W Appsiyer [, Adcee

Exchange Partner
PREMIER

The mobile-first ...
enterprise report

How brands are being o . '
transformed by mobile devices / v

A quantitative and qualitative study of A

the mobile practices of leading executives

in large corporations with insights from Adobe h

November 2021




Table of
contents

01

02

03

04

Introduction, objectives and
methodology

Key findings

The results

The Challenges of Mobile:
Operations, Budgets, Measurement

O 5 Perspectives from the
industry experts at Adobe

06 Conclusions and takeaways



‘?‘ﬂppsFll,Jer

Introduction

_



Introduction
and premise

Over the past 20 years, companies have undertaken the
massive challenge of changing from legacy “offline”
operations to becoming digital-first.

Beyond that, they needed to further reinvent themselves for
a world where the always-on consumer is becoming a
reality, thanks to mobile devices.

The “mobile-first” process is still underway and being
accelerated by the pandemic, with many companies
moving from having informational apps to developing more
functional, transactional ones.

With this study, AppsFlyer and Adobe set out to understand
the dynamics of mobile transformation within enterprise
corporations.



Objectives and
methodology

The mobile-first enterprise: How corporations are being
transformed by mobile devices seeks to explore and
increase understanding of the role of mobile as a channel
for businesses to engage and grow their customer base.

It demonstrates the pain points and key developments that
companies have taken on over the last decade related to
mobile. It delves into areas such as current objectives with
mobile initiatives, challenges and expectations for where
mobile will take their company in the next ten years and how
Covid has changed their timelines and processes.

Methodology: This B2B survey was conducted among
executives at enterprise companies, here defined as those
with 1,000+ employees, involved in digital operations, growth
and marketing roles. AppsFlyer developed the survey with
participation from Adobe. 302 respondents total for the
quantitative survey plus 8 qualitative surveys of VP-level
executives were conducted. The survey was fielded between
August 29 and October 5, 2021 by NewtonX, a B2B research
company which verified and screened all participants.



Majority are US respondents,
25% rest of world

Respondents by country
Percent of total (n - 302)

4.0% o 3,

0
| /

4.3 A\
6.3%

®us

@ UK

@® Canada
@ Germany

France
Other

The survey was conducted in English, but those in
primary markets outside the US were invited to
participate.

-
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Over 35% VPs,
C-Suite executives

Respondents by job title
Percent of total (n - 302)

@ VP or above

@ Manager

@ Director

( C-Suite Executive
(CEO, CFO, etc)




7 verticals
represented

Respondents by industry vertical

Percent of total (n -

Software /
technology

Finance &
insurance

Retail

Travel & hospitality

Media &
entertainment

Health & fitness

CPG

302)

I 1.8%
D 24.2%
D 21.2%

Focus on digital
marketing and product

Respondents by job function
Percent of total (n - 302)

4.3% 2:6%
4.6%

7.6%

@ Digital Marketing
@ Digital Product Mgt
® Management / Exec
@ Other
Digital Operations
Digital R&D

A majority of respondents worked in the fields of
digital marketing / advertising and product
management
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Key
findings

01

02

03

04

Mobile has become an integral
part of the customer lifecycle with
more than 40% of total customers
engaging through mobile.

The pandemic was the biggest
force of change to impact the
mobile transformation process.

Enterprise corporations today see
mobile as an acquisition as well
as a retention channel.

On average, 40% or more of
existing sales are now being
conducted through mobile.

05

06

07

08

Mobile is now replicating much of
business functionality and for
nearly a quarter of respondents,
the goal is for it to replicate 100%.

The biggest challenges with
mobile strategy involve a lack of
organizational change
management and hiring
experienced personnel.

A wide range of metrics are used
to evaluate mobile success but
cross-channel measurement
and incrementality remain
challenges.

Privacy issues are of growing
concern but many are developing
strategies for getting consumers
to opt in to measurement.



