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Abstract
This study provides insight into the use of entrepreneurial marketing in the mobile app context,

with aim of answering the research question: how can entrepreneurial marketing be used to
affect mobile application adoption and retention? The motivation for the study stems from the
lack of research on entrepreneurial marketing in the mobile application context and the scarcity of
research on mobile application marketing. A thoroug h review of studies relating to entrepreneurial
marketing, mobile commerce, mobile advertising and mobile applications was conducted in order
to establish the theoretical foundations of this study. On the basis of the literature review the | -A-R
framework was constructed which explores marketing through customer intelligence, acquisition

and retention.

Netnography was utilized to study experts across four company blogs. These blogs present Nortf
American companies that offer services and/or platforms related to mobile app marketing mainly

to small and medium sized enterprises. Due to the large amount of data, the findings were first
categorized according to the -A-R framework, and then a summarized and presented along with a
revised framework.

The revised framework presents a four stage mobile app marketing process. These stages represer
the app developerb6és approach towards making

and user retention. In terms of the research question, the two most impor tant ways that EM can be
used in the mobile app context are: creating apps that users have an incentive to share in order to
leverage a small marketing budget for user acquisition and establishing relationships as a

customer loyalty strategy.

Keywords Mobile technology, entrepreneurial marketing, mobile application marketing
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1.INTRODUCTION
1.1 Background

In July 2008 Apple introduced the App Store, a digital distribution guiatffor mobile

¢

phone software also known applications (apps) for the iPhorfer i or t o Appl e’ s
Store mobileapp developers had to deal with difficulties such as low revenue share,

lack of information, regional fragmentation, and establishing bilateral contracts with

mobile device manufactures for application certification, approval, targeting and pricing

(Karla and Broker, 20111 The introduction of this new platform resultedsignificant

changes ifmobile business towards what is called the App Econding combination

of touch screen and the distribution concept of the App Store became standard with

practicaly all smartphone platforms and mobile am/manufacturers (ib)d

The success of the app store concept is highlightezkplpsive growth in the amount
of appsavailable,revenue made by apps amdreased smartphone adoptidihe app
industry hasgrown from practically norexistent in 2008 to making revenue of USD
$18 billion in 2012with over 2 million appsavailablein the three most popular app
stores Takahashi, 2013Tristan, 2013 At the same time smartphompenetration has
reached over 50%n severalmajor marketsvorldwide and is predicted to reach that
level worldwide in 2011Emarketer, 2013akEssentially,the introduction of the new
concepts by Apple hasded the smartphone anghobile app technologes in rapidly
crossng the chasnof the revised technology adoption lifecycle by Moore (2006)s
means that whil@reviouslyapps weraisedby an early marketthe introduction othe

App Storehas resulted in apps being used by majority markets.

This kind of rapid change in thedustry creates substantial opportunities, but with
growth of the market mobile app developers @s® facing several challengesirst,

while an app in thédpple app store ge40,000 downloads on averafjgistan, 2013),

the top apps skew this statistic since the top couple thousand apps are getting significant



downloads whilein aroundhalf of the apps get no dowoads (Meyer,2012) This
highlights the challenge that smaller developers face in terrgetbhg discovered in

the app stor® Second, the average retentwinapp users is very low for example
research by Flurry found the average user retention rate to be 35% over a period of 90
days (Farago, 2012). Lastly, Gartner (2013) found that 89.6&0whloaded apps in

2012 were free and predict that the percentage will increase to 94.5% in 2017. This
means that developers need to increasingly utilize advertising, in app purchases and
other monetization metklgs to make money from their frespps. Thesechallenges
highlight the increasing importance of mobile apprketing in order to stand out from

the competition, retain users and to monetize apps effectively.

1.2. Research gap and problem

The academic research on the mobile business has maingnt@ted on the concepts

of mobile commerce and mobile advertising. The majority of this reseaededqes
mobile applications and focuses the use of older technologies such as Short
Messaging ServicSMS) and WirelessApplication Protocol (WAP). e early
researclon mobile app mainly concentratesn thetechncal aspects of building an app
and effective app store®©nly few articles concentrate on aspects related to marketing

of apps, none of which specifically deal with user acquisition andtrete

Hills, Hultman and Miles (2008) advocate for EM research in all contbutsnostudy
exists that combine EM theory with the mobile apgtorecontextor mobile theoryThe
mobile app context seems to appropriatefor EM research adorris, Schindehutte
and Laforge(2002) argue thaEM is better suited to emerging markets with high
turbulence tharraditional narketing.

Therefore his study positions itself with the objective of improving the understanding
of mobile app marketing through ehentrepreneurial marketing perspectividnis
objective is addressed through the following research question:



How can entrepreneurial marketing be used to affect mobile application
adoption and retention?

Adoption and retention were specifically chosen as important aspects of the research
based on entrepreneurial marketing theory dmng the challenges that app
entrepreneurs facé herefore, one of the aims of this stuyto provide practical
implications to managers and app entrepreneurs that are facing these chalienges.
terms of theorythis studyattempts textend EM literature imigh velocity context and

in two-sided marketsinder the mobile application distribution model.



2.LITERATURE REVIEW

This chapter introduces the literature on entrepreneurial marketing, mobile commerce,
mobile advertising and mobile apps. Thdékeoriesare combined inta theoretical

frameworkwhich has a role in guiding the subsequent research.

2.1.Entrepreneurial M arketing

This section examines the different definitions of entrepreneurial marketing (EM), the
differences between EM and traditional marketing aeveralalternative marketing

methods associated with EM.

2.1.1.Definition of Entrepreneurial M arketing

Marketing and Entrepreneurship have traditionally been seen as separate business
disciplines, but with the increasing amount of research on small and medium sized
enterprises (SMES) it has become important to ddfiow smaller companies conduct

their marketing Klills, Hultman and Miles2008). It is important to note that since

innovation is seensaaprergquisite forentrepreneurship, not all sméllisiness owners

are entrepreneur3herefore entrepreneurial matkey (EM) has often been defined as

—mar keting of smal | firmsl gfgBwemnige tamaoudéil
2002, pl15).

Although, it is accepted that that entrepreneurial marketing is different from traditional
marketing, no clear singléefinition of EM existslonitdi( 2012) notes that -
uni que definition makes researclpl&gq]fldorts r e
literature, two main categories of definitions can be found. The first category is similar

t o Bj er ke &2002)ddfinitibnt, imthat it Isoks at how marketing is done by
entrepreneurs in new ventures (Stokes, 2000). Maritz, Frederick and Valos2(211)9

argue further that integration of generic marketing and entrepreneurship principles has



dominated thistyp of | i terature. The second categor
conceptualization that reflects such alternative perspectives as guerrilla marketing,
radical marketing, egditionary marketing and othdédrsMdrris, Schindehutte and
Laforge,2002, p.1) One of the key distinguishing features of this category is that it can

be applied by larger companies since it is considered as a strategic orieftediaos) (

Harms and Fink2009) or mindsetMorris, Schindehutte and Laforg2002). This

category coulalsobe seen as innovative marketing.

Additionally, lonitd (2012) finds two more categories &M definitions. The third
category considers that —EM is both wholly
and wholly entrepreneurship and not a sub$eharketing combined with a subset of
entrepreneurial pmoe s s e s |l ( Mor ri s h,2010Mip304.sTheafouth De ac o r
category of definition considers EM to be part of the life cycle of the company, where

EM occurs at the first and/or last stages in a @mg/ marketing evolutionl@nita,

2012. This is because in the early stages companies tend to use informal marketing, but

as the company matures the marketing approach becomes more formalizeébeuntil

formalized approach becomes excessive and a forrEMfcalled Intrapreneurial

marketing is needed.

It is also important to note that marketing can be applied on different levels. Martin
(2009) identifies three levels of marketing that apply to EM and Traditional marketing
(TM): culture, strategy and tacticMarketing as aulturelooks at the values and beliefs
within an organization regarding the relationship with customers. Marketing as a
strategy in turn, aims to achieve competitive advantage within a certain context,
whereas marketing agactics looks at methods of resource leveraging and risk

management.



2.1.2. Differences between Traditional Marketing and Entrepreneurial Marketing

Kraus, Haomsand Fink2009) <conceptualize EM as: —a pa
is innovative, riskyproactive, focuses on opportunities and can be performed without
resources currentl y cMormis, ISchinderuttel and(Lpforge6 ) . Si
(2002) identify seven underlying dimensions of Elslproactiveness, calculated risk

taking, innovativenessypportunity focus, resource leveraging, customer intensity and

value creation. In additioriViorris, Schindehutte and Laforgegue (n Table 1) that

TM tends to be objective and happening 1in
well suited to turbulet markets. Furthermore, they state that even though Table 1 serves

as a good way to distinguish EM from TM, in reality a spectrum of marketing

approaches exists between these two approaches.



Traditional Marketing EntrepreneuriaMarketing
Basic Facilitation of transactions and mark Sustainable competitive advantage throt
Premise control valuecreating innovation
Orientation | Marketing as objective, dispassiong Central role of passion, zeal, persistence
science creativity in marketing
Context Established, relatively stable Envisioned, emerging and fragment
markets with high levels of turbulence
Marketer's | Coordinator of marketing mix; buildg Internal and external change agent; creato
role of the brand the category
Market Reactive and adaptive approach | Proactive approach, leading the custor|
Approach current  market  situation  witl with dynamic innovation
incremental innovation
Customer Articulated, assumed, expressed | Unarticulated, discovered, identified throui
Needs customers through suryeesearch lead users
Risk Risk minimization in marketing Marketing as a vehicle for calculated Fs
Perspective | actions raking; emphasis on finding ways
mitigate, stage or share risks
Resource Efficient use of existing resource| Leveraging, creative use of the resources
Management scarcity mentality others; doing more with less; actions are
constrained by resources currently controll
New Marketing supports ney Marketing is the home of innovatiol
product/ product/service development activitiy customer is cactive producer
service of Research & Development and oth
development| technical depts.
Customer's | External source of intelligence an Active participant in firm's marking
role feedback decision process, defining product, pric
distribution and communications approach

Tablel. Contrasting Conventional Marketing and Entrepreneurial Marketing (Morris, Schindehutte and
Laforge, 2002)

In addition, Stokes (2000) identifies four major differences between traditional and
entrepreneurial marketing: Customer versus Innovation orientatiorgot@p versus

bottomup strategies, 4Ps (Product, Price, Promotion and Place) versus interactive and



word-of-mouth marketing, and Market research versus Networking. These concepts and

their relation to marketing principles are examined in Table 2.

MARKETING TRADITIONAL ENTREPRENEURIAL
PRINCIPLES MARKETING MARKETING
Custometorientated: Innovation oriented:
CONCEPT Marketdriven, product Ideadriven, intuitive
development follows assessment of market needs
Top-down segmentation, | Bottomup targeting of
STRATEGY targeting, and positioning | customers and other influence
groups
The marketing mix Interactive marketing methods
METHODS Four/Seven P's Word-of-mouth marketing
Formalised research and Informal networking and
MARKET intelligence systems information gathering
INTELLIGENCE

Table2. Entrepreneurial Marketing Compared to Traditional marketing concepts (Stokes, 2000)

Innovation orientation

—Rat her

t han i

nvest.i

ng ti me, money and

new ventures can move directly to selling a potential anahgiroduct or service to

customers on the

man

basi s,2@9, p.x5J. fTe prdviobsiqeote | o s s |l

highlights the idea that new ventures often start with an idea and try to find a market for

it by taking a calculated risk. Stokes (20@@htinues this line of thought by arguing

that intuitive feel, creativity and innovation are important in entrepreneurship rather

than careful research of customer needs.

Bottom-up strategy

Large businesses tend to go through the motions of segmentation, targeting and

positioning to

fi

nd

buyer groups.

-uph

cont

targeting process in which the organization begins by serving the needs of a few



customersad t hen expands the base gradually as
(Stokes, 2000, p.8Personal networks play an important role in trying to atteact

initial customer baseKfaus, Harms and Fin009), which is then extended by looking

for more custmers of the same profile (Stokes, 2000)is bottomup targeting process

can be seen as a trial and error process of testing the market opportunity that the
entrepreneur has identifietbitd, 2012).

