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MMA is 800+ Members

MMA Purpose Strong Globally

Marketers, Agencies, Media Sellers,

WHO The People We Serve Technology & Operators
Prime Audience: Chief Marketers
By helping Marketers do Mobile better, everyone wins. MMA membership represents Marketers, 4 N
Agency, Mediaand Technology Enablers from across the globe. >
AVIERICAN

EXPRESS e at&t
WHY our Reason for Bei ng :
Mission: To accelerate the transformation and innovation of marketing through mobile, driving business
growth with closer and stronger consumer engagement. cp '

brands..

COLGATE-PALMOLIVE

WHAT our Strategic Priorities

o o facebook @
Q Cultivating Inspiration

Aimed at the Chief Marketer; guiding best practices and driving innovation o Further
Google groupm
* Building Capahility for Success % ﬁ% g;%
4%  Fostering know-how and confidence within the Chief Marketer's organization 7 HILTON G
Unilever
Demonstrating Measurement and I mpact ,Moncleléz,

International

II Proving the effectiveness and impact of mobile through research providing tangible
" | ROI measurement and other data

Ccototy

Walmart

Advocacy
Working with partners and our members to protect the mobile marketing industry

/

For more information about membership email: membership@mmaglobal.com




Managing Your Questions

"M M 7 GoToWebinar Control Panel )
Use: () Telephone

(=) Mic & Speakers
MUTED [ | DO0000000

Talking:
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Tentative: Mobile & Privacy: Actionable Steps
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Agenda

* Introduction

* The State of Data in Mobile Marketing

« Using Data to Drive Your Marketing Strategy

* Tips & Tactics to Maximize for Growth



What is CleverTap?

An Intelligent Mobile Marketing Platform

CleverTap is a complete solution for understanding what usersdo in
your app, so you can engage with them on any marketing channel
and drive the metrics that matter to your business

Cleveria MMA
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With CleverTap, you can manage

Everything in one place

: Behavioral User ==
'/o\-/ Analytics + !l Engagement = CIEVEP Hfzu [J,\

Cleveriap MMA
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Trusted by Today’s Top Brands

4000 Q 55 billion
b
1 billion @ 10 billion

SAMSUNG

& curiosity O vodafone B

FANDANGO

Clever



Features

- Pivots
- Compare data across multiple properties

Rich User Profiles
- Track every user, logged-in or not

" Conort between Inn 02, 2017 - Jan 15, 2017

Events Tracking and Trends - Flows
- Track user activity in real-time - View exactly how your users flow through
your app
Funnels & Cohorts
- Find out user drop-offs
- View retention cohorts
Attribution

- Optimize your campaign spends across
channels

Uninstall Tracking
- Track and analyze app uninstalls

Cleverlap

MOBILE MARKETING ASSOCIATION



Clever

Features

W Hurry! 12mago
I

ii Jane

Tap

- the Clarks s
like, only have 2 pairs Ieft

Engage with users on their preferred channel:

Push Notifications

In-App Notifications

Email Messages

Web Notifications
Browser Push notifications

Facebook Remarketing
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The State of Datain Mobile Marketing

11 CleverTap MMA
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Mobile Usage for Consumers

The amount of time consumers spend on mobile devices continues to increase with
each passing year, and ad spend is rising with it.

e Users now spend an average 69% of their media time on smartphones, and
50% on mobile apps. *comScore
e Mobile devices will drive 80% of global internet usage. *Zenith

e People use an average of 9 apps on a daily basis, and 30 apps on a monthly
basis. *

MMA
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Data Usage for Marketers

Today’s marketers are more connected to their audiences than ever before.
And yet they say it’s still a struggle to meet customer expectations.

e Mobile marketers use only 5% of their available data. *

e Just 7% say they’re able to effectively deliver real-time, data-driven marketing
campaigns. *

e 43% say they don’t have the proper tools to turn data into actionable insights.

