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Executive Summary 
To Mobile, or Not to Mobile? 

When mobile exploded a few years ago, arguments were made for and against adapting a “mobile first” 
advertising mind-set. With experts anticipating that 5.5 billion individuals across the globe will have a mobile 
phone by 2020, it's hard to argue against it.  

Still, there have been a small number of naysayers warning against mobile-only strategies. In July 2015, 
digital marketing columnist Kristina Schachinger suggested this 'mobile-is-king’ view point should be 
tempered. Schachinger argued that while ignoring mobile’s importance would be perilous for advertisers, 
she also questioned the wisdom of mobile worship to the exclusion of other devices. She warned brands not 
to sacrifice, “real users and real money on the altar of “mobileness.” She asked, 'Is it a matter of proximity?' 
and 'is mobile truly dominating?’ Or is the pie just getting bigger and mobile is capturing the lion's share of the 
market? According to a 2015 comScore report, people are still engaged with more than just mobile - desktop 
and tablet use have also increased, and this growth is in addition to mobile, not just at its expense.  

Add to this, the growing concern that mobile operators are threatening to implement ad blocking across their 
networks. Whilst this has yet to pass, it is a very probable outcome between UK mobile giants, O2 and EE.  Only 
recently has Three announced a move to implement network-wide ad blocking. There are obvious perils here 
for advertisers heavily invested in mobile strategies.  

However, in October 2015, Google reaffirmed mobile’s supremacy, with Google CEO Sundar Pichai stating, 
”There are more Google mobile searches than desktop searches worldwide.” 

Mobile has become a staple in most marketing plans, but not all brands were prepared for the speed at 
which the channel took off. While some have fully integrated, robust mobile strategies, other have lagged 
behind with paltry half-hearted attempts, such as stopping efforts after making their sites “mobile friendly” or 
tagging mobile paid search activity onto current desktop strategies.  

This document explores in greater depth how advertisers should be approaching their mobile strategies, and 
addresses some common mobile advertising concerns.  
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Trends in the Mobile Landscape 

2016 promises to see an increase in mobile integrated advertising campaigns and 

strategies that go beyond basic techniques. More advertisers will begin to use data in 

an intelligent way for mobile specific users. This means users will be more likely to see 

highly relevant results when they search. These ads will go beyond a simple product 

recommendation and offer mobile search results that are aligned with what they are 

looking for in terms of size, location, colour and price. 

Advertisers should expect to see social and e-commerce apps merge. For instance, 

social platforms are increasingly becoming e-commerce focused. We’ve already seen 

the beginnings of this trend with call-to-action buttons, such as “shop now,” “install,” 

“learn more,” and “subscribe.” You can be scrolling through your phone on Facebook 

and after liking a few baby photos or accepting friend’s birthday party invitation, you 

can also come away with a new shirt and a subscription to the New York Times all in 

one fell swoop. 

The “mobile web” will blur the lines of app and web search. Downloading apps from an 

app store can be a barrier for some users. Google search already provide contextual 

search results for apps, and have also recently acquired a service (Agawi) that permits 

the user to stream an app without having to visit a store to purchase it. Merging web 

functionality with app "ease of use”, will create a seamless experience for consumers. 

Experts speculate that over time, the difference between mobile app and web will be 

virtually indistinguishable.  

Mobile phones are also becoming our hub for all things money related, whether that be 

banking or making a payment. Mobile payment features like Apple Pay, Google wallet, 

and brand mobile apps (like the Starbucks card), and other tap-and-go mobile systems 

have revolutionised the way in which people buy things on their phones.  

Finally, we are also seeing a trend of the “super app”, i.e., integrated mobile apps that 

multi-task and help us with our day-to-day lives. Mobile apps that push forward our 

reminders, to-dos, weather, news, count our calories, and send our emails. Mobile apps 

that are attuned to our needs while we are on the go. 

Each of these trends will see the mobile phone become even further engrained in our 

everyday life; making the life of the user easier as advancements are introduced that 

better suit their needs and experiences. So what steps should advertisers be taking in 

order to get their mobile strategy on the right track? 