Interactive and wordof-mouth marketing

Although tre 4Ps of marketing can be adapted to the entrepreneurial context (Gilmore,
2011) , Martin (2009) argues that the 4P's ¢
of marketing which are adaptability, flexibility and responsiveness. In addition Martin

(2009 argues that SMEs face unique marketing opportunities and concerns, and would
therefore benefit from marketing theory that considers the SME context. Stokes (2000)
argues that instead of the 4P° s, entreprer
persaal relationships. This involvement with the customer means that entrepreneurs are

less likely to use mass promotions in marketMvgrrish, Miles and Deacof2010) note

that a fundamental difference between TM and EM is that in EM firms, the entrepreneur

and customer areftencore actors of the business with equal importance in shaping the

company‘'s cul bemavier, strategy and

Schindehutte, Morris and Pi{2009) identify an entrepreneurial alternative to the 4Ps

by providing the 4Cs: coreated, communication within communities, customizable
personal value, and choicadaconvenience. Goreation issimilar to Morrish, Miles

and De &@l0)ndeasthat astomers have a large role in the shaping of the
company which is especially highlighted by the increasing popularity of erowd
sourcing. Communication within communities refers to the idea that instead of
information, consumers want to interact with hkénded people and brands.
Customizable personal value means that companies think about value first rather than
costs of serving customers and that the company makes the customer feel that they are

not one of many customers. Choice and convenience meang go where the



customers areZontanos and Anderson (2004) provide another alternative to the
traditional 4Ps by providing their own 4Ps of person, process, purpose and practices.
They argue that these are better framework for understanding entrepreneurial

relationship marketing.

Stokes (2000) argues that entrepreneurs use interactive marketing to maintain their
unique competitive advantage of interacting with individual customers, while relying on
word-of-mouth marketing to develop market base througtomemendations. This is
similar t o Zont anos and Ander son‘ s (2004)
relationship marketing and also includes the notion of building tkuatis, Harms and

Fink (2009) highlighthat one of the key challenges for new ventisdke lack of trust

that must be overcome as their products are unknown to the custblogis,
Schindehutte and Laforgé002) highlight that EM takes a creative approach to
customer acquisition, retention and development, and therefore relationgigtinga

i's distinct from EM since it —f ocuses on
focuses on innovative approaches to creating new relationships or using existing

relationships to create new marketsll (p. 7).

Networking

Being close to their customss successful entrepreneurs are able to find new ideas and
opportunities by using their network of personal and iotganizational contacts. In

addition, they use informal information gathering techniques and their industry contacts

to monitor performare and react to competitive threats, rather than formal market
research (Stokes, 2000). Read et al. (2009) find that expert entrepreneurs are sceptical of
marketing research and suggest that marketers facing uncertainty should consider
alternativestocorernt i on al mar keting research. Furthe
entrepreneurs replace market research with cocreational or partnership strategies with
potenti al customer s, suppliers andlb)i nvesto
These kinds o$trategies can be seen as resource leveraging and risk mamagirig, (
Schindehutte and Laforg2002). Networking can be done in many ways, but the

10



overwhelming purpose is to get business done effectively. Furthermore, networking
varies according to thetage of the business: at the development stage networking
focuses on establishing networks, while at the established phase networking becomes
about encouraging employees to create stronger collaborations and alliances as well as

to maintain current relainships (Gilmore, 2011).

2.1.3. Alternative marketing approaches

In addition to the underlying dimensions and differences to traditional marketing, EM is

often seen as a collection alternative marketing approachésaus, Harms and Fink

(2009) identify three besknown and most successful alternative EM marketing
approaches: Guerrilla Marketing, Buzz Marketing and Viral Marketing. These three
approaches are partially overlapping because they are based on the conaeptadf w

mouth marketing Qid). Maritz, Frederick and Valo§2010) argue that another

important marketing perspective is Social media marketing (they use the term Social

net wor k mar keti ng and soci al medi a) , by ¢

technology, radical innovationdn EMI (p. 79) .

Guerilla, Buzz and Viral Marketing
Hutter and Hoffmann (2011) describe guerrilla marketing as a way to best succeed in

the competition for the consumers attent.
marketing efforts. Furthermore, Het and Hoffmann(2011) argue that guerrilla

marketing can include other marketing methods such as buzz marketing, viral marketing

and ambush marketing. Guerrilla marketing occurs through the use of the surprise

effect, the diffusion effect and the low tosffect (ibid). The surprise effect works

through surprising the consumers with unusual activity to draw their interest in the
advertising message with tKnaes, Hpong and Birfk, cr eat |
2009). The diffusion effect works by proundy ways of increasing the number of

individuals exposed to the marketing message without increasing marketing campaign

cost. This is done through the use of Viral Marketing, Buzz Marketing and Guerrilla

11



PR. Viral Marketing is a set of methods intendedpgcead the marketing message from
person to person like a virus, the success of which requires the person to have a benefit
from forwarding the marketing messagergus, Harms and Fink2009). Similarly,

Buzz Marketing attempts to spread the advertisingsage by luring consumers to
share it, usually by selecting and motivating influential persons to start the spread of
such message or rumour (Ni@atonio and Quigley2009). While Viral Marketing can

be seen as an impersonal and technologiaeked versin of buzz marketingKraus,

Harms and Fink2009), Guerrilla PR attempts to construct marketing campaigns so that
they appeal to the media, which will spread the message (Hutter and Hoffa0drdn

The high diffusion and the way guerrilla campaigns afeen setup means that
campaigns have a low cost effect and are very efficient. There are also methods such as
Ambush marketing (the deflection of public attention surrounding an event toward a
nonsponsoring company instead of the sponsoring companydhgianies can use to

leverage a free riding effect (ibid).

Social Media Marketing

Maritz, Frederick and Valo§2010) highlight that Social Media marketing has come
from a shift in how people are using the internet in creating and participating in social
spaces on the internet and is an extension of convergence marketing, which assumes
that new technology and behaviours do not totally replace the old and therefore it is
beneficial to have a hybrid marketing strategy across technological channels (Wind and
Mahajan, 2002). Similarly, Barger and Labrecque (2013) discuss the difficulty of
measuring the effectiveness of social media as consumers can receive information
across several online and offline channels, and therefore it is difficult to determine how
mudh a specific channel contributed to the desired action (such as a purchase) taking

place.
Regardless, social media marketing is seen as a very effective and as a crucial part of

succeeding in online marketing (Vinerean et al., 2013). Schlinke and C@4i8) (@ gue

that a company should consider their goals, strategy, implementation and the risks of

12



social media before committing resources to social media marketing. Table 3 highlights
the orientation and communication types of the most popular online coicetian

venues. It is important to consider the purpose and audience in these venues, as a single
marketing message may not work across these platforms and the style of
communication needed to be effective in a certain venue might not be consistent with
the brand image (Barger and Labrecque, 2013). Table 3 also includes blogs, which are
not considered as a social media by Schlinke and Crain, but they are seen as channel to
promote deeper and richer content and therefore have a distinct role in marketing.
Berger and Labrecque (2013) also identify that different online social channels have
differing relative amounts of information per post, which needs to be considered in

channel choices and in the composition of the marketing message.

Venue Orientation Cammunication type
Facebook Social Casual

LinkedIn Business Professional

Twitter Contentfocused ProfessionalCasual
Blogs Content/Opinion Informational

Table3. Popular Online Communication Venues (Schliakel Crain, 2013)

In addition, Vinerean et al. (2013) argue that companies should attempt to understand
different social media consumer types and create a buyer persona which is developed

and adjusted orhe basis of customer research.

Although social media marketing can be seen as a marketing communication channel,
Laroche et al. (2012) highlight the building of brand communities as a way to serve
customers that is more efficient and easier to manage thamnem® relationships. In
addition, brand communities can foster-ceation of value, brand trust, brand loyalty
and increase feelings of community among members. The rationale behind this is that
consumers like the idea of contribution, creation and joining communities because of

their needs of belongingness. These ideas resonate well with the first two of

13



Schindehutt e, M4Cs:r ¢ocreated nadd c&rnmurticatisn within

communities.

14



2.2. Mobile Business

Leem, Suh and Kinf2004) provide a good overview of the mobile B2C business that is
divided into three domains: (1fommerce, (2) Intermediary and (3) Information
(Figure 1). Commerce covers the direct commercial transactions of digital goods such
as games and-l@ooks, anyphysical items bought through the mobile platform and
services such as reservations and ticketing. Intermediary delivers contents such as stock
information, news and weather. Information covers the sending of personalized
service/content and advertisingt these domains of Mobile B2C Business, Commerce

and Information have been prominent in literature and will hence be explored in more
detail in this chapter, namely through the concepts of mobile commercenimerce)

and mobile marketing (fmarketing).

Mobile B2C Business

Commerce Intermediary Information

Stock
- Digital Advertise ment
Information

Personalized

— Physical Contents
Information

— Semice

Figurel. Mobile B2C business modéLeem, Suh and Kim2004)

2.2.1 Mobile Commerce

In the last fifteen years there have been great changes in methods of doing business with
the emergence of electronic commercegemmerce)vhich has become significant in

our everyday lives. With the development of mobile devices and wireless
communication technology, it is possible to access the internet anywhere you go. This

has resulted in increased commerce through mobile devices.
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ChungShing and Ho (2010) define mobile commerce-§¢ommerce) as using this
mobile technology to conduct —eitherdiectoransact.i
i ndirect |l . -ChMaan tandrRamakerdmnme @012) identify several other

definitions whichare narrower, in only including direct monetary value transactions.

Some scholars have seen-commerce as a subset ofcemmerce (Ngai and
Gunasekaran, 2007). Althoughcemmerce and mommerce has several similarities in

functions and processing (Xu andang, 2012), there are certain specific value
propositions to rcommerce thatet it apart from eommerce (Chun&ghingand Ho,

2010). These value propositions also mean that traditienafmenerce models cannot

be used in the context of-nommece (Clarkelll, 2008). Or as Chun&hingand Ho

put it: —Just as -tommerde sirptégy immonnierely an@xiensooh an e
of traditional business online, the formulation and implementation of -anmmerce

strategy is also not simply an exrsion of ecommerce practicésp.41). Futhermore,
Balasubramanian, Peterson aadvénpag2002) note that mobile technology can break

some of the space and time constraints that are present in a world without mobile

technologies therefore creating new unique opmities such as the ability to buy

books anywhere at any time (Figure 2&3).

A
Flexible e e
P 1
Buying books from an |
electronic network '
' -
1
@ Sending and receiving email/
¢ !
/ @ Consulting with a stock broker | S
' ] B
¢ ' . < AGC Ny i o e e
TIME /! Buying books from the retail store : ze ThC L-Pd“tl n” of activities
; Ly
' .
¥ e S& 1
' o 0 Al 2> N s 1
i Attending a show-and-tell gy . cking on the status oT === === - - __ -
g at a museum exhibit - ey =
! pre a delivery truck
' @ Cheeking on the status of 3
v _-~7 avending machine @ Fixed-time medication®,
A @’M’n’lmng shower @ Lunch .
. \ ¥ '
Fixed \\\ @ Adfending a football game f
*e? @ Watching a football game on TV .
Constrained SPACE Flexible

Figure?2. Activities in a world without mobile technologies (Balasubramanian, Peterson and Jarvenpaa,
2002)
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Figure3. Activities in a world with mobile technologies (Balasubramanian, Peterson and Jarvenpaa,
2002)

Value propositions of rcommerce

Clarke 11l (2008) identifies four value propositions of mobile commerce: Ubiquity,
Localization, Personalization and ConvemenUbiquity refers to the ability to receive
information and perform transactions from any location instantly. Localization refers to
the use of GPS and other positioning abilities to deliver content that is relative to a
specific location. Personalizatiois created as mobile phones are usually used by a
single person and therefore it is possible to send personalized content to different
segments. Convenience refers to the ability otammerce to make life more
convenient by for example offering the ayilto pay for a soda with a mobile phone.
Similar value propositions aggrovided by Mahatanankoon, Wen and L{&905) and
ChungShingand Ho (2010).

Further, Wagner (2011) argues that through the use of mobile location based services

(MLBS) which leveage these value propositions, the mobile phone is much more than

a pocket sized personal computer in providing contextually and personally important
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information. However, one of the big concerns is privacy of location data, especially in
social network sefces where anybody can potentially access information about the

user and their location.

Finally, Balasubramanian, Peterson amdvérpaa(2002) provide insight by proposing

that mcommerce applications can be categorized along three dimensions: ék)ehe

to which the mcommerce applicatiomms locationsensitive, (2) timeritical and (3)
whether the information is controlled by the usertlwe provider. A high location
sensitivity refers to services relate to the surrounding physical environmentasu
MLBS, while other services are intended to overcome space boundaries such as being
able toshop on the mobile phone. Tirgdticality is often linked to exchange of
information related to a scheduled event, for example buying a book in a online store
may not be considered time critical while bidding on the same book in a online auction
certainly is. The last dimension looks at the control of information; the user can be in
control by requesting information (e.g. about clbgerestaurants) or the prioker can

send periodical information (e.g updates on their favourite bands or marketing
messages). This last dimension resonates with trigger of communication which will be

discussed in more detail in the next section of mobile advertising.