\?‘ﬂppsFluer

The Results

_



Nearly two-thirds
g;g;,:?;); :tgls a “mobile-first” marketing goal of enterpri ses dre
strongly
9.9% “mobile-first”

Yes Being mobile-centric in their marketing
® Somewhat efforts is not a far off objective for the
@ \o majority of enterprise companies. It is the

here and now.

61.3%

Q5. Over the last decade, many companies have made being “digital-first” a primary business objective. Looking beyond that, would you say your company
has a “mobile-first” marketing goal? Why?



65% of corporations Percent of current customers who engage
say that more than ron

40% of their 37.4%
customers engage

through mobile

23.8%
O,
Mobile has become fully ingrained within 20.9%
enterprise corporations with the majority
saying that 40% or more of their
customers engage through mobile. 10.9%
7.0%
0-20% 21- 40% 41-60% 61% - 80% 81%+
engage engage engage engage engage

‘ Q2. What % of your current customers engage with you through mobile devices?



“Mobile-first is not just
about features and
functions, but about
whether the customer
has everything they
need. The moment you
lose them from the flow
they are gone.”

Finance Executive
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Many businesses
see over 40%
“mobile- only”
customers

All enterprise companies report
significant percentages of customers who
are mobile-only. Mobile has established
itself as a way of reaching a distinct
customer base.

Q3. What % of your current customers are mobile-only users?

Share of “mobile-only” customers
Percent of total

32.1%

0-20%
mobile-only

24.8%

21- 40%
mobile-only

24.8%

41- 60%
mobile-only

14.9%

61% - 80%
mobile-only

3.3%

81%+
mobile-only




“Mobile-only is close to
40% of our total
customers and is very
specific to age groups.
Millennials are a strong
mobile-only persona.”

Finance Executive
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Goal for majority is
to have 60%+ of
customers on
mobile apps

The goal for enterprise companies is to
very quickly have the majority of their
customers connecting through mobile.

Adoption objectives for mobile app in next 5 years
Percent of total

81%+

using app 22.8%

61% - 80%

using app 35.4%

41- 60%

using app 28.4%

21- 40%
using app

2.5%

10.9%

0-20%
using app

Q4. What are the user adoption objectives for your company’s mobile app over the next five years?



Why

“Our conversion is greater when users

M o bi I e are using app.”

“This represents a significant

growth opportunity for our brand”

first?

“Because it can improve
the efficiency of the
company.”

“Mobile is in the hands and “Mobile is more personal.”

pockets of everyone.”

“Mobile is the most rapidly

growing business opportunity
Our target consumers are for my business.”

increasingly expecting it.”

“We want more and
more members to self
service and connect
with us digitally.” "This is simply where the

ﬁ/_ world is going.”

“ Q5. Over the last decade, many companies have made being “digital-first” a primary business objective. Looking beyond that,
"~ would you say your company has a “mobile-first” marketing goal? Why?




The role of mobile apps, ranked
Scale: 1 = Not important at all, 5 = Extremely important

Customer
retention

4.25

Brand loyalty &
engagement

4.18

Customer
acquisition

3.97

Sales /
transactional

3.89

Employee
engagement

3.33

Other 2.96

Q6. What is the role of mobile and mobile apps in your company’s business objectives?

Customer
acquisition nearly
as important as
retention

While mobile apps in the enterprise space
may have established themselves as
customer retention and engagement
channels, they are now also seen as a
significant way of acquiring new customers.

Mobile apps are also now recognized for
their transactional capabilities. As the data
shows, all functions of mobile apps became
more essential.



Role marketing plays in the mobile app
Percent of total

Engaging with existing users
through owned channels like
push and in-app messaging

74.5%

Acquiring new customers
through mobile outreach

59.9%

Convincing existing
customers to transition to
mobile

53.0%

Re-engaging with dormant
app users via paid channels

29.1%

QI3. What role does marketing play in your mobile app?

