offline (020) Commerce

Facebook Real Life
chndé Ir Friends

http://www.conversationagent.com/2014/04/online-to-offline-commerce.html 42



Mobile Commerce

Retailer
automatically
send an email
as Charlotte has
not viewed her
‘Wish List’ for
a week

“Hi Charlotte,

Here are some great
accessories to go with
the Bik Maxi Dress

in your Wish List...”

She scans
a dress she
likes & adds to

y’ “7, | then tweets link

her 'Wish List’
) for opinion

What do you
think girls?
tinyurl.com/...
#fashion 0

Charlotte
‘checks in”
by scanning
the store QR
code with her
Retailers

app

Charlotte
clicks through
to the website
and is presented
with her ‘Wish
List" items

(V) start

e}
Youve
V' Cotocy “M0d or PREE Cryy

=

Charlotte when -
her dress is ready
for collection

After she
has collected

the dress she is
notified of a survey
on her Retailers
mobile app

Her survey
response is
positive so a
summary is posted
to Facebook &
Automatic Twitter
email with

She buys
the dress and
chooses (C)
Click&Collect —
delivery ews Chartone
method f:‘:.'“.v;,"gm&
Retailer e om fom e’
automatically At comigyey
send an SMS 10 Customer Sqnns

43



00

Spontaneity plays a major role in shopping
Spur-of-the-moment vs. Planned shopping

&

58%

Spur of the

Spur of the sy

moment

19% Planned 42% Planned

.



il

We often move from one screen
to another while shopping

of us start shopping
on one device and
continue on another

a) because | just feel more comfortable, and b) if I'm going to order it anline sometimes I'll look to see

“No, I'll usually chedk 1o see on my phane if they have it online. 1l usually order it when | get home.
‘ if there's anything else online that wasn't in the store that | want to add into the purchase.” - Jennifer

45



00

Consumers take a multi-device path to purchase

659’ Starton a Continue on
o

Smanphone = a Tablet

19%

Continue on

a Tablet

1 1 Starton a g Continue on
% Tablet y 8 PC/Laptop
=

46



Inbound Marketing

ATTRACT CONVERT CLOSE DELIGHT
. " o
‘ .
. L}
1 11 Promoters
’
. .
« e
Blog Forms Email Events
Keywords Calls-to-Action Signals Social Inbox
Social Media Landing Pages Workflows Smart Content

47



Fiksu Comprehensive Mobile App Marketing Ecosystem

3RD
PARTY
TRACKERS

FACEBOOK
TWITTER...

O
s
b~
w
(&)
(s 4
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w
[+ 2
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API

AD
NETWORKS

MOBILE DEV
ENVIRONMENTS
UNITY,

DISPLAY ADOBE AIR

QETARGETING

“E-‘\NORK INTEG‘mr
/04/
TR,
4
(¢ /{/ﬂ/
(&

¢©

®

*.
&

FIKSU
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ENGINE

ANALYTICS
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DSP

RTB
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DISCOVERY
INCENT
NETWORKS

4
NOIL 1 e8>
INIL394yL3B

APP
STORES
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Mobile App Promotion Market Map

App Promotion Networks Appstore Optimization
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Mobile App Design Process

ARequlrements Analysis A

e The Mobile App Design Process:

Specific Purpose

User Considerations A Metl"O Map

Case Studies

Evaluation & Usability

Public
Release

Conceptual
A Doslyn A | A Models A
Prototypes

Usability Design Mindmaps

Key
Stations / Composition
A Major Topics
Keynotopia
@ Tansiers Style, Color, Shape
@ wos Storyboards
Bl Concepts Typography Photoshop / GIMP
Lines Motion & Sound Wireframes
e EER
Alternate Platform Pencil & Paper JQuery Mobile Framework
SN Sy, Considerations
Lines .
® User Testing Phone Gap
® A Launch A
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Mobile Marketing Landscape

Graph 1: Mobile Marketing Landscape
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MOBILE scape
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Mobile Advertising Ecosystem

THE MOBILE ADVERTISING ECOSYSTEM
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