2.2.2. Mobileadvertising

The term mobile marketing @Gmarketing) seems to be used interchangeably with
mobile advertising (radvertising) in the literature. Traditionally, the communication of
m-marketing has been considered to be one way sharing of information and offers
(Huang,2011). Deighton and Kornfeld (2009) argue that the use of direct marketing
models in digital media marketing does not reflect the reality of the medium (i.e. that
the users are not passive), but rather more interactive methods should be used. Shankar
and Balasubramanian(2009) extendthis mobile marketing definition:—Mobile

marketing refers to the twar mult-way communication and promotion of an offer
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bet ween a firm and its customers wusing
(p.118).

Unique chaacteristics of mobile advertising

In addition to the value propositions ofeommerce, Mirbagheri and Hejazin{@2010)

identify unique characteristics dhe mobile marketing channehigh penetration,
availability anytime and anywhere, interactivity, ality, high response rate and
relatively low cost. The penetration rate of mobile phones is now at 96% worldwide and
at 128% in developed countries (ITU, 2013), which means that a wide range of people
can be reached through the mobile medium. Availakalitywhere and anywhere means

that as long as mobiles are turned on, the target audience can be reached. The mobile as
a medium can be used interactively and campaign results can be gathieidg. g
However, Smutkupt, Krairit and Khan@011) found that in the case of permission
based SMS marketing the increase in brand awareness was higher with customized
messages than interactive messages. The mobile channel is capable of viral marketing
also known more specifically as electroniaall marketing (Wolfgang, Key and
Wiedemann2009) which can multiply the reach of the campaign. The response rates of
SMS campaigns can be as high as 30%, averaging at 10% to 20% as compared to 5%
for email marketing (Kavassalis et.aR003). Mobile marké@tg campaigns tend to be

low cost and coseffective. For example: the cost of advertisement on mobile apps is

significantly cheaper than web or print (Fiegerman, 2012).

Mobile advertising strategy

SMS has been proven to be a successful mobile markettigoth and the focus of
mobile marketing strategyreviouslyhas been on developing effective strategies around
the Short Messaging System (SMS) platform. Varnali and Toker (2010) argue that
existing applications and business models (focusing on the uS&8j can quickly
become obsolete with the introduction of new technology or new consumer trends.
Huang (2011) identifies that due to mobile technology development beyond SMS,
mobile marketing services are likely to be deployed over a multichannel mobile
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communication platform. The traditional linear model of mobile marketing has been to
consider users passive which has resulted in messages that easily be considered
unwanted. The consumeentric and interactive models presented by Hugtg 1)
consider thamarketing occurs through the acceptance of the intended audience, and
this consumecentic mobile communication occuracrossseveral channels such as

games, music, maps and images.

Furthermore, a three dimensionatl\? model for mobile marketingtakeholders is
provided by Huang2011) This model assumes that two users (brand owners and
consumers) are being connected by supportive providers such as mobile network
operators and service operators. This model shows that the value (V) for brand owner
using mobile marketing is direct or indirect monetary value, while the consumer
receiving the marketing is not seeking a monetary value from using the mobile
marketing service, although they may be interested in getting monetary benefits from
the marketig messages (Drossast al, 2007). Providers of alternate marketing
solutions and academic researchers have interest (I) in mobile marketing, but are not
involved by direct value gain and have little power to control this process. From the
consumebrrrasndnodwner ‘s perspective, I nterest
While these two parties do not necessarily have an interest in the mobile marketing
operations themselves, consumers are interested in receiving relevant information that
they havegiven permission to receiveBamba andBarnes, 2006and the lack of
interest by brand owners can cause them to use other services instead. Power (P) looks
at the significance of the stakeholder in using and how impactful the service will be.
Consumers are seen as having the most power as they are theura@of revenue in

mobile marketing, and are the main determinants of mobile marketing acceptance and
effectiveness §mutkupt, Krairit and Khang2011). Huang also provides an alternate
consumer centric version of this model which labels the three diomsnas: benefits,

intention to use, and use and impact

20



Finally, Kaplan (2012) classifies mobile marketing applications according to type of
communication (push or pull) and the degree of consumer knowledge which allows for
more personalized messagesMlor high). Table 4 highlights four different groapof

communication by combining these two aspects.

Trigger of communication

Push Pull
Degree of High | Victims Patrons
consumer AT&T sent SMS text messages to 75 milliq Pop icon Britney Spears enabled fan
knowledge customersuggesting they watchmerican | to receive—for $2.99 per month-
Idol and vote for candidates using their Britney's Diary a weekly text messag
AT&T phone about her life during a concert tour
Low | Strangers Groupies
Toyota teamed up with Fox Broadcasting t Calvin Klein used Quick Response
insert 10second commercials into 26 short codes on billboards in New York to
mobile movies,s@ al | ed _ mo b | allow users to pull up an exclusi¥é-
the TV showPrison Break second commercial

Table4. Classification of mobile marketing application&aplan, 2012)

Push message groups are referred to as _Vi
notion that firms should only contact users that thaye explicitly obtained permission

from in order to avoid irritating recipients by semglianwanted messageSnjutkupt,

Krairit and Khang 2011). On the other hand, pull communications can be used to
effectively market and sell information as can be seem t he case of _Gro
_Patrons"‘ . Permi ssion i s <dvetsingansadddioneéo of t h e

acceptance, usability and value/profit (Huang, 2012).
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2.3. Mobile applications

This section explores the mobile app industry in more detail. First, the emergence of the
mobile app business will be explored. Second, the relation between mobile apps and the
above mentioned theories ofecommerce and marketing will be examined. Fingll

the research on mobile apps will be presented.

2.3.1. Emergence of the mobile app business

Before the emergence of mobile applications as we know them today, the development

of mobile services was controlled by network operators, phone manufacamdrs,

handf ul of application and content provide
and content providers had to deal with difficulties, such as lack of information, low
revenue shares, and regional fragmentation. Additionally the traditional ethamed

been suffering from long, proprietary and fragmented processes of application
certification, approval, targeting and pricing, all of which needed to be established via

bilat eral contr aket 211, p(7arl a and Br 6

The introduction of a e mobile application distribution process by Apple in July

2008 (Figure 4), along with a software development kit (SDK) has provided an
opportunity for new developers to release their own mobile applications (Sangani,
2010). Furthermore, app stores makeasy and secure to buy apps where consumers

would otherwise face transaction costs (Gans, 2002) i S concept of the
was followed by similar concepts from other smart phone manufactures such as
Research In Motion (RIM) and operating systemvers such as Microsoft and

Google (Gans, 2012). Most of these app stores are similar in terms of revenue share, in
taking 30% in exchange for providing the application pastad handling payments

(Karla andBroker, 2011).
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(1) Publish App (2 Download App
———— —

’ Application
Portal

Developer Dev Tools Device Consumer
@ Payment @ Payment

Figure4. Mobile application distribution process (Holzer and Ondrus, 2011)

2.3.2. Mobile apps as a medium for rkommerce and mmarketing

As mentioned, the majority of research in-commerce and rmarketing has

concentrated on the usé mediums such as SMS and Mobile Internet.Yet, apps have
tremendous opportunity as a mobile commerce channel (Taylor, Voelker and Pentina,
2011) . Smith (2009) hi ghlights the capabi
—Ccapability to makeemgbbsl emptransactand qui ck
(p.70). Technological and consumaehaviorchange has lead to mobile applications

generating revenue of $18 billion in 2012 (Takahashi, 2013), while toenmmerce

(not including sales of applications)asr a $65.6 ibion industry in 2011 (ABI

Research, 2012).

Smith (2009) identifies a category of mar |
which provides traditional and innovative ways to market inside mobile applications.

Taylor, Vodker and Penting2011) notethat although text messaging has represented

the majority of mobile advertising, mobil e
i Ad and Googl e’ s AdMo bextwmessagingpirr 201P.i Atthowgld t o s
Fiegerman (2012) expressed thadrketers were still hesitant to advertise on mobile,

the growth of mobile advertising has been faster than predicted inZ12due to

strong performance of Google and strong entrances by Facebook and.TAwsttar
result,eMarketer (201B) has increaskpredictions of US mobile advertising spending

for 20132017. Although it is predicted that SMS messaging will continue to grow from

2011 to 2015, the medium was predicted to lag behind the growth of banner and search
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engine advertising (Johnson, 2011Masketer (201B), for instance, no longer

considers SMS messagimgportant by leaving it out of their predictions.

Table 5 highlights five main Mobile App Business models. Free applications provide m
advertising opportunities while freemium, paid arales applications provide -m
commerce opportunities. Content extensions, on the other hand, show that apps can be
used in other ways to add value to existing services or products. In addition, Skyhook
Wireless (2009) argues that apps that are used frequemttl for a long time after
download are most suitable to advertising, while apps such as games (played intensely
for a short time and then discarded) or utilities (used less frequently during a long

period of time) may be better suited to paid or freenmbusiness models.

App Type Description Ideal Revenue Are there any subdivisions of Examples
Model this app type?

Free Apps available from| Advertising Advertising can be in the form| Flixster
app stores free of of direct sponsorship by one
charge brand or advertising provided

by ad enablers or ad networks

Freemium Free application Revenue from n/a RunKeeper Free /
with less upgrades RunKeeper Pro,GasBag|
functionality GasBag Pro
accompanied by a
paid app with
additional features

Paid Applications that Revenues from Differentiated by price, with Tweetie
charge per downloaq downloads higher value added apps at
through app store higher price points

Content Apps that enhance | Loss leader, revenud n/a Bank of America,

extensions existing service or | generated elsewherg Facebook
product

Sales Apps through which | Profits from sales or| Can also be affiliate sales Shazam, Amazon,
you can buy a affiliate commission | model ShopSavvy
product or service

Table5. Mobile App Business Models (Skyhook Wireless, 2009)
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2.3.3Mobile application marketing research

As a quite new phmenon, research on mobile apgarketingis still in its infancy.

Most of the articles found on the subject have been releasbe ipast 12 monthsoS

far researchhasmainly focused on the adoption of mobile applications and the benefits
companies get from developing thehaylor, Veelker and Penting2011) for example
researched mobile application adoption through a social network perspective. The
results of the study indicate that social networks play an important role in app adoption
and that a consumer is more likely to adopbiteoapps if their most influential contact

is using them. No specific woraf-mouth process was found for a single app, but rather

a consumer is likely to adopt an app when their close contact is using many similar
apps. Furthermore, it was found thatrthés an increased tendency to adopt apps for
social exchange purposes (e.g. games) when the strongest influencer is a social contact
(e.g. a friend instead of a family member). These findings indicate that it is important to
take in account the influena® social peers and that networking functions should be
included to promote specific apps. Furthermore, it is highlighted that understanding of
mobile app adoption and usage patterns are important for optimizing mobile marketing

campaigns.

Lica (2010), inturn, lookedat the bespracticedor mobile apps that have social sharing
functions through four case studies of successful apps. The findings demonstrate that
social networking functions should add value, should be easy to use and privacy should
be talen very seriously. Lic2010)also points out that apps should not be a version of

a website or desktop software, but rather complement already existing services by

providing a simple, yet profound experience that can be experienced anywhere.

HsiuYu, Liao and LingHui (2013) explored paperuse mobile application use
through the roles of consumption values and found that emotional and epistemic values
to be most prominent factors in mobile app adoption. The implication of this study is

that mobile pps should appeal to curiosity by being -eg¢ching and providing novel
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functions (epi stemic val ue) t hat enrich
(emotional value). Even though users might have higher adoption rate of experimental
apps that provideemotional and epistemic value, in the case of branded apps,
informational/usexcenteredapps were more effective at shifting purchase intentions
(Bellman et al.2011). The suggested rationale for this was that informational apps tend

t o f oc u s ttentlbreintannslly, whils ex@erimental apps shift focus to the device

making it more difficult to make personal connection with the brand.

Finally, Liu et al. (2011) found that itthe context oimobile-health applications users
gave high ratings to innative apps which used the unique features of mobile devices.
In addition, the use of visualization, better use of coragudre features and extension

of usefulness through external medical sensors were sugg8steithrly, KuanYu,
Yu-Lun and ChiaChun (2012) found that in the hotel industry apps that had
distinguishing features from similar apps were most effective. Around 50 to 65 percent
of bookings through mobile apps were found to be for the same day, meaning that
mobile apps have a distinct role the electronic booking of the hotel rooms.
Furthermore, appare identified as a good lotgym marketing tool that can potentially

bring in exponential revenue, but with a fixed development cost.
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2.4. Mobile App Context and Theoretical Framework

Figure 5 shows the different stakeholders of the mobile application context and their
interactions based on theoretical revieélhis contextwill now be explored further
through looking at processes involved and the intersection of mobile business theory

with entrepreneurial marketing theory.