App marketing
fuels acquisition
and engagement

Marketing plays several significant roles
connected to mobile apps. Nearly 75%
engage with existing users through push
and in app messaging and over a third
use them to upsell current customers. But,
apps are also a significant way of
acquiring new customers.

Not just the presence of an app, but a
highly functional and convenient one are
becoming key customer acquisition tools.



For the majority,
Future mobile app sales target more than 25% of

sales will come
o through the app

More than 50% of
sales through mobile

What is that future mobile apps sales
target? Over one-third of respondents see
50% plus of their sales coming through
their mobile apps.

26 - 50% of sales

through mobile 41.3%

10 - 25% of sales
through mobile

Less than 10% of sales
through mobile 0.0%

Q9. Do you have a future mobile app sales target?



Future goal of app functionality
Percent of total

37.1%
27.5%
I ]
At least 50% of At least 75% of 100% of
business business business
functionality functionality functionality

available in app available in app available in app

1.6%

None of the

above

QIl. What is your future goal for the functionality of your mobile app in respect to your customers?

Nearly 25% aim
to conduct all
business via
their app

The goal for over half is to be able to
conduct 75%+ of their functionality via
their app.

Soon there is very little that consumers will
not be able to do with their favorite
services and products through mobile.
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Challenges with mobile app strategy
Scale: 1 = Not challenging at all, 5 = Very challenging

Lack of organizational change management
Hiring experienced personnel

Privacy issues

UX/Ul development

Lack of a defined strategy

Maintaining and updating the app

In house vs app firm development
Determining budget amounts

Data management and storage
Determining budget sourcing

Measuring usage

T 3.44
e 3.40
e 3.29
e
317
——
. 314
I 3.06
I 3.04
N .03

I 2.91

Ql4. Please rank the following challenges involved with your mobile strategy.

Lack of
organizational
change and hiring
pose the greatest
challenges

Realizing mobile success continues to
pose serious challenges within
enterprise corporations. The most
significant of these involves problems
with top leadership such as lack of
change management and hiring
experienced personnel.

Privacy issues also rank high as a
challenge which makes sense given the
latest developments in app tracking
from Apple and future developments
from Google.






Mobile challenges with positive developments
Last 2 years, percent of total agreeing

Having a defined mobile strategy

UX/Ul development

Hiring experienced personnel

Measuring usage

Maintaining and updating the app

Data management and storage
Organizational change management
Privacy issues

In house vs app firm development policy
Determining budget amounts

Determining budget sourcing

N 46.0%
" 410%
N 38.4%
N 33.1%
N 33.1%
N 31.5%
N 31.5%
N 30.1%
N 29.5%
N 25.2%
N 22.5%

Gains have been
made in strategy,
UX/Ul dev, and
staffing

On the positive side, there have been
great organizational gains made with
respect to mobile over the last two
years. It has gotten easier to develop
defined mobile strategies, manage UX/
Ul development and hire experienced
personnel.

QI5. Which of the following mobile challenges do you think your company has made significant positive developments within the last 2 years



“Productivity was super high when we
started remote. People were really happy. But
over time, we now know that there is nothing
that can replace in person interaction. Strong
relationships are the key to good
performance. The new world is hybrid kind of
culture.”

Retail Executive

“It's harder to hire people because everyone
wants remote for roles that we never thought
would be. They really want to be drawing a
California salary sitting in Texas. It has an
impact on everything.”

Finance Executive




Budget sources for mobile dev and maintenance
Percent of total

o,
56.6% 53.3%
38.7%
20.9%

10.6%
. 2.0%
Product/ Digital Marketing CRM Loyalty/ Other

IT marketing general Rewards

QI6. Where does the budget for mobile development and maintenance come from?

Budgets for mobile
tend tositinlIT
and marketing

In such a relatively new medium, as
noted from both the quantitative data
and the interviews, there have been
challenges with what budgets mobile
development and maintenance fall into.
Here we see that mobile budgets are
now most likely to be pulled from
product/IT or marketing budgets.