Mobile Optimisation 

A mobile friendly website shouldn’t be the first and last stop on your road to a mobile-

centric strategy - it should be step one of acknowledging the shift in consumer 

behaviour. Advertisers need to adopt a "mobile mindset,” with a cross device journey in 

mind.  

It is normal for an individual to use two or more devices, with many switching between 

devices whilst performing tasks 
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such as shopping online or looking at social networks. This interaction has become so 

commonplace for users that they expect the experience to be a seamless transition 

between devices, and an equally seamless experience should they choose to conduct 

the entire transaction on mobile. This is why having a site that is optimised for mobile is 

vital to solidifying a positive customer experience. 

Do You Need to Have a Mobile App? 

Should your business have a mobile app to complement your website, especially if the 

website is already optimised for mobile use? Churning out an app just for the sake of 

having one is never a good strategy; an app has to fit your brand and align with your 

customer's needs, otherwise, it’s wasted expenditure.  

According to a recent article in Forbes “Apps are in many ways, more processes than 

things". A good app should promote exploration, improvement, and foster digital 

engagement. Only the most relevant pieces of your website should be duplicated on 

your mobile app.  

Smartphone users don’t want an endless array of apps cluttering their screens. Apps 

must be relevant and provide specific goals in seconds. They must either provide 

convenience for a product or service the consumer needs or uses (videos, maps, news, 

social, or payment options), or give them something they can’t get anywhere else. If 

the app can’t provide either of these two criteria, the user will eventually uninstall it.  

Before diving headlong into building an app, there are some pros and cons to consider: 

Pros of Having a Mobile App 

 Deep Linking - Apps engage users with push notifications and can create an 

effective user experience with easy to use functions such as “tap to call”. 

 

 Enhance Marketing - Promotions and offers can be easily pushed via 

notifications, reminding the user of your brand over the course of their day.  

 

 Retention - If your goal is customer retention and engagement, then a mobile 

app is an excellent choice because it is easier to track and measure interactions, 

purchases, and habits versus the web. This data provides actionable insights into 

how to make the consumer experience better.  

Cons of Having a Mobile App 

 Cross Platform Availability – There are numerous mobile formats including, iOS, 

Android and Windows, phones and tablets. This means added time and money 

developing apps for each platform. It isn’t always necessary to be on each 

platform, but this is why it is essential for advertisers to understand their target 

market.  

 Maintenance - Apps require regular updates and improvements. For instance, 

there will be bug fixes and updates to phone software that will require app 

maintenance.   
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 Cost - High quality apps can be expensive to create, especially if you’re not 

looking to simply duplicate the contents of your website in app form. For a higher 

quality app with good functionality, it can get expensive. 

Apps may not be the best course of action for every brand; many smaller brands are 

intimidated by the idea of spending money to create a mobile app, but in most cases, 

the pros outweigh the cons and the payoff is well worth the effort.  

Also, consider the sector your business is in. This will influence how and why consumers 

are using your app. For instance, consumers of retail brands will primarily use their 

website for shopping. In this instance a mobile app is quite beneficial as the 

functionality of the app can make the shopping experience more fluid. However, if your 

business offers a service, such as an IT company, and users primarily visit your website for 

information, a mobile app would probably not be necessary.     

Mobile apps often simplify the navigation of a site, and streamline the purchasing 

process. When an app is created in an efficient, thoughtful and user-friendly manner, it 

will enhance your mobile customer experience. 

In-App Advertising 

There has been some push back to advertising on mobile recently, with customers tiring 

of intrusive banner ads and pop-up screens marring their user experience. Marketers 

and publishers need to find better, less invasive ways of reaching their target audiences 

because the revolt against in-app advertising is here. In the summer of 2015, Apple 

announced it would permit ad blocking software on its iOS 9 phones sending advertisers 

and publishers into a panic. Users complained about advertising invading, what was 

perceived to be, a more personal space.  

Though all is not lost; executed correctly, in-app advertising is an effective platform for 

brand advertising. Mobile is still a highly coveted space to reach potential consumers. 

Smartphone users spend a significant amount of their time in-app, so it’s naturally, a 

place where advertisers want access.  

“In-app mobile ad spend is really the future of the mobile advertising category. 

