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Do you remember how you found your last app? More likely than not,
you searched for it, and you probably searched an App Store.

In October 2014, a study from TUNE found that App Store search
remains the biggest driver of app discovery, accounting for roughly

half of new app installs on both iOS and Android. The data has likely
shifted since then, but rest assured that app store discovery is a
critical lever in the mobile game.

The bad news: app store discovery is not easy: on both Google Play
and iTunes, there are over 1.4 apps clamoring for your attention.

The good news: app store optimization (ASQ) best practices aren’t

yet widespread; chances are, there’s room to gain a significant edge
on your competition if you put into play the insights we’ll break down
in this whitepaper. Much like SEO but not nearly as mature, ASO is a
gradual gain that, when done correctly, can afford your app a higher
natural/organic rank in the Google Play and iTunes stores and better

overall discoverability for new and existing users.

This whitepaper breaks down the important universal, and SEO-like,
elements to ASO. We’'ll also review Google Play and iTunes - the two
main players in the App Store game - and how optimization varies
for each. Unlike SEO, where optimizing for Google (more and more
synonymous with optimizing for the user) is the name of the game,
app store optimization requires different strategies for each platform,

and we’ll go into those below.

Let's get started.
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Optimizing Key Words, Meta Data, and Tags

Keywords, titles, and meta descriptions are the foundation to ASO (this - Avoid competitive and genetic keywords.

should sound familiar to SEO veterans). ) )
- As with hashtags on Twitter, don’t force them or overuse keywords.

A few quick tactics: _ o . .
- Draft titles and descriptions that sound natural and differentiate

- Search app stores to identify marketable keywords and then the app from others. Test different descriptions and titles over time
incorprate them into app titles (like “bike race,” below). to optimize the right mix of descriptors for your app store listing.

- If a new app works in conjunction with another, consider including

seeco Verizon LTE  11:07 AM 7 83% WD o000 Verizon LTE  11:07 AM 7 88% w_> the name of the second app in the title field of the other one.
. bike race] (%] { Back m =

bike race - Keep your app descriptions short and clean. Explain in the first

1-2 lines what your app does and why it's unique (but refrain from

Top Free Games > ]
Offers In-App Purchases b ra g g | n g .

Related

bike race free
bike race pro

bike race tfg

M

bike race 2

bike racer

hike rare namee
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Examples of good app descriptions:
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Plants vs. Zombie..
PopCap

App Purcha
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Featured Top Charts  Explore Search Updates
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Description

Featured Top Charts  Explore Search Updates

eeeeo Verizon LTE  11:16 AM 7 85% W)
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FIFA 15 Ultimate
Team by EA SPO...

Electronic Arts >
Offers In-App Purchases

@ Offers Apple Watch App

Reviews | Related ]

App Store Editors’ Notes

Build an unstoppable team filled with all your
favorite players—then see how they stack up in a
variety of modes that'll put your skills to the test.
Balancing a roster filled with skilled players and
compatible teammates has long been a hall ...more

iPhone

e ® Q

Featured Top Charts  Explore Search Updates
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Description

App Store Best of 2014

FIFA 15 Ultimate Team features over 10,000 players
from over 500 licensed teams. Plus, over 30 real
leagues and stadiums! Build a dream squad of
footballers and put them to the test. From the
English Premier League, La Liga, and MLS, to the
German Bundesliga and beyond. It's the most
authentic football game on the App Store, and now
with the Apple Watch companion app you take the
thrill of football to even more places.

This app offers in-app purchases. You may disable
in-app purchasing using your device settings. See
http://support.apple.com/kb/HT4213 for more info.
Consult the bill payer before making any in-app
purchases.

** This is a highly detailed game of superior quality.
Please make sure you have at least 1.35GB of free
space on your device. **

BUILD YOUR ULTIMATE TEAM

Earn, trade, and collect superstars like Lionel Messi
and Eden Hazard to create your own fantasy team.
Choose your play style, formation, kits, and more.
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Optimizing lcons

Visuals are another big component of app discovery; good visuals help

turn eyeballs into clicks, downloads, and installs. Here are a few key

points:

- Don’t use words; users can read your app description. Imagery is
the best way to first capture a user’s attention in the app store.

- Don't use standard gloss.

- Keep the icon simple, clean, and consistent with your app imagery.

