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Source: 
Velti’s mGage™

As a general rule of thumb – apps are developed to create customer 
engagement, loyalty or purchase consideration. But if building an app is 
all you do, the investment will deliver limited results. You need to consider 
how you will encourage users to download the app. You need to increase 
awareness through the mobile channel but also from traditional media 
such as TV, print and outdoor advertising using mobile short codes – an 
integrated campaign will make each channel work harder.

Once your potential or existing customer has downloaded your app, you 
need to build a relationship with that customer. Leverage the data and CRM 
capabilities of platforms such as Velti’s mGage™, Overture, Webtrends and 
Google Analytics. According to a 2010 survey by GkK NOP, the average 
British smartphone user downloads 15 apps to their handset, keeps 12 
of them and uses five daily. So beyond creative and concept, what can 
you do ensure you are one of those five? The key is flexibility, monitoring 
feedback data and amending the campaign in line with that feedback. 

At this point, the app can become an integrated reinforcement vehicle 
for all marketing contacts through both traditional and mobile media, 
supported through multi-channel communications that remind users of 
the unique opportunities and incentives the app makes available. Reports 
and analytics give you the insight to understand how customers are using
the app, where it’s falling short, and how to deliver an even better mobile 
experience to support your marketing objectives.
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The right data helps you to make metric-driven decisions to refine every 
aspect of your mobile marketing and advertising campaign.  A platform 
that provides in-campaign optimization is invaluable – the ability for you 
to monitor and adjust your mobile campaign while in progress.   Empirical 
evidence and a clear view on success and ROI makes the mobile 
channel a manageable one, less risky and more likely to warrant a bigger 
investment. To date, an industry-wide measurement platform has been
out of reach. The prolific and fragmented nature of the feedback data 
delivered through differing reports from ad networks to agencies has 
simply resulted in a big pack of confused and useless data. 

Through the use of analytic tools mentioned previously comprehensive 
reports across your end-to-end campaign and over multiple modules 
provide meaningful visibility on campaign performance to enable 
continuous optimisation throughout the lifecycle of your campaign. 

The old adage, ‘knowledge is power’ really is key when it comes to the 
mobile channel. Whether brand awareness is the objective or direct 
response to a specific call to action, if you gather the right data and 
are able to analyse it in the right way, mobile will become a much more 
powerful part of the mix.

How to get started in Mobile

Source: 
Velti’s mGage™



If they’re not doing something in mobile already, some or all of your 
competitors are likely to be busy planning their mobile strategy this 
year. It’s becoming increasingly clear that the way people interact with 
technology is rapidly evolving.  Those brands and businesses who fail to 
act upon the new opportunities brought about by mobile and personal 
media will, sadly, begin to lose their competitive edge.

The fast moving world of mobile, whilst exciting, can also appear daunting 
to the newcomer.  In addition, the recent surge in the rate of technological 
innovation shows no signs of slowing, which only serves to make it 
increasingly difficult to stay abreast all of the latest developments.  

How to get 
the basics right

By

James 
Stewart,

Mobile Analyst, 
TigerSpike
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Hopefully this handbook has already provided you with some useful tips, 
pointing you in the right direction with  setting objectives, understanding 
your consumer, briefing your agency and reading the results.  Here we’re 
going to provide a high-level summary of how to get yourself ‘mobile 
ready’. We’ll also list some important questions – about your customers, 
your brand and your marketing mix – that you should ask yourself when 
planning your mobile strategy. These are all designed to help ensure that 
any investment you make brings you the best returns.

So, if you’re thinking of developing your mobile strategy in 2011, then here 
are TigerSpike’s four steps to success:

Step 1 – Define your objectives

You should have a clear idea of what it is that you’re trying to achieve. Be 
sure to research your target audience.

Key considerations

•  What are the most common platforms that your customers are using?

•  How will mobile compliment your current marketing mix?

•  What are your key success metrics?

Step 2 – Identify the right technology for your strategy

Be careful not to do the reverse by letting technology drive your strategy. 
Also ask yourself whether your business is set up to serve your mobile 
requirements. For example, are data feeds in place and has content 
already been created?

Key considerations

•  Can you deliver your required objectives through a mobile site or an app?

•  �Do you need to outsource design, development and testing, or can you 
deliver it in-house?

•  �What needs to be prepared in-house first? e.g. data feeds

How to get started in Mobile



Step 3 – Plan your mobile marketing

You will make a significant investment in the development of your 
application or mobile site, both in terms of time and money, so make sure 
you integrate promotion of it into your marketing plan.

Key considerations

•  �How can you use your development roadmap to create buzz around 
your app or site?

•  �How will you raise awareness amongst your target audience?

•  �If promoting an app, what mechanisms within each app store (Apple, 
Android, Nokia, etc.) do you need to understand to ensure your app is 
highly rated and visible?

Step 4 – Evaluate

Be sure to build in excellent analytics from the outset. This will allow for solid, 
data-led decisions in the future.  It’s important to listen to user feedback 
and evolve your site/app accordingly. You must also now integrate your 
mobile product roadmap into your overall marketing plan.

Key considerations

•  �How will you capture and implement user feedback?

•  �What analytics will be useful to you? Know this before you start

•  �How do you plan to evolve the site/app from day one?
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