*

e Only 44% of marketers trust the quality of their data to use it for important
business decisions, leaving 52% to admit they rely on “gut feelings” to guide

strategy. *

13 CleverTap MOBILE MARKETING ASSOCIATION



Using Datato Drive Y our Marketing Strategy

14 CleverTap MMA
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Where to focus:

e Too many apps flop because of poor metric tracking, interpretation, and
misinformed business strategies.

e But mobile analytics doesn’t have to be complicated.

e Focus on three key areas of the mobile customer funnel.

15 CleverTap MMA
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Key Stages to Focus On

Acquisition

The process of getting usersto
download your app.

CleverTap

Activation

The process of turning new
users into active ones.

Retention

The process of keeping users
coming back to use your app.

=t
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17 CleverTap

The Acquisition Stage

Gaining new users

o=
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Acquisition - Why it’ s important:

You can’t grow your mobile app if you don’t acquire new users — and you can't
acquire more new users if you don’t understand where your current users are
coming from.

That means tracking downloads and attributing those downloads to specific
acquisition channels.

CleverTap MMA
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Data to Focus on During the Acquisition
Stage

19 CleverTap MMA
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CleverTap

Number of new downloads in a given timeframe (daily,

Campaigns

Direct

Organic

Black-friday

Boxing-day

weekly, and/or monthly)

Attribution model Decay v  with half life of 7Days ~

24163

MMA
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Compare by

F

Day

Jan 02

Jan 03

Jan 04

Jan 05

Jan 06

Jan 07

Jan 08

Jan 09

Jan 10

Campaign source

Channel attribution
Which channels are new users coming from?
Use this data to optimize marketing spend and improve ROI.

Facebook

Google

Cohort for Facebook - between Jan 02, 2017 - Jan 10, 2017

1263798

895184

678,992

496,888

522,003

615,520

490,054

490,054

490,054

Day 0

Day 1

33.40%

24.90%

19.50%

23.30%

26.50%

22.30%

110%

12.30%

10.00%

Day 2

29.70%

19.90%

20.20%

23.70%

20,80%

10.20%

9.60%

Day 3

2510%

21.60%

23.80%

20.60%

1210%

9.60%

Twitter

Dey 4

27.50%

25.40%

21.20%

13.40%

1n70%

10.20%

Daily

Day 6 Day 7 Day 8

2870% 21.00% 20.20%

15.40% 15.30% 1710%

13.40% 15.60%

13.90%

Day 9

22.80%
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The Activation Stage

Turning new users into active ones
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Activation - Why it’ s important:
You may be surprised by how many users download your app but never

use it.

Nearly 1 in 4 users abandon an app after launching it just once. *
Downloads are great... but activations fuel growth — and profits.

Activation has also has a major impact on overall retention rates.

o3 CleverTap MMA

MOBILE MARKETING ASSOCIATION



Data to Focus on During the Activation
Stage

o4 CleverTap MMA
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Activation Rate
Percentage of downloads that
launched the app

Day-1 Retention

Percentage of users who came
back to the app on day 1

o5 CleverTap

Step 1

Step 2

!F"
Day

Jan 02
Jan 03
Jan 04
Jan 05

Jan 06

Users

138,310

142,779

137,270

142,909

128,837

App Launched

App Launched

Day 0

100%

100%

100%

100%

100%

Day1

32.50%

30.90%

31,90%

30.80%

31.60%

v First Time

Cohort between Jan 02, 2017 - Jan 11, 2017

Day 2

22.90%

23.90%

23.50%

2270%

2370%

+

Day 4

19.10%

18.80%

19.70%

17.90%

19.40%

Day 5

18.20%

18.60%

18.20%

18.10%

17.40%

Daily

Day7 Day 8 Day 9

1770% 17.00%  15.20%

1710%  15.30%

16.20%
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Registrations Linda Williams

Bd twi X< L #1-555-245-2013

Number of new users who complete the ikl ki
registration process =

Customer Conversians

& Activity

Avg. visit duration is Avg. time between visits is

U ser P rOfi |eS : o 8 minutes 19 hours

Last seen: Mon, Feb 13, 2017

Data on who your users are and what [ Men, Feb 1,207
they do 1:28 am syment Offer Applied
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The Retention Stage

Keeping users coming back to use your app
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Retention - Why it’ s important:
Because acquiring a new user is virtually meaningless if your users

don’t stick around.