Response to

advertisment
Brand Owners
Entrepreneurial

AdY $S Marketing

Ad§ s

App companies

Guerilla PR ‘

<

Figure5. Mobile Application context and interactions

2.4.1. Mobile commerce in the mobile application context

Figure 5 expresses the Mobile Commerce as a process between app companies and
consumers that is intermediated by the app store. This is based on Figure 4 in section
2.3.1., which highlighted that a developer publishes an app in the app store which is
thendownloaded by the user and payments (minus a fee) are distributed by the app store
back to the developeKarla and Broker (2011) exterttlis model by proposing that

media firms, content providers amdntent aggregators have a ratethe application
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credion process. These companies have been collectively named App companies in
Figure 5.

2.4.2. Mobile advertising in the mobile application context

Huang (2011) expressésat two users (brand owners and consumers) are connected by
intermediary supportiverovidersin mobile advertising. Similay| Figure 5 provides a
simple process for advertising: brand owners send their advertisements to advertising
(ad) networks, which are integrated to mobile apps and then published in the app store
for download by cosumers. After advertisements are shown, ad networks charge brand
owners and pay app developers.

Skyhook Wireless (2009) expands this process by adding two more intermediary
players: ad agencies and ad enablers. Brand owners may decide to use an asdagency t
plan and create campaigns which are then sent to ad networks. Ad enablers aggregate
advertisements from several ad networks and therefore allow the developer to benefit by
better availability of advertisements and possibly higher payment per shown

adverisement.

2.4.3. Need for entrepreneurial marketing in mobile application context

Morris, Schindehutte and Laforgé002) defined the best fit of entrepreneurial

mar keting as: —Envi si oned, emer gi ng, and
t ur b u ITable &)eThis description certainly fits the mobile application marle#it w

but there isalso an additional rationale aswhy mobile application developers may

want to use entrepreneurial marketing. While app stores simplify the process of
distribution and payments, they also limit the marketing possibilities inside the
marketplace by providing only a standardized appliogbage with limited information

such as descriptiomeviews and photod.herefore, mobile application delopers must

look for alternativeways to communicate with consumers. One way is to use Guerrilla

PR to craft messages that appeal to the media (HatteHoffmann, 2011) and another

way is to directly communicate with customers.
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2.4.4. Theoretical Framework

The theoretical framewor k of t hi-eentrct udy
version of the VIP model that includes Benefits, Intentiomde, and Use and impact
(B-1-U). This model has been combined with entrepreneurial marketing principles
highlighted by Stokes (2000) to form thé\iR (Intelligence,Acquisition, Retention)
framework presented in Figure 6.

Dimension Relating Marketing Concepts

«Conceptual Stage
+Innovation orientation through leveraging benefits of mobile platform
*Bottom-up targeting of customers

Customer +Feedback Gathering

*Informal networking and informal information gathering

Intelligence

«Strategy: Innovative Approaches such as Word-of-Mouth Marketing
*Tactics

*Personal networks for first customers

+Partnership Strategies

*Guerilla PR, viral, buzz and guerrilla marketing

Acquisition »Social sharing functions in apps

Customer

« Strategy:
*Customer Focus
*4C’s
*Permission and Privacy

Customer [
Retention +Interactive marketing methods e.g. social media marketing

Figure6. I-A-R conceptual framework of this study

Customer Intelligence

Customer intdigence in EM initially occursthrough innovation orientation which
assumes intuitive assessment of market needs and moving to test assumptions on the
basis of affordable loss by bottemp targeting of customers (Stokes, 2000). In the
mobile context, successful innovation means layiaga of the value propositions of
mobile such as the four value propositions provided by Clarke Il (2008) or using
mobile to break some of the previous space and time const(Bakssubramanian,
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Peterson andalvenpaa2002). Innovative use of thesaique characteristics of mobile
devices has been found to be necessary to achieve high app ratings in the mobile health
context (Lu et al., 2011), to create effective apps in the hotel indi&ian{Yu, Yu-

Lun and ChiaChun, 2012) and to affect app adapt in the case of pageruse
applications isiu-Yu, Liao and LingHui, 2013). Feedback of marketing also known as
market intelligence in EM is gathered informally through contacts involved in the
industry (Stokes, 2000) and through partnerships with omests, suppliers and
investors (Read et al., 2009).

Customer Acquisition

In new ventures personal networks play a significant role in getten@rdt customers

since such firms faca lack of trust (Kraus, Harms and Fir#Q09). Aside from these

early aistomers, EM focuses on creative approaches to customer acquisition that are
resource leveraging antsk managingMorris, Schindehutte and Laforg2002) note

that marketing efforts such as collaborative marketing programs with other companies,
joint dewelopment projects, staged product rollouts and strategic alliances are examples
of EM that can be risk managing and leverage resources. The most prominent EM
marketing methods are guerrilla, buzz and viral marketing which are all based on the
concept of wrd-of-mouth marketing that attempts to get consumers to share the
marketing message. Guerilla PR attempts a wdnhouth marketing effect to spread
messages in the med{Hutter and Hoffmann, 2011\ith the increasing amount of
social interactiorhappening online, social media has become a very important channel
for sharing information (Vieneran et ak013). In the mobile app contextaylor,
Voelker and Pentina (2011) highligttte importance of including social networking
functions and the inflence of social peers in influencing app adoption. Similarly, Lica
(2010) highlights the importance of social sharing functions, but also argues that they

must add value to the user while being easy to use and taking privacy into account.
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Customer Retetion

Establishing of personal relationships through the use of interactive marketing and
creative approaches to customer retention are seen as the way EM can be used to
maintain close relationgbé with customers (Stokes, 20Q@prris, Schindehutte and
Laforge,2002).Schindehutte, Morrisand Ptt2009) i denti fy 4C*'s whi
entrepreneurial reconceptualization of the marketing mix that attempts to address what
is important to the customer thereby creating a more meaningful relationship. d.aroch

et al. (2012) highlight that in addition to being a traditional marketing channel, social
media can be used to create communities that fostereation and make customers

feel as part of the community. Bellman et al. (2011) identified that brandedaépps
epistemic and emotional value have a higher adoption rate, but informational/user
cenered apps were more effective in shifting purchase intentions. The suggested
rationale is that experimental apps shift focus to the device making it more diféicult
make a personal connection with the brand, implying that connection with the brand is

an important factor beyond the initial customer acquisition.

Mobile advertising theory highlights that appgh advertising need to be careful not to
send unwanted messages to users. As Kaplan (2012) highlights:

—Il afcustomer installs your application, or checks in at one of your outlets for
that matter, this can be seen as a strong sign of trust and @sdiagdiingness to

enter a commeral friendship with your companyirms should avoid abusing

this trust; for example, by bombarding their users withtludfshelf advertising
messages or customer surveys. Otherwise, companies risk the friendship

breakingup before it has actually startéd.
Similarly, Huang (2011) highlights that mobile advertising needs to happen with user

permission and adds that interactivity is the key distinguishing factor as mobile

advertising moves away from SMS.
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3. METHODOLOGY

This chapter introduces the methods, approach, sample and issues of this study.
3.1. Context

The research context of this stutlyNorth American companies that offer services
and/or platforms related to mobile app marketing mainly to small and mesiagd
enterprisesThese companies contain experts that can provide substantial insight into
mobile application marketing having worked with several clients. This specific research
context was chosen due to sampling considerations explored in more met@dtion

3.3.

The context of the mobile business turn, has been previously researched in detail.
However, most of the studies relate tecommerce and radvertising using older
technologies, and the specific research on mobile apps is still ifiateyn This means

that several predictions can be made based on older theories that may or may not be
valid in the current context. Therefore, the main aim of this research is to first to build
theory (inductive approach) and second to test the appligabili existing theory
(deductive approach). This constant use of both inductive and deductive approaches is
abductive approacliDubois andGadde, 2002) Furthermore, a qualitative research
method is appropriate since it aims at a greater understanding phénomenon and is

exploratory, rather than attempting to measure and test hypothesis (Glenn, 2010).

Figure 7 shows how different mixes of the inductive and deductive approach, and
methodology relate to paradigms.
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Methodology Paradigm

Grounded theory CONSTRUCTIVISM

Indepth interviewing and focus groups REALISM
{with an interviewer protocol)

Instrumental case research REALISM
Theory-building research:
emphasis on meaning
Survey and structural

equation modelling REALISM

Survey and other
multivaraite techniques
POSITIVISM

.
-

Theory-testing research: emphasis on measurement

Figure7. A representative Range of Methodologies and their Related Paradigms (Healy and Perry, 2000)

The selected paradigm for this study is (critical) realism, since the view relates well
with the goals of the study and the gtatlve research method (Figurd. Easton
(2002) highlights that realism has become the prevalent philosophy of science in
marketing and suggests that a particular versioritical realism has become a popular
approach to marketing studies due to its vadiiculated nature. Criticatalism focuses

on contingentelationships between phenomena and structure, while maintaining that a
reality exists that in minethdependent (Mir and WatspA001). For the critical realist

the aim is to answer questions such-8ghy did this exchange ka place between this
buyerandthissellan t hi s occa2mwmlegll ( East on,

3.2. Methods Adopted

Netnographywas chosen as the research method in order to efficiently obtain a
significant breadth of information while maintaining deep insight with careful sampling
decisions. Xunand Reynolds (20)0establish that the application of ethnography to

computermediatel environments called netnography, has become a more popular
choice amongst marketing researchers wanting to gain insight into the online

experiences of consumer s. As compared t
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less time consuming, less expensivaturalistic, and can be unobtrusive (Kozinets,
2002). On the other hand, due to its timeliness and low cost netnography can easily lead
to poor research. There are generally two main ways that netnography can be used:
either to study cybercultures anttwal communities or as an exploratory tool to study

general topics (Kozinets, 1998).

Similarly to _offline’ et hnographic studie
observation, noiparticipant observation or interview and is an epistemologicakiss

grounded in the philosophical assptions (Xun and Reynolds, 2010Another

consideration is choosing the forum, as there is a large variety of forums that people use

to interact online. Blogs were chosen as part of thispasticipant study of mobilapp

professionals because blogs have a high relative amount of information per post,
potentially containing deep insight (Barger and Labrecque, 2013). Puri (2007) identifies

blogs as excellent for spotting trends, which can be tracked over time. Alss, blog

usually contain a profile of the blogger making it easier to study a certain sample.

Lastly, Puri (2007) highlights that blogs tend to encourage an unusual amount of

honesty, and since the information is published, privacy is less of an issue.

Although both ethnography and netnography are inherently -epeled practices,
Kozinets (2002 provides five procedures from participant observation effaphy: (1)
Making cultural entée into the community (2) gathering and analyzing of data (3)
ensuring trustworthy interpretation (4) conducting ethical research (5) providing
opportunities for culture member feedback. First, making a cudurée entails having
specific research questi® and identifying the appropriate online forums. Then, the
researcher needs to find out as much as possible about the participants that they are
attempting to understand. Two types of data are collected: the actual communications
and ther e s e a rinsatipeon bf ®bservations, members, interactions and meanings.
These are then analyzed by a combination of classification and coding, and
interpretation by the netnographer. Trustworthy interpretation means understanding the

limitations of netnography and nanaking generalizations to other communities than

34



the one studied unless there is evidence to do so. Research ethics mainly look at privacy
and anonymity issues which are not present in the study of blogs. Lastly, presenting
findings to the people who abeing studied can give further insight to the findings and

alleviate some of the ethical issues of research.

3.3. Sample and Research Techniques

Purposeful sampling was used to select the blogs to be studied. Palinkas et al. (2013)
note that purposefid a mp linvatvgs identifying andelecting indivduals or groups
of individuals that are especially knowledgeable about or experienced with a
phenomenon of interdist (p. 2) . Similarl vy, Kozinets (200
ultimately judge whichcommunities are to be included in netnography among criteria
that fits the research, but highlights that in general communities are preferred to have:

—1) a more focused and research questioglevant segment, topic, or group;

(20 hi gher postingsadj largecnumber$ of discrete message posters;

(4) more detailed or descriptively rich data; ark) (hore betweemember

i nteractions of the type required by the
Of these points, number three and five relate to @paint observation studies and
therefore are not applicable to this study.