Budgets tend to
E;?em;;ﬁ ;pp budgets are justified be jUStlfled by

engagement
metrics

Customer engagement
metrics

.6%

Customer acquisition
metrics

53.0%

While mobile app budgets are most
likely to be justified with customer
51.6% engagement m‘e‘tr'lcs, over.holf also use
customer acquisition metrics and over
40% are measuring them as a source of

40.7% revenue.

Customer retention

Source of revenue

. Mobile apps are fulfilling various
Other I2-8/° marketing objectives and are measured
accordingly.

QI6. Where does the budget for mobile development and maintenance come from?



Significance of various mobile metrics
Scale: 1 = Not significant at all, 5 = Very significant

Retention ISR 3.95
App installs I 3,91
NPS (Net Promoter Score) IS 3.85
Ratings I 3.79
% of customers using app IR 3,78
Reviews I 3,72
Customer lifetime value TS 3.64
Customer acquisition cost IS 3.58
Churn I 3.47
App store rankings IEEEEEEEEEEEEEEEEEEEEESSS——— 3,44
Session length IS 339
Activities per session IIEEEEEEEEEEEEEEEEEEEEE———— 3.306
ROAS I 3.32
ARPU I 3.25
Time to purchase TS 3.10
Basket Size NS 3.05

QI8. How significant are the following metrics in measuring the success of mobile within your company.

Retention, installs,
Net Promoter Score
(NPS) tend to be
most significant for
measuring success

A very broad range of metrics is used to
measure the success of the mobile app.
Retention focused metrics that include
NPS, ratings, reviews and % of customers
using mobile rank highly.

At the lower end in importance are
metrics like Basket Size and time to
purchase which are typically specific to
ecommerce apps.



Challenges with measurement of mobile apps
Scale: 1 = Not challenging at all, 5 = Very challenging

Measuring app acquisition campaigns
outside of the app (OTT, offline, web)

Understanding the incremental lift
of marketing efforts

Ability to connect data to other
marketing channels

Customer segmentation: Ability to deliver
best experience to high value customers

Having the right analytics to
drive meaningful insights

Cross device measurement

Being able to determine how much to
profitably spend to drive transactions

Privacy and data usage issues

Knowing whether you are investing
enough resources in analytics

Limited data for optimization
in Apple’s SKAdnetwork

I 3.65
I 3.6 4
I 3.59
I 3.5 5
I 3.55
I .53
I 3.49
I 3.44
I .40
I 3.26

QI9. What are your greatest challenges with measurement practices regarding your mobile apps?

Leading
measurement
challenges:

Cross channel and
incrementality
testing

While enterprise marketers have a large
range of metrics in their arsenal, there
are challenges that remain. They
struggle with measuring acquisition
across channels and understanding
incrementality, or determining what
amount of conversions are naturally
occurring vs the result of marketing
initiatives.

These challenges are not specific to
mobile and impact all channel
measurement.



Which offline processes have been enhanced by mobile?

Percent of total

Customer engagement
Customer service
Transactional capabilities

Location-based services
Removing friction of the
transaction process

Improving upselling/cross
selling opportunities

Enhanced technology
capabilities like AR

Facilitating delivery of goods sold

Other

N 72.6%
AN 61.4%
I 54.7%
I 42.1%
I 38.6%
I 34.4%

I 28.1%

I 25.6%

12.1%

Q20. Which offline processes have been enhanced or made better using mobile or web apps?

Customer
engagement and
service most
enhanced

by mobile

Mobile has enhanced many offline
processes, most notably customer
engagement and customer service. But
transactional capabilities were noted by
more than half of respondents. Distinct
mobile technology capabilities like
location based services and
Augmented Reality (AR) were also
noted.