The average app loses 95% of its daily active users within the first 90
days after install.*

It doesn’t matter how many people download your app if you can’t
keep them coming back.

CleverTap MMA
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Datato Focus on During the
Retention Stage

o9 CleverTap MMA
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User Retention N'Day Retention
Rates

Shows you the percentage
of users who come back
on a specific day.

o
o
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Day O Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day9 Day10

MMA
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DAU, WAU, MAU

The number of active app users on a given day, week, or month

Dashbhoard Conversion Event - Added to Cart

Mobile App @

t e - 251an 2016 e 24 Feb 2016 " - 2
Select Range OR an i to €l a8 QuickView = More

All - iOS  Android Windows

MAU

112,406 115,849

Active users trend Total active users vg. dai ive us 5 Monthly active users

24 Feb 2010

Els
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Uninstalls
How many users uninstall your app on a daily, weekly, and monthly basis

Step 1 App Launched v v First Time (4

Step 2 App Uninstalled

B Cohort between Jan 02, 2017 - Jan 15, 2017 Daily

Day Day 0 Day 1 Day 2 Day5 Day 8 Day 9

949,249 3 16.10% 1.60% 4.80% 5.20% 5.50%

935,693 . 18.00% 10.00% 6.90% 5.80%

870,883 3 16.60% 12.40% 7.60%

870,883 16.60% 12.40% 7.60%

870,883 16.60% 12.40% 7.60%

870,883 100% 16.60% 12.40%

CleverTap MOBILE MARKETING ASSOCIATION



Key Data Points Recap

3 CleverTap MMA
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Key Data Points

Acquisition

e Number of new
downloads
e Channel attribution

2 CleverTap

Activation

Activation rate
Registrations
Day-1 retention
User profiles

Retention

N-Day retention
DAUsand MAUs
Uninstalls
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Tips and Tacticsto Maximize Growth

35 CleverTap MMA
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The Process of Growth

Build, measure, learn, repeat.
There are no shortcuts.

The faster you learn, the faster you can improve your product and deepen
relationships with customers.

It's all about continuous improvement. Some advancements will be big, some will be
small, but progress is progress — even if it's learning what doesn't work.

MMA
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Optimizing the Acquisition Stage

Evaluate the success of various user acquisition channels.
Double down on what works and re-evaluate what doesn't.

MMA
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Find Your Most Successful Channels with Acquisition Cohorts

Compare by = Campaign source Facebook Google Twitter

i Cohort for Facebook - between Jan 02, 2017 - Jan 10, 2017 Daily
Day Users Day 0 Day 1 Day 2 Day 3 Day 4 Day 6 Day 7 Day 8 Day 9
1,263,798 100% 33.40% 2970% 2510% 27.50% 2870%  21.00% 20.20%  22.80%
895,184 100% 24.90% 19.90% 21.60% 25.40% 15.40% 15.30% 1710%
678,992 100% 19.50% 20.20%  23.80% 21.20% 13.40%  15.60%
496,888 lelel 23.30% 23.70% 20.60% 13.40% 13.90%
522,003 100% 26.50% 20.80% 12.10% 11.70%

615,520 100% 22.30% 10.20% 9.60% 10.20%

490,054 1.10% 9.60% 9.80%

490,054 12.30% 9.30%

490,054 10.00%

Els
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Enhancing the Activation Stage

Activate new users with an ideal first time user
experience that includes using in-app messages,
emails, and an effective onboarding flow.

39 Cleveriap MMA
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In-app messages

‘ BOOK NOW

CleverTap

Send in-app notifications to help
new users find value as quickly as
possible — and increase the
likelihood of converting new users
into customers.

Welcome new users, highlight key
features, or offer promo codes for a

first order.

MOBILE MARKETING ASSOCIATION



Email messages

Engage new users
outside your app with
personalized emails
that greet them by
name, suggest a
specific action for them
@ = - to take, and highlight
the app’s core value.

Travel to Exotic Locations

LOOKING FOR EAT OUT?

10 Hey John

It is time to get away!