Using these criteria, several Google searches were made with a combination of such
keywords as: mobile, application, marketing, blog. This initially resulted in over 100
blogs thatmentioned mobile application marketing. Of these, 27 were initially selected
based on the criteria of being active for over one year, having the last post within 60
days, and more than five posts clearly relating to mobile app marketing. The aim was to
identify blogs that had enough content on the subject under study and were still active.
Next, nine blogs were chosen with the criteria of having over ten posts on mobile app
marketing, displaying dates for blog posts and having a profile of the company or
writers. This stricter criteria ensured that in addition to having higher traffic of postings,

the posts could be viewed in the context of time and their writers. Finally, four blogs
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were chosen on the basis of maximum variation. This type of purposefplirsgm
design highlights the differences between the cases (Palinkas et al., 2013) and therefore

allows for a wider perspective into mobile app marketifige selected blogs and key

information about them have been presented in Table 6.

Company| App-promo Startapp Appclover Apptentive
name
Company| App marketing | Mobile App marketing | In-app feedback
focus services advertising courses and tool
platform services
Blog App marketing | App App marketing | App marketing
focus and app store development | and monetizatior| and customer
optimization and relationships
monetization
Amount | 115 300+ 125 142
of posts
Amount | N/A, not Mainly three | Over 40 Mainly two with
of identified on blog contributors several guest
bloggers bloggers
First post | April 2012 July 2011 May 2012 April 2011
Other Yearly developer| - Several Several
materials | survey results interviews with | roundtable
on the entrepreneurs | discussion
blog videos

Table6. Key information about selected blogs

3.4. Data Analysis

The blogs werénitially scanned in order to exclude material that was clearly not related

to marketing such as mobile app development posts, promotional news about companies
or their products, event recaps and news about the marketplace which did not have a
marketing inplication. Next, theselectedblog posts were read and coded according to

the theoretical-A-R model along with the inscription of observations and meanings in
accordance witlK 0 z i n2802)sséconfbrocedure. Also notes were made on the basis

of audio aad video materiabn the blogsAt this stage a large amount bfog posts
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were excluded from the research on the basbwuiouslynot providing insight to the

markeing of mobile B2C applications

Because of the large amount of degmaining the noés and blog posts wecempared

in order to determine sutategories under thé&A-R frameworkand the findings

portion of this study was writteifhis process furtherarrowed down the main body of

research which consists of 111 blog articles and 28 woteaidiovisual materiaDnce

the findings had been determinéigy were presented in summarized format to the blog
ownersviaemai | i n accordance to Kozinets® (2002
for culture member feedback and as a method aigukation.The findings were then

summarized into the refined framework.

3.5. Methodological Issues

The main issue in studying blogs is that the intentions of the writers are not always
known. Puri(2007) described blogs and bloggers as unusually honest, but bloggers on
company blogs might have quite different goals such as marketing their company,

products or services (Schlinke and Crain, 2013).

Furthermore, Puri (2007) identifies two issues ¢desng representativeness: is online
representative of offline and having a reprgative sample online. Firshe issue of is

online representative of offline seems to have arguments for and against, but as
Kozinets (2002) points out we should only reajeneralizations to other communities

than studied when there is theoretical evidence to do so, meaning that our findings can
be specific to company blogs that focus on writing about mobile app marketing.
Second, the findings certainly might not be repreative of the blogs online, since our
sample was not chosen on the basis of representativeness, but rather on other criteria
such as the focus of the blog on the particular topic of mobile app marketing. We can
therefore say that our findings are onikely to be representative of blogs with over

100 posts with a focus on mobile app marketing.

37



4. FINDINGS

This chapter presents the empirical findings of the study. The results are organized into

three groups according to thétR framework.

4.1. Cusbmer Intelligence
4.1.1. Conceptual stage

All of the researched blogs contain posts on how to start developing an idea towards a
mobile app, but have different perspectives on how this should be done and whether to
pursue novel ideas or improve on exigtepps. The Apptentive blog promotes the use

of lean development and minimum viable product approach, where an app is developed

on the basis of a hypothesis to a state wh
capabilities, but is not coded to compi e oper ati onl (Tope Abayo
blog). Then this app is further developed based on the feedback from users that like the

app.

—When you | aunck awee&pp,y otuh e ef ijrustt 4 r yi
this concept in your head resonateishwpeople and that, the most important

thing we believe i s t-htehap€e osplyeo uirt ‘esa srye sy

You‘ve got to talk to them and wunderstar

on that. And that'®s t hiencesandnmagheitsdmaoy t o t
20 people who like you, and turn it into a larger sustainable audience, because

you are really focused on why your app
blog video)

Elaine Heney on the Appclover blog also advocates valglagssumptions as soon as
possible by getting a small section of the app built, but also adds that the experience of
publishing an app will allow you to make more educated choices in the future. Because

of this, she recommends publishing ten small apps/anmonths before working on a
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bigger app idea. This is in line with Agpr omo‘ s 2013 devel oper sur
that there is a correlation between developer experience and success.

In contrast, the Startapp blog highlights the need to understandstrethrough
conducting mar ket research and understandi |
development. Similarly, a post in the Appomo blog asks the developer to think about

mar ket positioning, brandi ng atoexpldinhhe app‘ s
exact benefit that your app has to the user in a few words, which is the unique selling
proposition. Also the 5Ws (Who, Why, When, Where, What) are proposed as a way for

the developer to understand the demographic and to help them thenkhékuser

throughout the app project. In addition, it is proposed that the growth potential of a
possible appideshoul d be r e s-emrsaecbessdou needto makd sara iy

fits right inside the cat egoHarel,Appdlovdras g o o0 (
blog). It was noted during research that when the concept of market research was
mentionedon these blogs, itisually referredto demand estimatiorfor example by

using tools such as Google Keyword tool to gauge overall popularityceitain topic

or identifying opportunities by looking at top app charts consistently.

Todd Bernhard on the Appclover blog highlights that many developers cave in to the
—t emptation to | ook at the bestsellring app
efforts to make money. Instead he recommends developers to make apps based on
—wh a't t hey knowl by addressing deficienc
expectations. Similarly, Carter Thomas on the Appclover blog recommends taking an
existing model ananaking it better, a process he calls Sickification, by adding unique
functionality, having unique design, an awesome story and/or better marketing than the
competition. This is can also be seen as a way to reduce risk when publishing mobile
apps:

—OGming up with original concepts is not complicated but the downside of

originality is that there is no market data ready. You never know how your

original concept will be accepted by the wide puldfor every idea that gets
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to production there are-@ protdypes declined and for every prototype there are

over a dozen ideas declined. Some ideas go on hold because there is a sense that

the time for them is yet to come, others go to oblivion. We try to keep this

balance in our games between elements that woslatidand that are familiar

and need no expl an dgoriKarev Inderview, Appaoseh Vv i si o
blog)

These three approaches of minimum viable product, market research and partial
innovation present three different perspectives on how app entrepreneurs cantattempt
lower the risks associated with developing an app by providing a process for idea

selection and market testing.

4.1.2. App monetization

Monetization can be added after an app is released, but several of the experts argue that
it is best to consider monetization even before building the app. This allows the
developer to consider if the ideavigble to meet expected monetary goals and to start

exploring different monetization strategies.

—Start with understanding your revenue expectatiéms.you trying to recoup

the cost of developing the app@r are you looking to turn a profit? Do ysee

this app as your primary business? Or will this app drive sales for a business

already establisheddnce your expectations are <cl ea

how your app will meet these needs and what monetary goals will you set to
gauge igl' s(-pspopxbbog)s

-Bo your research! Explore different monetization strategies and different app
monetization platforms. Find a strategy that will work best with your particular
app. For exampl e, you may find darhat t he

specific app. You may even find that ppgrdownload is the best model for

40



you, or that an app monetization platform like ours is the best fit forlygau
take thetimetoplaout your moneti zation strategy

have to scnmble once your appislaunchéd! ( Cassi dy Smith, Star

Although monetization is apgpecific depending on factors such as user experience
with monetization method and user demographics, an overwhelming trend toward apps
becoming free was found @ss the blogs. This means that an app must be very unique
in order for the paid monetization model to be effective or needs to have gewiibret

to be able to make money by utilizing advertising or selling further functionadity.
additionfree apps ted to receive many times more downloads versus paid apps.

—Fhe amount of time that you can actuall
on what your app is doing, the better it is to be able to create revenue with that,
because you‘ we ogotf orhdiomgatt edf cour se.

able to think about when you're <creati
what ever y-eyourutdity abp—+ is @ be able to create something

t hat actually <captur es rpgetodstof time wisichn* s a't
allows you to be able to gain access to creating more revenue streams from that

user as well. (Len Wright in Carter Thomas i nt

It is therefore useful to consider maization in the conceptual stageorder to explore
different monetization options, their effect aetention and downloads, and to
determine what kind of retention and download numbers are needed to meet monetary

goals.

4.1.3 Feedback gathering

It was noted during the research that majyooit the blog posts and interviews did not
cover marketing feedback. This is probably due to marketing being viewed as a one way

process because many of the posts concentrate on marketing tactics or tips, rather than
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marketing as a culture or strategy. Tinaterial that covers feedback highlights three
ways of understanding feedback: analytics, heuristical market scanning and customer
feedback.

Analytics is covered specifically by one post on Appcloaed Apppromo blogs,

which highlight that it is important to decide on metrics that are give a deeper
understanding of how the app is succeeding as a business rather than concentrating on
vanity metrics like downloads. The posts explore three main waysimg analytics: to
understand the app store, the user dmel effectiveness of marketind\pp store

analytics allows the developer to realize key trends in the market place, to monitor their

own app and to look at the performance of competing apps. Blerinenting irapp

user analytics services, the developer can get detailed information on how the app is
navigated by the user that can be used to
engagement, retention and mo nkog)iMakdtingonll ( RO
Analytics looks at how well the marketing a@mts into usersvhich can be tracked

inside the app to see how effective thaarafel or campaign is in introduciragtive

users:

—Take a | ook at t he ansatkétingi loyou see spikessn your
in activity that correlate to your campaign elements? How do these compare to
the increase you may be seeing in downloads? Are new users staying and using

your app or downl oapdomabjpgiand | eaving?ll (A

While app storeanalytics is used to understand trends in the app store through
numerical data, Carter Thomas in an interview on the Appclover blog highlights his
own heuristical way of looking at the app markets in order to highlight trends and to get

feedback on what sts of apps are doing well in the marketplace:

—+look at the charts every morning. | look at my sales data and all that stuff, but
then I sit down and | look at the top 100 in every category. | spend about half an
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hour doing that . ew, whbjosbdotimathme, whatteey tich o * s n
That helps me see where the market is g
the first thing. You start to see trends very, very quickly when you look at who

is in the top 100; you start to be able to predict pinatty wellll

Similarly, several of the blog posts expl «

change in the apgconomy is likely to affeaievelopes.

Getting feedback directly from the users is naturally covered mostly by the Apptentive
blog asthe company offers an-app feedback system that attempts to improve on the
limited ability of users to give feedback via the app store. Rather than being a
replacement for analytics and data gathering, feedback is seen as a way to understand a
us er blem op suggestion while the data helps with discerning which feedback is

most important.

—I f app developers are focused on |iste
large amount of feedback. Being able to observe allows app developers to
prioritize wh a t feedback 1is i mportant and shot

Apptentive blog)

Developers carmalso get valuable feedback before the app is launched by asking
potential users try early versions of the app or throaighore formalized process of

beta tesng.

The three different methods of feedback provide three distinct perspectives into
understanding the user. Analytics provide data on how users are reacting to the app,
marketing campaigns and to the app market. Heuristical scaronnipe other hand
attemptgo build an instinctivainderstanchg of trends in the market in order to be able

to preadict future outcomed.astly, User Feedback allows the users to express how they
feel aboutanapp beyond their actions.
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4.2. Customer Acquisition
4.2.1.App Store Optimization

The experts across all four blogs agree to the high importance of search and browsing in

the app store as a method for consumers to discover mobile apps. Although all four

blogs discuss App Store Optimization (ASO) as a way to tasiegrches, there seem to

be differing notions to the definition and extent of ASO. App omo‘ s bl og desc
ASO's goal as: —t o enhance the major pr oc
discovery, increase chances of standing out in a list view and battbility of the

page to convert to downl oad or purchasel.
looking at search discovery and the subsequent conversion strategies such as making

better app icons separately.