Nearly 85% are
How concerned i ur company abou
brivacy developmentsr concerned about

Percent of total priVCI cy
developments

Only 16% of respondents report NOT
@ Not concerned at all being concerned by privacy
development like Apple requiring user
opt-in to share device IDs and the future
deprecation of tracking cookies. AImost
a third state they are “very concerned”.

@ Somewhat concerned

® Very concerned

Q21. How concerned is your company with privacy developments such as Apple’s move require user opt-in to share device identifiers and the future
deprecation of cookies?



“It's overwhelming to store more
data than you need. It opens you
up for risk everytime you store
without a need. It's a chicken
and egg problem. You can store
interesting data from enough
users to use for a big program
but hard to justify if we cannot
explain it to users.”
Entertainment Executive




Percent of iOS users rejecting tracking
Percent of total

39.7%
13.9% 14.9% 14.6%
6.3% I I I sy 66%
[] m B
0-10% Nn-20% 21- 30% 31- 40% 40-50% More than Not
50% sure/do
not know

Q23. What % of iOS users reject tracking for your app?

Nearly 40% don’t
know their ATT
opt-inrate

User opt-in to Apple’s App Tracking
Transparency (ATT) framework is now a
prerequisite for sharing many aspects
of user-level data on iOS. Nonetheless, a
large share of respondents are unsure
or unaware of how many users of their
app would reject the prompt.



What have

you done
to get user
opt-in?

<

“Nothing yet.”

“Showing clear value add.”

“Just being transparent with
clear messages.”

“Sent out marketing emails that
clearly explain why we want to gathe

this data to help customers make an
informed decision.”

“Giving a reason for tracking”

“Be transparent in terms of what limited
data they share through our apps.”

“We made a decision to not

“We have a robust privacy consent
center that includes multiple
categories of cookies/tracking.”

track users.”

Q22. What methods have you implemented to boost users accepting the ATT prompt?

“Messaging on why privacy is
core in every transaction for
our company.”




Impact of the pandemic on mobile transformation
Percent of total

seecitvr [ 49.7%
Stayed on course _ 25.2%

Stalled it due to other priorities - lI 5_2%
Stalled it due to budget cuts - 6.3%

Stalled it due to personnel issues I 2_0%

Other I'|_7%

Q24. How would you say the pandemic affected your mobile transformation process?

The pandemic
sped up mobile
transformation

While the work lives of enterprise
employees certainly looked different
during Covid, the main effect was a
speeding up of the transformation
process for nearly half of the mobile
executives surveyed.

The executive interviews revealed the
pandemic to be a period where
customers took charge and leapt
forward in their usage of app features
and functionality, all in a quest to
handle things they previous might have
gone into a physical locations for or
placed calls to customer service.



“Focus on mobile increased dramatically
with Covid. We have been forced to push
features on mobile quickly now that
people don’t want to walk into a branch.
Mobile check deposit took off. And we had
to scale it. It forced us to make
mobile-first even better.”

Banking Executive

“The pandemic forced a huge
change in our business model
that the app had to deliver on.
Prior, people used it to buy
tickets to live events, we
suddenly had to pivot to selling
streaming content.”
Entertainment Executive
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Q. What do you think changed most with apps from a consumer
perspective during Covid?

A

“Before the pandemic we accepted that the customer experience in
healthcare was not a good one. Healthcare consumers are now demanding
access to info, convenience and transparency. They are empowered by apps.
‘Why can’t | manage doctors appointments and prescriptions through
mobile?’ The pandemic offered silver linings in terms of placing the customer
at the center of the engagement model, much of which was accomplished
through mobile.”

Q. How did enterprise healthcare companies respond to changing
consumer demand?

A.

“Functionality leapt forward during Covid. A great example is United
Healthcare and Mercy Health using mobile apps to perform digital triage on
Covid symptoms, including whether to get tested, find where facilities were
located, get directions from home. Based on a quick mobile survey, the app
generates a QR code so the patient could drive through a testing facility,
scan the code on a phone that connects your physical info to the test. We
have come so far from clipboards.”