4 ~ / > g
Y Jobicives T Ao

N

4 CleverTap MMA
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First-time user experience

Offer Sekectyour fvertn cubine Ask user Always give
g social login v preferences | new users a
options to W caian SO you can good reason
make sign = quickly to opt in to
ups quick :::‘ personalize permissions.
& easy. Lebanese the app

experience.

42 CleverTap MM A
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|mproving the Retention Stage

Retention is built on delivering value and building
user habits.

.3 CleverTap MMA
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Identify core habits

“Unfortunately, if a habit isn’t formed within
the first week of use, you’ve likely lost your
chance to keep these users over time.”
-Nir Eyal

Find out what users who stay actually do, as opposed to those who leave.
Example: users who add five friends in two days are more likely to

continue to use your app than those who don’t. So it makes sense to
encourage users to add friends as quickly as possible.

w4 CleverTap M

MOBILE MARKETING ASSOCIATION



Push notifications

Push notifications are a powerful engagement tool,
with up to 40% CTRs.

€ CURIOSITY Just Now @ vovsmar

Amazing Planet

It is called “The World’s Most Important Room”. Go
inside the hidden Arctic Seed Vault. & Yesterday, 16:45

Weekend plans ? Don't forget your GoPro

Game Of Thrones New Seaso;\

The best apps know how to use this channel to their BEEEEEEE St
advantage by sending users notifications that are timely,
personalized, and actionable.

45 Cleve rfa P MOBILE MARKETING ASSOCIATION



Push notifications - examples

W Entertainment&TicketingApp

N W e (¥ 1

Benvenuti a Roma, Sam! I ¥ Here are the
phrases you need to get around: Please -

Per favore, Thank you - Grazie, Excuse me -
Mi scuzl, Do you speak English? - Parla ingles

Send users helpful reminders and updates, personalized recommendations, and tips to help
them meet their set goals.

46 Cleve rTa p MOBILE MARKETING ASSOCIATION



Resources

Mastering Mobile
App Engagement
& Retention

Build campaigns that keep i )
more of your app users T B|Og .

from churning

CleverTap
MMA
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Be Inspired and Learn

Upcoming MMA Webinar Series Upcoming MMA Events

MMA Mobile Mobile
Marketing | mpact Forum
April 10-11, 2018

NYC

MMA Leadership Forum
| Brasil

4 April 2018

a8 Sao Paolo

L ocation Data: Paving the Path to
Integrated Marketing
Wednesday, January 24

APAC Webinar: The Ultimate Survival
Guidefor Mobile Marketersin 2018
Wednesday, January 24t

MMA Forum London
May 2018

mmaglobal.com/webinars mmaglobal.com/calendar/monthly
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MMA Programs Overview

@

Currency Measurement Internet of Things Location Mobile Games

——————————————————————— e e e et
| | |
1 1 1
1 1 1
1 1 1
1 1 1
| | y [ |
— | | 2 m—— |
— 1 1 1
-—— 1 1 3 L] 1
1 1 1
! ! ! Mobile Shopper
Mobile Messaging : Mobile Native Advertising : Mobile Programmatic :
: ! : Marketing
_______________________ _i“"““““""_“"“_i“_“""“““-_"““J““““""““““""
1 1
| | Meeting Call-In Details
1 1
. i @ i +1(917) 336 — 1495 No PIN Needed
1 1
. E Pri i uberconference.com/leo72
| rivacy :
Mobile Video i i
1 1
1 1
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Participate in the Conversation

MMA Smartbrief Mobile Marketing MMA Linkedln Get Social with MMA
Insights Group

MMA Smartriel MOBILE MARKETING INSIGHTS

capabilities | Inspiration | leadership | Ins
g =\ Ve l P gmn
. Global
\ hos Al I
T, ¢ s
N s N
Exrly 00 g
Seactir May 241 2 &)
BT Mane Desskens Ratad On Cuatand App Mase fac Dyogammak orum 5 »
ts >
.

w3
Getting Great at Moblle

Case Study Hub The Mobile Marketing ~ Guidance Reportsand Webinar Library
Playbook Benchmarks

Top Jory. S fop Awtie

nsights
M bll Autol ma| &
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Thank You!
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