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What Is Mobile?
• #1 device at home

• Mobile commerce growing faster than eCommerce and traditional retail

• Enables connected shopping experiences

• Connected device and IoT management layer

• Purveyor of on-demand and streaming content

• Educational tool

• Time management tool

• Communication mechanism

• My first screen

• But it is not a media channel



My Phone is My Remote Control of My Life



In-App versus the Mobile Browser

• App usage is growing faster than the 

mobile web

• Driven by consumption of news and video, 

social, messaging, and productivity apps

• That’s almost 2-hours a day in apps versus 

20 minutes a day with device browser

• Faster, more utility, an immersive 

experience

• Social represents actually a small but 

growing percentage of this time



Yet, Apps Have Issues

• For connected experiences, getting the app on the screen of a new 

customer can be difficult

• According to a a recent AppBoy study, most apps lose 75% of new 

users by day 2 after download

• That climbs to almost 90% after 90-days

• Competing with 2MM other apps (and growing) makes it hard to be 

discovered

• Localytics in April 2016 conducted a study that showed 23% of app 

users gave up after just one use

• Keeping interest and engagement is hard work



Mobile Web Sites Suck Too



Need To Re-Think Mobile advertising

• A desktop ad approach does not work

• Native is critical

• Programmatic is driving more ad dollars, 

but not optimizing the experience

• Just because you can, it doesn’t mean 

you should



There Is A Better Way

• Simple equation

• Offer something of value

• Make it a relevant offer



New IAB Ad Changes Coming

• Less intrusive ads

• Lighter ads (including tracking)

• Addresses use of data

• Coming down on autoplay

• Format sizes governed by 

aspect ratios

• First crack at standards for 

emerging formats like 360-

video, AR/VR, emojis



Email Marketing Is Back

• Largely due to Smartphones, according to the the Deloitte 

Mobile Consumer Survey

• 3 in 4 Smartphones owners are heavy email users

• Nearly half of social, travel, and retail emails are opened on 

mobile devices

• For all the talk about the switch to messaging apps, email open rates 

are up and usage is growing

• Personalization: pull should build triggers for push notifications 

• Responsive design to device



Summary

• Stop treating mobile like a media channel

• Mobile should enhance all aspects of your business 

• Differentiate site and app with unique functionality

• Need an adaptive approach to email/CRM

• Be a utility, be useful, be fast, be simple, be responsive

• Optimize for a mobile vertical screen experience

• Make use of available data for interoperability between Apps/Web 

and functionality off the device

• Don’t over do it, think of the user experience first
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