In terms of search discovery, the blogs mainly cover optimizing and tracking of
keywords which are important since a developer only gets to enter a limited number that

are embedded in their app page. Optimizing keywords relies on tools such as Google
Keyword Tool and Appcodes to find what keywords consumers are using in their
searches and what keywords your competitors
in an interview that keywords are a balance between popular, highly searched keywords
such alb egawfereell and | ess searched |l ong ta
less competition which makes it more likely for the app to be found. The importance of
incorporating keywords into the title of the app is highlighted by-pppo mo * s bl og a!
EzraSiegel on the Apptentive blog who found a 10% increase in average ranking for

apps that incorporated keywords into the app namxer@l of the expertsave aormal

approach to keyword research, but it can also be argued keyword optimization is not an

exact science:

—Since many of the keyword research t ot

accurate, you should always err on the side of common sense before trusting
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them implicitly. The keywords you select should be as much a product of your
own intuitionand experimentation as the results of #awen keyword research

and competitor analysis.|I (Ravi Kamr an,

Once the right keywords are found they can be tracked over time to see which ones are

most effective. The next step is to consitdee app page which Cart Thomas on

Appclover describeas t he fir st i mpression. A video
Engagement Processl posted on the Apptent
having an app page that quickly communicates the valueyaalty of the app since

users spend around 10 seconds looking at the app page when deciding if they are going

to download the app. Thean, screenshots and reviews aeen as the most important

aspects of the app page. The app icon is not only impdrtaerms of branding, but

also in terms of user acquisition and retention:

—How compelling and clear your app icon
acquisition of new users but will also factor into the decision making process for

whichapptopen from the devi-Brenmoblagme scr een. |

Screes hots allow the app developer to —show
going to convince t ipemobleg.dan Seffernthin avvideco ad Il  ( A
on Apptentive arguethat consumer®ok at the screenshots to distinguish the quality of
apps-because you can pretty quickly discern this is a crappyversus this is lagit

app, from the screenshotsl (Apptentive bl og

The importance of reviews was found to be threefold for custaowrisition: First, the
rating associated with the review has some impact on rankings in botjieaPlay and
Apple App StoreA post onthe Apptentive blog highlights that thereasidence of
ratings affecting rankings in the Apple App Store from JW{2 onwards, while the
Appdover blog highlightsGoogle Plg Store taking this intaccount in December
2012. Second, the ratings and reviews seem to have a big impact on downloads:
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—Fhe ratings and review stuff just cannot loederestnated in its importance.
Thereare a lot of psychologicatudies about how important ratings and reviews

are to us as consumety digital goods, because a digital good is by definition

ephemeralyouc an‘t actwually hold n‘tt, fgsal ciatn.

result, we really relyupon one another in our experiences wtikse digital

t

goods to make purchasing decisitins.( Robi Ganguly, Apptenti

Third, rating and reviews are an area/qsp Store Optimizationthat the app deveper
does not have direct control over, but can affiddly either paying for reviews (as

suggested by Carter Thomas on the Appclover blog) or by proactively asking your users

to review your app. Furthermore, the Appteatand Startapp blogs discuizat a

developer should prompt for reviews at the right time and from the right people by

asking for reviews from users that uae app more frequently and/or have used it
several times. Many developgreomptfor a review when the usérst opens the app

thisis seen as mistake since the user has yet to experience the app. The importance of

reviews is summed up by the following quotation:

—Ratings & reviews affect your ranking and can inflleertbe decision to
download yourapp.Building an app that peopleve is HARD work, and your

efforts should beacknowledged. You have an audience that may use your app

everyday, loves it, but stillnever ak es t he ti me to give yol
job to go out thex and proactively reach out alghd your customent® action.
Sometimes all it takes to increagour ratings and reviews issanple question
asked in the right way and at the right titne. ( Ezr a Si egel , Appt en:
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4.2.2 Social Media and video marketing

Using social media and video were mentioned often in posts relating to the marketing of
apps. John Souza on the Appclover blog points out that using social media effectively
can increase the traffic to your app by80%. This requires exposure by expagdin
networks online, being consistent and providing frequent relevant content. Social media
is seen as a way to establish communities of people that are interested in the mobile app,

creating _buzz around the mobinsemes.pp and c
Igor Karev revealdn an interview on the Appclover blog that his game company

(Tatem Game@suses social media to find new audiences by monitaaimd discussing

topics such as geontology, hunting and iPhone games whiale relatal to their

dinosaur hunting game app. Erick Ho on the Appclover blog adds that the monitoring of

viral trends is important since making a variation of an existing viral trend, such as

Harlem Shake at the time, can be a good way to atteactusers and attdon tosocial

media efforts. In contrast, Carter Thomas on the Appclover blog argues that the best

way to use social media is by leveraging established social media outlets since a large

investment of time is needed to build a new social media following:

—Social media is best used when you partner with a powerkouseperative

marketing will help you more than trying to move the world yourself. Reach out

to people and companies much the same way you do with bloggers and ask for

similar trades- free ap downloads for a post on Facebook to their 20,000 fans,

etc. You' Il be amazed at how-iotp'en goad al
content, It's taken care of, and it fill
eachday (Carter ThBlogas, Appclover

Soci al media networks can be used for examj

pages by offering fans or followers promo codes or special discounts that they use when
your app is finally 1l aunchedlIl (Cathesi dy Sm
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Appclover blog suggests that anticipation can be built by giving followers small bits of

i nformation about devel opment of the app,
i nsi del -proriohbleg paiptspout that contests and pricing promotions aved g

way to get new users since they attracttaloof t r af f i c-setsdive@andt o t h e
often wurgent n at Tatem IGamed ig amtervigva wite kppcfoveno m
revealsthat ther main social media effort ieaving contests, trivia or discusss on

t hei r F actekeepp&oplpentgrmained-and keepaclasatroect i on t o t he

Social media is also a very effective place to learn about the consumers interested in the
mobile app. Meloine Deodaro on the Appclover blog highlights thaiakonedia

anal ytics can be revealing of your demogr a
your following is predominantly male or fer
Similarly, you can ask your following questmnfeedback or ideas to betteem and

build relationshis.

In addition to being good content for social medigeo can help the potential user
understand and experience the aqickly without downloadingThis leads to more
qualified downloads since botpotential users and journalists are able to quickly
determine if the app is something they want to explore further. A video should therefore
be short, informative and entertaining. In addition, a quality video helps with branding
(i.,e. people remembering the apphdacreating credibility. Several blog posts
recommend the app video to be submitted to app contests and awards since an engaging
video is a powerful way to show the unigueness and need for the app. Winning an
award further increases credibility and cand@wcased in the marketing material.
Videos also provide a good way for the app to be found since they are indexed in
internet search engines and video site search makes apdapgoportion ofinternet
searches. Furthermore, the video can be shared onassbc medi a and t he ap

which can result in the video and app _goin
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—Show reallife cases that give customers a relatable reason for using your app
and, chances ar e, you"“ I I see an increas
yourappd® go vir al but don*t worry if it doe
purpose of educating your customers and making them feel more comfortable

downl oadsi meelilt ,woirtt‘'h i t. I (Sean Casto, A

The goal of both social media and viden i t her ef ore to increase

interest, build credibility and ultimately to get the personde the app.

4.2.3. Website and email marketing

In addition to social media and video, websites and blogs are mentioned by a few
experts as usef in communicating the benefits of an app and getting potential users
excited before launch. A couple experts on the Appclover blog also sinphthe
importance ofusing email signup pages to captueemail addresses to be able to
communicate with progetive users:

—Even with the simplest landing page, and no app developed, you can put your

app website to use. Write your catchy app pitch, put some visuals (even if
they're not perfect yet) and a clear <ca
newslé t er . You"' I I be able to keep them inf
beta test your app and have them download it on launchday. Sy | vai n Gauc
Appclover blog)

Furthermore, Sylvain Gauchatgues that the website also serves another important role

in building credibility and communicating what the app is about. This is especially

useful when contacting the media.
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4.2.4. Public Relations

All of the blogs contain at least one post dealspecifically with public relations.

These can be categorized into posts that deal mostly with press releases and posts that
deal with building media relationships. The idea behind press releases is to get media to
pick up the story of your app by includj the necessary elements for journalists to get
interested and to write about your app:

—You wi |l want to make sure that you ha
release for bloggers and the media to use to create a story. This should also
include a gote from yourself, a brand owner orL@vel executive that can

easily be liftedtoinclude n any s-pramolldg) ( App

Building media relationships beyormlitting out press releases is seen as important
b e c a Geattiag reviewed or written up by threght blogger will not only give you
industry cred, but will dramatically increase the number of downloads for your
appl i cat-pramo blog) Effeqgbivelyestablishingrelationships entails putting
time into finding the right bloggers gournalists wé in advance beforéhe app launch
andpersonally connecting with them.

+t takes even more work to research the
order to understand their particular interests, where they focus their time and if
re tagp.prB®yptriiat* s the kind of work tha

results in personal connections and relationships that enable you to be heard and

you

can assist you in attracting alllies ins
(Apptentive blog, Robi Gaguly)

Media writers are seen as busy people; therefore several of the experts suggest that

when approaching for a write up about a mobile app, it is best to make it quick for the

person to understand the app by including a demo or video and a desafipticat the
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value of the app is to the person using it. In &ddj it is seen as good pra&ito make

the message to the media person feel as special and personal as possible by including
things such as promotional codes to download the app befoaseglgersonalized app

pitch or custom press kits. Also the story of a small devel@mer the appis

emphasized as being interesting to the media.

—Y%u also want to potentially put some custom stuff together; unique things

unique banners, unique reenshots. If you have got to be approaching

traditional media outlets, have a full media kit? Talk about the story, talk about

how you came up with the concept, how it got out there. Give them as much

meat as possible, and make it as easy as possibieeiorto go and promote

your app and talk about it in a positive Wway ( Br ad Davi dson I n

Appclover blog)

4.2.5. Networking and word of mouth

Although most of the blog posts on marketing of apps concentrate on extending

networks via social media ather ways of generating interest of people outside of the

app developer*‘s soci al circl es, there are
devel oper‘s existing network and offline ne
on apppromo blog suggesthtat —t he best pl ace to start (
your networksl to —use your network to pust

share the announcemé¢ wi t h t h e i RobioGamgulynpeiritsnoat rthiatsydu.

can start using your networkkeady in the early stages of development:

-At the beginning of your app‘s developm
friends about the app. Involve them in the testing and let them play with the app,
on their own. If you can involve theminthepress ear |l y on, t hey"

more likely to help promote your launch and assist in the discovery of early
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adopters, because they"® || under st and wh

(Apptentive blog)

Marketing at conferences and events is also suggastdew posts such asbhinav
Gupta®s on the Appcl ov gersobwor gf mauthenarketinge ar gu

is the best form of marketing, but tends not to be utilized by app developers.

In an interviewon the Appclover blog Luis Zthevsky highightsthat virality needs to

be bult into the app in order to leveragesmall marketing budget. This means using

el ements such as integration of soci al me d |
by for example having multiplayer in games. Thisideaisi mi | ar t o Dani el
on the Startapp blog which states that social sharing works best when there is an
incentive for users to interact socially with the app. Further he states that social
functions should be subtle to not affect the app expegiemd easy to use to avoid

accidental compromises of privacy. Johnathan Kay on the Appclover blog points out

that early adopters are the key to elssading wordof-mouth and therefore developers
should try to reward ear |rg cam beernothing butr e war d
productive, as these are the people that will determine whether or not they start
spreading the wordl. I n additi on, Robi Gan .
customer retention is important in getting users to share the dpfust omer s who
your app regularly are also much more likely to talk about you app and recommend it to

ot her sl .

4.2.6. Advertising and crosspromotion

Apppromo‘s 2012 and 2013 developer surveys s
developer suass and the amount of time and money spent in marketing of the app.
Furthermore, 2013 developer survey also finds that advertisifgs(addeutilized as a

method to increase discovery of apps with less than half of the dergelagiag any

type of ads Similarly, to the developers the experts acrdss blogs did notsee
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advertisingas a worthwhile marketing strategy with only a handful of articles on the

topic.

Robi Ganguly on the Apptentive blog asgu that everal lucrative shortterm
advertisingopportunities exist such ascentivized installs andivesthreemain reasons

why they shouldhot be usedFirst, @mpanies that depend on pagrinstall campaigns

are at risk since Apple has at times seen it as &l@aheir terms of service. Second

the price of installs can rise to a level where such markétimp longer profitable.
Third, pay-perinstall methods have been an easier way to get app downloads than
organic channels (such as social media),they donot give insight in to who is yar

customer and what marketing channels work for the app.