Industry
focus: Mobile
healthcare

Thomas Swanson

Head of Industry Strategy & Marketing -
Health & Life Sciences

F.\\ Adobe



Q. The study highlighted the challenges posed with
maintaining the highly skilled personnel needed to
achieve an effective mobile strategy. Comments?

A.  “Inindustries like healthcare it's been impossible to
find people with the experienced digital chops. They
have to go outside the industry.”

Q. How have changes in privacy regulations
impacted the healthcare sector?

A.  "There is nothing unique about privacy challenges
in the healthcare sector: personal data is personal
data. But measurement has gotten more
complicated - it's especially challenging in the
healthcare sector as data is by nature personal
and protected — and ever more data is available.”




Q. What do you think is distinct about mobile and the finance
sector today?

A.

“Mobile is now the primary channel in terms of usage.

It's a highly efficient time saving application to manage money.
In banking, the established players are competing against
mobile-only companies, where the entirety of experience is
delivered through mobile.”

Q. What did financial services companies realize during a
period where so many real-world locations were closed?

A

“If someone is not going to the branch and engages
consistently on mobile, things need to be rethought.

The priority for the financial services industry is to create more
meaningful digital experiences that improve the financial
health and well-being of their customers.

Banking apps have to evolve beyond transactional and provide
more personal financial management capabilities.”

Industry
focus: Mobile
finance

‘———’

Christopher Young
Director, Financial Services
Industry Strategy

h‘ Adobe



Q. We hear so much about the challenging hiring
environment and in mobile it has always been tough. What
happened in finance?

A.  "Hiring personnel with digital skill sets has become more
challenging. Competition has intensified for talent with so
many people finding startups more appealing than
experienced brands. Enabling your tech personnel to work fully
remote is one solution.”

Q. Are apps an important acquisition as well as retention
factor for financial services enterprises?

A.  "Absolutely. Apps change behavior permanently. Once you do
something more convenient on an app you will stick with it.
For banks, the mobile app is the 2nd most significant factor in
choosing a bank behind fees.”

Q. How did the pandemic change the mobile transformation
process for financial enterprises?

A.  "The pandemic accelerated mobile transformation as other
channels became unavailable. Mobile adoption went way up.
There was an increase in people of age groups that formerly
did not consider mobile purely as they had no other choice.
Think of how Baby Boomers gave up going to a bank to
deposit a check and switched to mobile.”
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Conclusions
and
takeaways

01

02

03

04

The force of mobile transformation
within enterprise corporations has
reached critical momentum,
spurred on by the Pandemic.

With so many in person and phone
options limited, apps became a way
to securely connect with essential
brands and broadened their usage
beyond younger demographics.

While many enterprises initially saw
their apps as a way of connecting
with existing customers, they have
become an important conduit to
new customers. The mobile app is
now a key decision factor in
customer acquisition.

Mobile is becoming so important that
most corporations now see 100% of
their business functionality being

able to be conducted through mobile.

05

06

07

Lack of organizational change
management and ability to hire
experienced personnel are critical
issues to be addressed. The
pandemic enabled key mobile
talent to work from anywhere and
many prefer pure remote work.

Privacy issues are a concern to
the the vast majority but there is a
knowledge gap in respect to what
many executives know about their
company’s privacy developments.
Many note that their plans in
respect to privacy communi-
cation with customers are yet to
be defined.

With “mobile-first” now the norm,
we have entered a new era where
the app-centric customer is truly
in control of their relationship with
enterprise brands.
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AppsFlyer helps brands make good choices for their business and their customers through innovative,
privacy-preserving measurement, analytics, fraud protection, and engagement technologies.
Built on the idea that brands can increase customer privacy while providing exceptional experiences,

AppsFlyer empowers thousands of creators and 8,000+technology partners to create better, more
meaningful customer relationships.

www.appsflyer.com



