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Executive Summary
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● App publishers are optimistic about the state of the app economy, with 65% of respondents 
saying it’s trending upwards

● This bullishness is reflected in expectations for app marketing budgets, with 91% of 
respondents expecting them to rise or remain flat

● 80% of respondents selected user acquisition as a marketing goal for their company’s 
mobile apps, followed by retention and app monetization

● Active users is the top metric used to measure marketing success by all except gaming 
companies, which tend to focus more on user retention and customer lifetime value (LTV)

● Over 30% of respondents reported organic search as their most highly rated strategy for 
driving installs and LTV, highlighting the need for strong app store optimization (ASO)

● User experience is the key driver of retention, according to respondents

www.appannie.com/intelligence   |  © 2017 App Annie *For further information on our methodology,  please see the accompanying methodology notes.
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The Company Behind the Report
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App Annie helps companies build better app 

businesses and is used by 94 of the top 100 

publishers across the globe. From competitive 

benchmarking to international expansion, App 

Annie Intelligence delivers the data and insights 

needed to succeed in the app economy.

The information contained in the report is 

compiled from a survey that App Annie conducted 

with over 800 app marketers — including product 

managers, marketers and executive management 

— across more than a dozen industries. The 

companies represented in this survey spanned the 

globe, with 35% headquartered in Americas, 46% 

in EMEA and 19% APAC.
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 Survey Results



Introduction

We surveyed both developers and 
marketers about the apps that they create, 
and how they try to make them successful. 

This report dives into the parts of the survey 
that were answered by over 800 app 
marketers, from the goals that they have for 
their apps to the strategies they use to 
achieve them and the ways they measure 
their success.

What we found was that the answers were 
as diverse as the companies making the 
apps, with a wide variety of responses on 
each of the topics covered.

This is a reflection of the fact that, while 
there certainly are pure app companies out 
there, apps play a key role in almost every 
industry today, including retail, banking, 
travel, QSR, CPG and media and 
entertainment.

The app marketers surveyed were generally 
bullish about the state of the app economy, 
with 65% of respondents saying the market 
is trending up. That’s reflected in their 
expectations for their own marketing 
budgets, which 63% of respondents also 
expected to rise.

Those marketing budgets will be spent in 
different ways by different companies, with 
user acquisition a major goal for almost all 
companies in the survey, but other goals 
scored highly among various verticals. 

For example, driving new revenue streams 
was the second highest scoring goal for 
games, music, retail, maps and navigation, 
and productivity apps, while for video, 
social, and health and fitness apps retaining 
and re-engaging current users was second. 

Across the board, more organic methods 
and channels seem to be the most effective, 
with strong organic search placement 
reported as a key driver of user acquisition 
and a great user experience as the best 
predictor of retention. Please see our ASO 
Playbook for more on improving organic 
search placement.

But it’s also apparent from the results that 
paid media has a role in customer 
acquisition, while various other tools and 
methods can supplement the user 
experience as aids to retention and 
engagement. Please see our User 
Acquisition report to learn more about 
strategies in this area.

Read on to see the detailed results from the 
survey, starting with companies’ goals for 
their apps.
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Marketers Are Bullish on the State of the App Economy

7

The majority of marketers that we surveyed had a 
positive outlook on the state of the app economy, 
with 65% saying they felt it was trending upwards 
and another 14% expecting it to remain flat.

Although there were differences between 
industries, majorities of all groups expected positive 
trends. Respondents in the healthcare, sports goods 
and fitness business were the most bullish, with over 
70% expressing optimism. Among gaming 
companies, 60% felt the app economy was trending 
upwards.

This overall positive sentiment is reflected in our 
App Economy Forecast report, which projects 
massive growth through 2021.

www.appannie.com/intelligence   |  © 2017 App Annie 

How would you rate the mobile app economy in terms of the direction it is going? Please select the rating scale 
point that best describes how you feel.  (Select one only)   
(n = 801)
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Nearly Two Thirds Expect App Marketing Budgets to Grow
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Marketers’ generally positive outlook on the app economy 
was reflected in their expectations for their company’s app 
marketing budgets. 63% of respondents expected marketing 
budgets to increase, with 23% expecting them to do so by “a 
lot.” On the other hand, only 5% expected the marketing 
budgets to decrease.

A majority of respondents in each broad app category 
expected increases. Publishers of video, shopping and retail, 
and communication and messaging apps had the highest 
expectations, with over 70% of respondents from each of 
these groups expecting budgets to go up.

Given the overall growth and intense competition in the app 
market, it’s no surprise that marketing budgets were expected 
to increase. It’s critical for marketers to clearly identify their 
goals in order to determine how to best allocate these dollars.

www.appannie.com/intelligence   |  © 2017 App Annie 

How do you expect the marketing budget allocated to promoting your company’s mobile apps to change in the 
next 12 months? (Select one only)
(n = 740)
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User Acquisition Clearly the Top Marketing Goal, Secondary Goals Vary

9

App marketers had a wide variety of goals in mind for their 
budgets. Acquiring new users was top of the list for every app 
category, with 80% of respondents overall selecting it as a 
goal. However, very few respondents cited just a single 
objective, with nine out of ten choosing several goals.

The strong showing by several secondary goals was due to 
variation between app categories. For example, retaining and 
re-engaging current users was second for video, social and 
health and fitness apps.

Meanwhile, driving new revenue streams was the second 
highest scoring goal for games, music, retail, maps and 
navigation, and productivity apps.

Finally, finance, messaging and communication, and 
on-demand services apps selected improving customer 
engagement second most frequently. 