Considering that people with access to a smartphone or tablet now spend an average 

of three hours on them per day and 84 percent of all smartphone time is spent in-app, 

in-app engagement is increasingly critical for brands, advertisers, marketers, and 

agencies,” Chad Gallagher, Director of Mobile, AOL. 

A much better approach to in-app advertising would be to use “native” ads, such as 

the in-feed ads used on Facebook and Twitter, which receive a more positive response 

because they integrate seamlessly into the platform, and tend to be carefully curated 

and highly relevant to the user. 

The Benefits of In-App Advertising 

 Users are more engaged giving advertisers the opportunity to re-engage former 

users and maintain retention levels whilst encouraging repeat purchases.  
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 CPM and CTR is often higher in-app versus on mobile web. 

 Better control over the user experience. 

 Provides a rich, layered, data set: location, age, gender, real-time activities.  

The Benefits of Mobile Advertising?  

 Engagement - With more users spending time searching and interacting via 

mobile it would be wise to make a solid investment in mobile ad spend. Whether 

through mobile web or in-app, consumers are increasingly turning to mobile for 

their day-to-day needs, and purchasing activities.  

 Retail Goldmine – 2015 saw retailers spending more than any other industry on 

mobile advertising, to the tune of $6.65 billion. This shows no signs of slowing 

down. Mobile users are shopping on the go and retailers are ramping up the 

purchase process to make buying a smooth and easy experience.  

 Targeting – Mobile offers sophisticated audience targeting capabilities, 

especially in-app, where users can be identified more easily. Targeting 

capabilities can be personalised and more granular.  

Moving Mobile into Your Digital Strategy 

Mobile has moved from the common refrain of, “We need a mobile strategy”, to 

“Mobile IS the strategy”.  Businesses have taken their cues from consumer demand and 

have entirely restructured how they do business to accommodate for mobile and 

make/keep customer happy.  

Strategy in 2016 has moved beyond just dumping content into a mobile friendly format. 

What are some key ways to successfully implement a mobile strategy? 

 Invest in mobile focused teams that understand the mobile cycle and who are 

dedicated to improving mobile customer experiences. 

 

 Improve your A/B testing to optimise the conversion funnel.  

 

 Invest in a well-made mobile app (if appropriate to your line of business). 

 

 Use media (paid and earned) to push your strategy and app. 

 

 Maintain a positive customer experience. 

Conclusion 

To Mobile, or not to mobile? The answer still is a definitive “yes” to mobile-oriented 

strategies but with the blinders off, with an awareness of potential disrupters, and an 

open mind challenging "the facts” of mobile supremacy. The cultural shift has occurred; 

mobile will continue to propel the digital marketing industry forward and is still a clear 

winner. It will remain a dominant feature in advertising even as other formats encroach 

on its territory because nearly everyone has a smartphone and the number of 

smartphone users is growing steadily. So, yes to mobile, but mobile wisely. 
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Benefits of Working with NMPi 

Market Leading Technology 

Our Mercury Platform helps to deliver a 

“full-funnel” approach to find new 

customers and convert your existing 

prospects. 

Award-Winning Experience 

With over 12 years of experience in the 

digital industry, we have helped numerous 

brands create a step-change in their 

business.  

Granular Targeting 

Our granular approach to audience 

segmentation delivers the right message, 

to the right person, at the right time. 

Passion Management Team 

We are a dynamic team of the most 

qualified analysts, account managers and 

technologists operating in the online 

advertising industry. 

International Reach 

Already active in your core markets? We 

can deliver campaigns in markets where 

you are not active.  

Full-Funnel Visibility 

Integrated Paid Search & Display 

offers a full-funnel view of the 

consumer, from initial display 

impression to final conversion. 

 

 

 

About NMPi 
NMPi is an award-winning digital agency helping ambitious brands maximise the potential of their 

online marketing. Based out of London, UK we work with clients ranging across sectors including retail, 

travel and finance.  We operate across more than 100 countries, in over 55 languages and generate 

client revenues of over £100 million annually. 
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For more information please contact us: 

 

  +44 (0) 207 186 2100      info@nmpilondon.com 

 