Individual app store listing (this is Airbnb’s):

ee000 Verizon T 1:33 PM 94 © 100% 0 4
< Back M =
Airbnb
Airbnb, Inc.>

Essentials

P
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iTunes’ ‘Featured’ Section:

Categories Featured

Popular Games

Heads Up!
Heads Up! Plague Inc.
Games Games
$0.99 $0.99
Popular Apps

>0

Facetune Afterlight
Photo & Video Photo & Video

$3.99 $0.99

11:51 AM

7 73% W)

See All>

True Skate King
Games Rus
$1.99 Gar,
$2.¢

See All >

Sky Guide: Tinc
View Stars... Life
Reference

$1.99

Sago Mini Apps—99¢ for a Limited...

aaEee Q MU

Featured Top Charts
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Optimizing Screenshots

The app store is highly visual; screenshots of your app (used in your - Don’tjust settle for a plain image; include concise copywriting
app store listing and often repurposed in social media install ads calling out benefits or desired actions.
or banner ads) are the user’s intro to your app’s experience and

. _ , o - Treat your screenshots like a stop-motion commercial.
capabilities. Screenshots of your app in action can be effective if you

use a few best practices: Jet does a great job of concisely telling its app’s main value prop - a
streamlined and value-driven shopping experience - through its
screenshots:

0000 Verizon LTE  11:50 AM 1 74% . 00000 Verizon LTE  11:50 AM 1 74% W ee000 Verizon LTE  11:50 AM 7 74% WD
Done Done Done
WOlcome to Jet \ We find low prices online, and give you C ! Savings increase in real time every time
Get savings on pretty much anything member savings on top of that you add an item to your cart
—— w——— * s——
\,eb — O ~ 5 Items Added to Cart
T »u just saved $15.85
FRULSHOPPING OVER $35 + FRUE RETURNS Savings just increased on
= 1 2,004,567 items!
1A Total Savings $45.55
© 5204900,
$11.99
4 Rk pr—
o e s IO i
> " Big Rols, 6 Count
2 )i BT e
oo 000 o000 oe eoe e
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Optimizing Google's Play Store vs. Apple's 1Tunes

If you've been paying attention to mobile at all, you already know the

two main app store platforms: Google and Apple.

Not surprisingly, Google’s Play Store search functions more like its
keyword-driven web search. As AppLift breaks down, Google's Play

Store is highly driven by its semantic algorithm, whereas Apple’s

iTunes Store is driven more by phrases.

iTunes Apps can also be categorized in two categories, which gives
your app a better chance at being discovered within the app ecosystem.
Play Store apps can only belong to one category, and while this may
narrow down your chances within the Play Store itself, it is important
to understand that your app search results are related to and linked

to your Google web search optimization. Link building, content, and a

great product all help to buttress your Google listing.
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Play Store Optimizations

The Google Play store specifically allows plenty of opportunity for

optimization within its layout. If you check out the screenshot below,

you'll see a couple of features you should utilize:

Hotel Search HRS 4.0

Holel Reservation £

(609

INSTALL

THE RIGHT HOTEL CAN MAKE YOUR DAY.
LOOK IN THE RIGHT PLACE.

DOWNLOAD FREE APP NOW.

More from developer Description q-
W Twoot
HRS App Thanks to the free HRS app for Android smartphones, you can now find and book your ideal
t. s trivago The Hotel Search ooking history
v n. on your day of arival

Free

Users who installed this also installed

CHECK29 Hotelauskunft

] * ok (129
L Free
- Schlemmer Atlas
. .; V G3 .

us on Facebook: http/Mww facebook com/hrs com
Follow us on Twitter: https /Awitter comvhrs_worldwide

ind feedback her

the app store, so please

Please note that we cannot respond to review

ve suggestions for

Visit Developer’'s Website > Email Developer

DIGITAL

Harte Hanks Company

- Cross-promotion of your app portfolio (left-hand side)

- Use of valid backlinks to your app landing pages and social
media pages (yellow arrow)

The layout works for both web and mobile view, but only the
mobile view is clickable. It's important to note that you should
also update the text regularly to keep your content fresh for

both Google’s search function and the user.
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ITunes Optimizations

The iTunes Store also allows for plenty of optimization opportunities,
just different and more nuanced than Google.

As ApplLift explains, Apple’s algorithm is more siloed to the iTunes
store and is more rudimentary than Google's complex search
functionality. Your iTunes app description does not influence the app
store algorithm for ranking apps, which will take keywords from the
field into account instead. But the description is important because
it's indexed by Google's web search engine, so make sure to include
relevant and high-volume keywords.