—-Our suggestion to app developers is that while ad spending can be a component

of your growth strategy, iIt*s never bee
customer base and opportunity. If Apmeads up putting an end to ppgr

install programs, the companies that were solely relying upon it for growth will

be hurt, but the companies that have a strong sense of who they are will be in a

better position to succedd. ( Robi Ganguly, Apptentive b

In a similar way, the only post across the blogs that specifically looks at using
advertising highlights that it is important to know your audience, select the best
opportunities based on your audience and to test advertising. Targeting of advertising is

seen as a process where the developer learns about the user through the ad feedback:

-At launch, the choices you make for your demographic will most likely be

based on stereotypes, commonsense and experience. But as your app matures in

the marketplace anhthrough the varioumarketing and ad campaigns yoin

you should be looking to the data availabl® you to refimne your

promo blog)
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Using a developer ‘s existing apiomationtoo pr omo
house advertising is mentioned briefly on the Appclover, Apptentive and Startapp blogs,
but is highlighted as a vital strategy by several of the interviews with successful

developers. It was noted that this strategy has emerged as more apps are becoming free.

—Most Apprenews have a portfolio of apps if for no other reason than to cross
promot e. l't*'s pretty well known these d.
in the iTune Store you need to have a portfolio of apps. Then you can push
advertising across all your apps for cl
effect, which helps Appreneurs remain profitable after the initial spike release of

new apps. Each spike releaseds the portfolio and keeps stale apps oril top.

(Jeff Williams, Appclover blog)

The Appclover blog also highlights a few instances for demage traditional cross
promotion via a partnership with other companies or individuals that have a similar

targetaudience.

-What | like to do is set up a partnership with someone who is relevant to your

app via YouTube. Now how this works is essentially you show some of their
videos in your app and they promote yo
combination wien executed correctly. Now not all apps can use this tactic but

you would be surprised how many can. The first time | did this an app went

from unranked to number 187 in the entire app store. 1200+ apps sold in just one

dayl ( Tayl or Pi e floeeeblog)nt er vi ew, Appc

4.2.7. Alternative markets and app stores

Most of the blog posts concentrate on marketing appsnigligh in the two most
popularappstores:Google Play and Apple App Stordowever Cassidy Smith on the
Startappblog highlights that as the North American and Western European markets
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have matured, the competition has increased to a level where smaller companies have
troublegetting their app to stand out from others. Therefore emerging app markets such
as China, Bazil, India, Turkey and Russia provide great opportubiyhaving less
competition. Howeverthese markets mostly use their own app stores and require
translation, changes to make the app less dependent on high speed connectivity and
changes tononetizatiormethodsNot all app developers are willing to take such drastic
steps and Jason Corcoran on the Appclover blog highlights that tsikipdg steps

such as using symbols instead of text arahslating an apgan lead to increased

exposuren the two most popular app stores.

In addition to emerging markets, several blog posts highlighted alterdattreid app
storesto Google Play that can be used increase downloads ofveipdittie or no
changes to the app. These smaller markets gexeldpers a better chance be
discovered and often havdifferent features anddemographics that can benefit

developers.

—The alternative app stores usually havi
can take advantage of such as advertising andfpaidres. They also provide

analytics and reports that can provide further insight into your users to feed back

into marketingThe more places your app exists, the better chance your audience

can find and download your app-( Agprgmo blog)

The above qote highlights hat while the alternative markets play a role in increasing
exposure of the app, they can also provide feedback. Cassidy Smith on the Startapp blog
extends this notion by arguing that smaller app stores are great way for developers to
initially start gaining recognition and getting feedback on their apps means that in
addition to gaining more downloads and accessing a different demographic, alternative

app stores can act as a test market.
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4 3. Customer Retention
4.3.1. AppExperience

App experience is seen across the blogs as the key factor behind retention, but only a

few posts go into specifics of how a good app experience is created. Matthew on the
Startapp blog highlights that apps such as Angry Birds have become mpdpealdo
initially having a simple interaction model
mod el at j ust the right ti mel. Thi s me ans
complexity of the app is revealed over time. Johnathan Kay on the Appclogeadds

that developers should utilize unlockable features and achievements to give users
incentive to spend time on the app and communicate to the user that more features are
coming soon creating anticipation. Even with a great in app experiencejoiretesnt

be hindered if the app does matiegrate with the existing workflow of the user:

—+ can t hink of a cal endar app. | f a
wi t h my Googl e Cal endar, t hen it ‘s no-
workflow, at the end it & to have some of the great experience to go

along with itll (lan Seffereman, Apptentive blog video)

A majority of the discussion aund app experience concentratashow advertising has

a negative impact on app experience. Matthew on the Startapp iglagglits that
developers should try to balance between making money via advertising and keeping
users happy. Afran Chaudhry on the Appclover btogthe other handrgues that user
experience should always come first and only then should develop&rshignetize in

a way that has minimal as dropoff rate. He uses the example of an app that provides
exercises when the user is at the gym where having advertising could be irritating to the
point of app abandonment because the monetization interferés thdt workout.
However, not all advertising has a negative impact on the app experience. Lars Albright

in an interviewon the Appclover blog emphasizeémat advertising should be engaging

56



and fun instead of the usual irritating experience. With his aduggticompany,

Session M, he has noticed that the combination of value, relevance, experience and
making the advertising optional are the keys that have lead to users even coming back to

the app more frequently: —consuwssdMT B t hat
program are spending, coming back two times as efthring 2x the sessions than non
usersil. Similarly, Terry Kavanagh from My I
blog highlights that when coupon advertising is done in a relevant way ainamh of

accomplishment, it can also have marketing impact beyond better user engagement:

Wi th a game publisher, It helps to be g
|l *m playing a game, and | am proud that
I get a coupon to clean my nonexistent
clear that that i1 o t much of a reward to me. That
game either. If it is something that+ in some manner or anothepreselected,

then it's a reward and | ‘“m proud of it.
Il *“m going to thigaytsh e -bTuneteotn imbii#dsat Faceb
Terry Cavanagh won 10% off at the Gap playing Whékap/e a s el nofl | * m

only going to brag about mgccomplishment, but | have marketed the game and

the advertiser at the same tithel gfry Kavanaghnterview, Appclover blog)

Both of theseexamples on effective advertisiragso reflect on app experience. As a
video called 10/30 Mobile Engagement the Apptenitve blog demonstrates app
needs to be fun/entertaining, intuitive, engaging, addictiakie addingcrosscultural

and viral in order to be successful.

4.3.2. Updates

Updates are seen as a way to show users that the more value is being added to the app
and gives the app developer a way to get users to come back to the app. The develope

can also show that they care about the user and have listened to their feedback.
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—Updates are awesome -dctivatingidailycgalesaandng r e\
strengthening your overall app strategy, for great app marketiogr users

took thetimetodwnl oad your app and want to feel
so make it worth something. There is nothing more powerful than making a
customer feel like you really care about them and updates are the ultimate way

to do that. Il (Cardger Thomas, Appclover b

Ezra Siegel on the Apptentvel og noted that automated app
mobile operating system will hurt retentior
of the only touch points that companies ha

This is argued to make dosner communication a higher priority for developers.

4.3.3 Building Relationships

Building relationships with customers is the main focus of the Apptentive blog and is

also mentioned in a few interviews on Appclover blog. Ezra Siegel on the Apptentive

blog highlights that although having a relationship with customers can yield better
feedback and give them a better overall experience, it has become quite normal for
companies to not have a relationship with their customers in the digital age. This
problemi s even more pr onoun cleedig problemh with Apppp st o
Store is that Microsoft, Google, Appliey own the customer relationshiand so as a

result, by default, you as a developer’ddn know who thosbi custom
Ganguly, Apptetive video). This means that developers need to find out who their
customers are by capturing their information inside the mobile app or by
communicating with customers outside the,dppexample by engagingocial media.

An opendoor policy is suggestieas a way to create relationships and to maintain
competitive edge against larger competitors:
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-As an independent developer, you can create real, trusting relationships with

your customer . When your customers Kknov
person just trying to do their best, they are more lenient and understanding of

any problems that arise. Investing the time and effort into your open door

strategy is the best way to ensure that you stand out against yger, less

per sonal ¢ o nGaeguly, Apptensvé blog)Ro b

This kind of open door policy means that users give feedback more frequently which
allows the developer to understand the users better and to develop the app according to
their feedback. Having better understanding of usersmead make the app feel more
personalized:

—Fhe difference between leaders and followers in markets is that the true leaders
actually uncover the real customer needs faster and more regularly. Leaders
create solutions that feel personalized because treeyndine with customer
behavior and needs. The better you wunde
be able to provide solutions to their problems before they even have to ask you
tosolveitl ( Ro b Ganguly, Apptentive bl og)

Furthermore, communicatingiith the users thahave givenfeedback can produce
dialogue and produce a positive response toward the developer. Especially following up
onfeedback that is being implemented can give a sense of ownership of the app:

—+immediately realized that this incident provided a very valuable opportunity
for us and decided to see how | could replicate its success with the ongoing
conversations we were having about features with our other users. | began by
grouping them across enh and social media based on the similarities in their
feature requests. Once we prioritized what would be ready for the next release, |
went back to the users who had made the requests and let them know what to

expect in the upcoming launch. Then, on dag of the next release, | let them
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know that the feature they had requested was now available for download. The
responses to my emails and tweets were amazing. Almost every user responded
and every single one of those responses was extremely gracicagpaadiative

of having their voices heard in the development process. Sending a-tgilow
email turned what is often a unidirectional, static interaction into one that
conveyed attention to detail, and an actual interest in discbursel Ral p h

Bouquet, Aptentive blog)

Ultimately by creating relationships with users, creating apps that they enjoy and
making them feel like they have a voice in the development process the developer is

creating customer loyalty.

—Being proactive to engage with yocustomers and be there ready to solve an

issue at hand is the best loyalty strategy you can haueyalty is about

emotion, not logic. If you have customers that love your mobile app they will

come back, It*s that si mplte.neCrde atto nhge ca
spending more money on campaigns and | oy
exceptional experience that customers can trust to receive every time( Ez r a

Siegel)

4.4. Other Findings

The findings were divided into the three groupst ib was noted that there is a lot of
overlap between these groups. Most significantly monetization seems to affect and be
affected by acquisition and retention, getting feedback directly from users seenws to be
starting point for building relationshipand the method of acquiring users seems to
affect retention. Furthermore, a few of the posts attempt to put things into perspective
by stating that rather than being separate groups customer acquisition and retention are

part of the same process or cycle:
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—\Wat ' s great S t hat t hese things
Putting resources towards search andryapp store presence and thidge

that, will drive users. Focusing on the retention of users and getting

better ratings puts you higher in seacheecause they factor in search,

which will drive more users, which will drive more ratings. ( | an Sef f er m

Apptentive video)

Most of the posts do not make a distinction between the categories. Especially
acquisition and rtention strategies are writteaboutwithout distinction, while posts

about topics falling under customer intelligemce mosthylooked atseparately

Also a few older posts on the Appclou®og that highlight using price cycling which is
essentially changing the pricing of an app from paid to free and back to paid. This is not
included in the findings since the entrepreneur suggesting this method did not mention it
in a later interview and was notmentioned in any more recent blog posts. Therefore it
was assumed that this worked in a time when the majority of apps were paid, but less so
as the apps moved towards being free.
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5. SUMMARY AND REVISED FRAMEWORK

This chapteisummarizes the findings of the study according to the components of the

process of mobile app marketing presented at the end of the chapter.

5.1. Conceptual Stage

The conceptual approach to marketing and development of apps varied greatly across
the blog with three main categories emerging: minimum viable product, informal

market research and partial innovation.

The minimum viable product approach relies on building a minimum viable product,
launching it in the market to find core users, and iterdteged on feedback. With the

informal market research approach the developer attempts to understand the potential
user and the app‘s position in the market
through coming up with a unique selling proposition for &p@, attempting to think

like the potential useand through eshating market demand by constantly monitoring

the app storéor trends or usingools such as the Google Keyword tool. This approach

uses beta testing in order to get early feedback toatalidssumptions. The partial
innovation approach attempts to improve on the deficiencies of existing apps. Original
concepts were seen as risky since there is no market data available and therefore this
approach attempts balance between elements thahavenkto work and innovation.
Additionally risk can be managed &of maki nc

interest since an understanding of the potential customer already exists.

The choices in the conceptual stage were also found to affect useésitamy and

retention. The importance of fundamental virality was highlighted in order to leverage a
smal | mar keting budget. This means that th
as a multiplayer game and/or integrate social media in a way tlattivizes social

sharing.Also the monetization choices made in the et stage were found to have an

effect onretention. Especially advertising was generally seen as degrading to the user
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experience, although a few good eydes of advertising wer®und where advertising
was found to have a positive effect on retention.