Clarity on the marketing goals to be achieved is a vital 
prerequisite to determining where to spend budgets and how 
to measure success.

www.appannie.com/intelligence   |  © 2017 App Annie 

What marketing goals are you trying to achieve with your company’s mobile apps? (Select all that apply)
(n = 737)
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Active Users is the Top Benchmark for All Companies But Gaming
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For optimizing app marketing strategy, 
active users came out on top overall, 
with nearly a third of respondents 
citing them as the single most 
important KPI.

However, there was considerable 
diversity among the respondents, 
driven in part by differences between 
types of companies. For example, 
Gaming was the only industry where 
active users did not receive the most 
responses. Instead, both user retention 
and LTV were selected more and ARPU 
tied active users for third.

In practice, marketers will need to drill 
down to the next level of detail and 
carefully consider the drivers of user 
acquisition, retention and engagement. 

www.appannie.com/intelligence   |  © 2017 App Annie 

Which of the following mobile KPIs or industry benchmarks does your company consider most important for 
optimizing its app marketing strategy?  (Select one only)
(n = 740)
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Effectiveness of Organic Search Highlights Need for Strong ASO
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Among marketing channels, organic search came out on top for 
both driving the most app installs and attracting users with the 
highest LTV — highlighting the importance of strong app store 
optimization (ASO).

The two highest-rated marketing channels, for both objectives, 
are both owned or earned rather than paid media — both ASO 
and driving word-of-mouth marketing were selected more 
often than any form of paid advertising listed.

While there were some differences in responses between the 
two objectives, the most striking is the number of respondents 
who answered “I don’t know” for attracting users with the 
highest LTV. This highlights the challenges of measuring LTV in 
practice despite widespread consensus about its importance as 
a metric.

Of course, acquiring users is just the start – retaining them and 
driving engagement are also vital to a successful app.

www.appannie.com/intelligence   |  © 2017 App Annie 

Which of the following marketing channels or formats currently drives the most installs for your company’s 
mobile apps? (Select one only)
(n = 740)

Which of the following marketing channels or formats attracts the users with the highest lifetime value (LTV) for 
your company’s mobile apps? (Select one only)
(n = 740)
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Social Sharing and Push Notifications Top Engagement Activities, 
Opportunity Exists to Further Engage Users
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Social sharing and push notifications were the most 
highly selected strategies for driving user 
engagement, at just under 20% of respondents each. 
Others were chosen at significantly a lower rate, with 
the much-hyped chatbots barely registering at all.

As with measuring LTV, however, there seems to be 
some uncertainty about which activities are most 
effective, with 14% of respondents saying they don’t 
know, and almost 20% indicating that they don’t use 
any of the strategies listed.

While it’s clear that at least some of these strategies 
can be effective in driving user engagement, they 
have to be handled carefully to avoid alienating users 
with both the timing, frequency and tone of 
prompts. As we’ll see on the next slide, protecting 
the user experience is the single biggest factor in 
driving retention, so efforts to drive engagement 
should never come at the cost of the overall user 
experience.

www.appannie.com/intelligence   |  © 2017 App Annie 

Which of the following strategies or activities currently drives the biggest gains in user engagement for your 
company’s mobile apps, regardless of cost? (Select one only)
(n = 635)
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Nothing Beats User Experience When It Comes to Retention
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Unsurprisingly, delivering an overall user-friendly app 
experience came out on top, by a wide margin, among drivers 
of retention. That experience, however, is made up of a variety 
of more specific factors, some of which respondents also rated 
highly, including value-added features, targeted relevant 
content and effective onboarding and tutorials.

Beyond the in-app experience, factors including strong 
customer service, user community and personalized 
communication were selected by more than 15% of 
respondents. These factors can support retention by helping 
users find value in the app, resolving issues and driving 
engagement.

Developers will want to balance creating the best possible 
in-app experience with using these other factors as ways to 
cement or incrementally improve retention. Given that it’s less 
costly and more effective to retain an existing user than to 
acquire a new one, this is an area worth investing in.
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Please select the top factor(s) that drive user retention for your company’s mobile apps? (Select up to 3)
(n = 740)

https://www.appannie.com/tours/market-data-intelligence/


Conclusions
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● As we expected, the diversity of responses from our app marketers reflects the diversity of 
the companies they work for and the apps they create

● That’s apparent in the variety of marketing goals these companies are pursuing, the metrics 
they are using to measure their success and the focus of their investment

● However, some consistent themes emerged regardless of that diversity, such as the 
centrality of user acquisition to nearly all respondents’ marketing strategies, the importance 
of organic search in driving installs and LTV and the role of a great user experience in 
retention

● App marketers should leverage these insights to inform their strategies and tactics as well 
as benchmark key KPIs with industry leaders and peers

● App Annie Intelligence is the leading market data solution for the app economy. To see how 
our app store data for download, revenue, demographic and usage estimates can help 
guide your critical business decisions, request a demo today. 
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The Most Trusted Partner in the App Economy
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94 of top 100 
mobile app 

companies are 
App Annie 
customers.
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About App Annie

App Annie delivers the most trusted app market data and insights for your business to 
succeed in the global app economy. Over 900,000 registered members rely on App Annie 
to better understand the app market, their businesses and the opportunities around them. 
The company is headquartered in San Francisco with 450 employees across 15 global 
offices. App Annie has received $157 million in financing, including from investors such as 
Sequoia Capital, Institutional Venture Partners, IDG Capital Partners, e.ventures, 
Greenspring Associates, and Greycroft Partners.

For more information, please visit www.appannie.com, check out our Insights and follow 
us on Twitter (@AppAnnie). To find out more about our products, visit our Market Data 
Intelligence, Store Stats and App Analytics tour pages. For the most current monthly 
rankings of apps and publishers, check out the App Annie Index. Report methodology and 
updates are available here.
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