DIGITAL
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One more awesome contribution from AppLift is this handy iTunes/

Google Play Store comparison chart:

App Name
Publisher Name

Description

Keywords
Screenshots

Video
Category
In-App Purchases

Reviews & Ratings
Social Media Actions
Promo Graphic
Feature Graphic

A Complete Guide to ASO (App Store Optimization)

Heavy weight in the
algorithm 255 characters
max.

Searchable

No impact in ASO but in
SEO (iTunes App Page)
100 characters Keywords
Field

Upto5

App Preview: 15 - 30 sec
long

2 for apps / 3 for games
Searchable

Heavy weight in the
algorithm

/
/
/

Heavy weight in the algorithm
30 characters max.
Searchable

Taken into account by the
algorithm

Scattered throughout

Upto 8

Promo Video: YouTube video
of 30 sec — 2min

1 per app or game
Searchable

Heavy weight in the algorithm
Google +1

Optional

Optional J
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http://www.applift.com/blog/ios-app-store-google-play.html#sthash.rxL7cObk.dpuf
http://website-cdn.applift.com/wp-content/uploads/2015/03/ios-app-store-google-play-store1.png
http://website-cdn.applift.com/wp-content/uploads/2015/03/ios-app-store-google-play-store1.png

Importance of Ratings and Reviews

Ratings, which are seen by app store searchers, are critical indicators Make sure to address reviews on a couple of fronts. First, ask for

of your app’s quality and act as social proof that can sway users to reviews from your users. Second, prompt users for feedback so they
download. The more reviews, the better for your app store rankings can convey any issues to you directly before posting a negative review.
and visibility.

eee00 Verizon F 1:34 PM 7 @ 100% 0 4
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16. A must have!!

*xx%x*x MrK LV - Aug 14, 2011

| LOVE this App. | can not stress this enough! | tell
all my friends who are going to be taking a trip to
make sure and check Air BNB before booking
anything. | love to get out on mini vacations and
always am trying to find cool places to stay i...More

17. How simple, how perfect, how...

* % % % * djamesnm - Sep 8, 2013

The app, finally improved over a rather stodgy
version beforehand, helps bring to my fingers the
very literal- rest of the world. A devotee, sadly
unpaid, for Airbnb that | am, | use this app to
preach the world of sharing, as well as what ...More

18. Looks Great? No Wait!

* K RustyMitchell - Jul 22, 2013

| couldn't find a way to click to cancel through the
app. (i could understand if it's because you want to
protect again people using the app to find places
and not paying for the hook up) BUT If you have
booking remorse you still have to call someo...More

e B @ et (P

Featured Top Charts Explore Search Updates

DIGITAL A Complete Guide to ASO (App Store Optimization) 10 E

A Harte Hanks Company.



Conclusion

As we head further and further into an app-based mobile world, ASO
Is more than just a good idea; it's an absolute requirement for brands
serious about moving their mobile needle. Follow the insights above,
and you'll be off to a good start in standing out in an ever-bigger, ever-
noisier crowd. Good luck!
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About 3Q Digital

3Q Digital, a Harte Hanks company, believes clients deserve three
things from a digital marketing agency: passionate service and
complete transparency (EQJ; channel-specific intelligence and
knowledge (I1Q) to develop new strategies as digital marketing
evolves; and rock-solid execution (XQ) to ensure optimization of every

campaign.

The company developed these beliefs as PPC Associates (2008-2013),
which made its mark as a pioneering, results-oriented SEM agency
before expanding to offer best-in-class services in display advertising,
social media advertising, mobile advertising, video advertising,
creative services, and SEQ. 3Q Digital works with some of today's
fastest-growing clients, including Square, Prosper, RelaxTheBack,
SurveyMonkey, Fitbit, and Eventbrite.

If you're interested in learning more about 3Q Digital's services, please
call us at 650 539-4625 or visit http://www.3QDigital.com/contact/.

3Q Digital is based in Silicon Valley and has offices in San Francisco,
Chicago, San Diego, Raleigh, Austin, and Burlington, VT.
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For more
Information on how

can
help your marketing
campaigns:

E CALL US (@
EMAIL US AT
REACH OUT ON

FOLLOW US

GET MORE WHITEPAPERS
AT 3QDIGITAL.COM