5.2. User Acquisition

The findings revealed two important goals of user acquisition practices: visibility and
credibility. Visibility deals with how an app is found. This includesth activities
inside the app store such as optimizing keywoedtsl outside the app store such as
marketing at conferences and using social mediadease the amount dbllowers
Credibility, on the other hand, strives to increase the probabilitly ghpotential user
downloads the app and that a blogger or journalist takes the app seriously. Credibility
can be builtfor example, through awards, ahdving a website, a video and an app
page that communicates a high quality app. Several of the gsain user acquisition
highlighted that building visibility and credibility often happen simultaneously, for
example, a video can build both credibility and visibility. Similarpp Store
Optimization attempts to address both visibility and credibilgyezts of the app store

presence

5.3. User Retention

User experience and relationships were found to be the two important components of
user retention. User experience was found vital since the way that the app engages the
user and integrates with thesxisting workflow have a great impact on how likely a

user is to return to the app. Since advertising was generally found to degrade user
experience, using advertising as a method of monetization in free apps is complicated.
Either the developer has toadse to balance between monetization @ésetr experience

or decide tdreat user experience as a priority possibly forgoing revenue. Two examples
of advertising that can be enhancing to the user experience were found. These used
similar principals to whatvas found to be important in enhancing app experience such

as adding value and utilizing achievements.
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Updates were found to be often one of the only touch points that app developers have
with their entire customer base and therefore very importantenragention. Beyond

communicating added value and developer'®'s p
updates, the developer can establish relationships directly with users and/or through
communities. An opedoor strategy and following up with usdtsat give feedback

were found to be key in differentiating as a developer that seeks to proactively take the

users into account in the app development process. Combining good user experience

and building relationships with users was additionally founcetarb effective customer

loyalty strategy.

High user retention was found to have a positive impact on user acquisition through the
users being more prone to recommend the app to otimeisthrough better app store
reviews that can lead to more visibilignd credibility. First users werseen as
especially detrimental in establishing waytimouth

5.4. Feedback

The theoretical framework of this study grouped the conceptual stage and feedback
gathering together, but the findings revealed that feedbdbknigy goals and methods
differ in the stages of mobile app marketing. In the conceptual stage demand estimation
is the key to decide what kind of app to start developing. The informal market approach
relies on app store data and information on genetakast towards app theme to
estimate potential market demand, while the other two approaches mainly rely on the

‘

devel oper ‘s intuitive hypothesis on demand.
provides the first opportunity to gauge how receptive g@kusers are. Marketing and

app store analytics were found to be feedback methods in the user acquisition stage.
Marketing analytics is used to measure how effectively the marketing campaigns are
working, while app store analytics are used to moniteraberall performance of the

devel oper*s apps and to gain insight into c
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stage relies on H#app analytics and user feedback which are used to improve the app
through updates.

5.5. Feedback from blog owners

A summarized version of the findinggslar to what has been presentedhis chapter
wase-mailed to blog owners for feedback. Of the four blog owners only two responded.
One of these blog owners respondeat due to a project he does halve time to rea

and comment on the findings, while the other one confirmed that the findings seemed
—r e a s o Thardfdreethe feedback did mmvide further insightbut validated that

the findingswere somewhat inlinewithne expert ‘s perspective.

5.6. RevisedFramework

Figure 8presents the revised framework of the study in the form of a four stagespr

of mobile app marketingt differs significantly from the theoretical framework of this
study by showing mobile app marketing as a four stage processef@@md feedback

have been seperated as they have different implications in different stages of the
process. Also the process highlights the findings of positive effects of user retention on
user acquisition, the use of feedback to iterate or update theaad the effect of

conceptual decisions on acquisition and retention.
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Conceptual Fundamental Virality Monetization Method
Stage

Feedback for updates

Minimum
Viable

Product User Acquisition User Retention

Market Development
Research Credibility Relationships

Partial
Innovation

Word-of-mouth
Increased Ratings

Feedback

Marketing Analytics In-app Analytics
Demand g/ ytic pp y

Estimation

App Store Analytics User Feedback

Figure8. Mobile app marketing process based on the findings
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6. DISCUSSION AND CONCLUSIONS

This chapter highlights the contributions of the study towards theory, practical use, and

further research.

6.1. Theoretical Implications

The findings on conceptual approach highlighted three different viewpoints to the initial
marketing and developmenf apps. The minimum viable product approach is very
similar to Stokes" (2000) i d eup targedirfg ofil nnovat
customers. However, all of the approaches present different perspectives on how to deal

with the risks of innovatiom the mobile app market. Therefore the risk apprdaahd

in the mobile app context is akin t¥lorris, Schindehutte and Laforgey2002)

underlying dimension of risk management which entails identifying risk factors and
mitigating or sharing thoséactors. This kind of risk perspéot was especially
emphasizedn the partial innovation approach where the absence of market data for
innovative concepts was clearly highlighted as the risk factor in app development and
mitigated by having a balance be¢ e n known el ement s and -
Correspondingly,ite minimum viable product approach attempts to lower this risk of
innovation by deploying an app that is not coded to complete operation and using user
feedback to decide on the further developmé&hiese two approaches highlight ways

that app developers can start building apps on the basis of affordable loss (Read et al.,

2009) instead of market research. The informal market research approach, on the other

hand, relies on using the data availablegtmate demand and to highlight a market for

the app thus attempting to lower risk.

Although the infomal market research approacise of analytics for feedbaekd app
store optimizationmay appear to fall under traditional marketing, it is important
remember that traditional marketing and entrepreneurial marketing (EM) are not jointly

exhaustive or mutually exclusive. This study suppdvisrris, Schindehutte and
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L a f o 12002) nestion that EM implies a more frequent use of creative and innovative
marketing rather than strict adherence to using EM methods and EM as the study of
small firms growing though entreprenehigs (Bjerke and Hultman, 2002T.he use of
analytics, for example, is natural for entrepreneurs in the mobile app context since

estabishing this type of formal intelligence system requires few resources.

Morris, Schindehutte and Laforgge 2 0 0 2 ) proposed that —entre
devel op a creative capacity for resource | e
that entrepresurs rely on woraf-mouth marketing to develop market base. The

findings contained many examples of resource leveraging including several that rely on
word-of-mouth methods. One of the most important findings was the notion that in

order to leverage limgd marketing funds smaller app developers need to make apps

t hat are —soci al experiencesl where there
playing against friends in multiplayer games. This is a more fundamental idea towards

making apps that promoteord-of-mouth marketing than integration of social sharing

functions as proposed by Lica @) and implies that aapp isaresource that can be

leveraged as a marketing catalysta y | or , Vo el k(2011) fendings oPaant i na‘
increased tendency ta@apt apps for social exchange purposes when the influencer is a

social contact support the effectiveness of fundamental virality. Another important
resource leveraging finding that was deemed critical for success is the concept-of cross
promoting other appby the same developer inside an app. This was proposed as a way

of using apps as resources for traffic into other apps in order to increase overall
downl oads of the developer‘s —app portfoli
examples of barteringn or der to get access to other
These included partnering with YouTube channels and trading content for mentions on

social media.
Several marketing tactics and strategies related to guerrilla, viral and buzz marketing

were bund. One of the experts argued for looking at viral trends to make a variation of

viral media for more media attention. Since viral marketing requires a benefit to the
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person forwarding the messagergus, Harms and FinkZ009) this tactic seems to
assumethat since a media is viral it must already hauveenefit to a large group of

peopl e at t hat time and therefore making

—Viralityl was further mentioned with t

specifcs where given to how it will be achieved beyond basic sharing of a link on social

media and app website. Soci al medi a was

anticipation prior to launching an app. There was no mention of activities that lure
consumerso spread a message (Notarantonio and Charles, 2009) asfbteaehis type

of buzz does natefer to buzz marketing specifically. However, the suggested release of
small bits of information about the development of the app to followers can create
anticipation in a similar manner, and offering promotional codes and discounts to early
followers could have a similar effect as rewarding early users in increasing the chances
of the app being shared. Medi a was amal so
app. The findings highlight using press releases and press kits to get journalists
interested in writing about the app by including elements such as quotes and story of the
app to make it easy to write about the app. These findings extend the ndBaerdfa

PR beyond creating grabbing marketing campaigns that appeal to the media (Hutter and
Hoffmann, 2011) by trying to appeal to media directly.

In the literature reviewKraus, Harms and Fink2009) argued that new ventures are
often faced with a laclof trust due to the product or service being unknown to the
customers. This is highlighted in the app stores where thousands of developers publish
and therefore it is very likely that a developer is unknown to a potential user. Several
ways to overcome th lack of trust by increasing credibility were found, mainly
concentrating on increasing the quality of presentation of the app and going after
external sources of approval. In additigmaus, Harms and Fing009) proposed that a

lack of trust is the @son why new ventures often seek to use their personal networks to
obtain initial customers. The findings indicated that while personal networks are seen as
useful for attracting the first users, app developers seem to use them to overcome lack of

visibility instead ofack of trust.
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Building relationships with customers through interactive marketing was proposed by

Stokes (2000) as a way that entrepreneurs maintain close relationships with customers.

The findings indicate that very few companies in the app industry have meaningful
relationships with customers, which is why the Apptentive blog highlighted relationship

building as an effective way to differentiate from the competition. The intent of such
relationships is to improve the app based on better understanding of the users and t

make useg feel like they have a say in the app development process. Fofiowith

users that have given feedback was foundednerate aense of ownership over the
direction of the app's devel opment and see
needthatSc hi ndehutt e, (2009) cocrsatiora attedmpt® idulfil .* Irs

addition, social media was found to be used by one entrepreneur to engage users in
contests, trivia and discussions tlalsopot ent i al |y satisfying the
communicate within communities as proposedbiiindehutte, Morris and P{@009).

Although networking with customers was seen as critical for feedlmarkvidence was
found for St ok e that enfrepreredrs usepndysiordasts to mamitor
performance and react to competitive thredislging by the amount of blog posts and
videos concentrating on changes in the app stores, the blogs appear to act as places
where entrepreneurs can get mfiation ongeneral technology and app store related
threats. However, the findings indicateat monitoring of performance and reacting to

competitive threats happens through app store analytics rather than networking.

All in all, this studyextends EM iterature in high velocity context and in tvsaled
markets under the mobile application distribution modeicording to this studyhe
two main ways thatEM can be used toreate andnaintain competitive advantagee
throughcreating apps thatsershave an incentive to sha®leverageasmall marketing
budgetfor customer acquisitioandestablishing relationshipsith users as a customer

loyalty strategy Figure 5 proposed that entreprarial marketing in themobile app

70



context happens outside the app store, but the findings indicate that entrepreneurial
marketinghas a role in marketing actions both inside and outside the app.stor

6.2. Managerial Implications

This study provides valuablepractical implications to anyone terested in
entrepreneurial marketing in the mobile aggmtext through examples and highlighting

the mobile app marketing procesSeveral examples of using entrepreneurial marketing
theory in practice have been explored. While an app entrepreneur can, for example, read
about theory relating to partnership strategies, this study provides two examples on how
to put that theory into pctice in the app context. The findings chapter is full of these
examples and discoveries that app developers can start using im#r&gting. In
addition, Figure 8&isualizes the mobile app marketing process so that it can be easily
and quickly understad. Of the four blogs researched, none of them provided such an
overview making it much more time consuming and difficult to relate the blog posts to a

bigger picture.

6.3. Limitations and further research

The purpose of this study was to find howrepteneurial marketing can be used to
affect mobile application adoption and retention. Although the results are in line with
the research aims of the study, it is important to keep in mind the limitations of the

research.

First, the study concentrates @xperts in the mobile app context. While the results
provide insight into mobile app marketing, they are not necessarily representative of the
average, successful, or unsuccessful app entrepreé®econdg the blogs also acted as
marketing tools for theeompanies. This was most apparent in the focus of the blog
following the focus of the company, for example, the Apptentive blog mainly focused

on building relationships with users and getting feedback since the company makes an
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in-app feedback tool. Thirdhe blogs researched presented a North American view into
mobile app marketing. This was apparent from the concentration of marketing advice
towards the two | argest mar ket pl aces i n Wk

Google's Play Store.

Being oneof the first studiesmore research in general fapp marketing and the use of
entrepreneurial marketing in the app context is called for. This study provides multiple
findings that can be tested in further studies. Especially useful would be studres on t
use of success prerequisites such as fundamental virality anepooasstion in relation

to app success. Also studies on the building of credibility and visibility, building
relationships with users, feedback gathering, analytics usage, and detaligdrstthe
concept stage would provide depth to the findings of this study. The growing app
markets of China, Brazil, India, Turkey and Russia provide an opportunity to research
mobile app marketing in a very different environment. Cuadrado and Duendy (201
note that the mobile application store distribution model has been replicated in several
other domains and markets. Therefore, the applicability of the findings of this study to

such markets is suggested as another direction of further research.
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