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Web Mental Models Fail in Mobile Ecosystems

The Web Mindset

Primary Goal: Cheap clicks & volume (CPI).

Platform View: Web is web; a useris a
user.

Retention Expectation: Daily visits equal
health.

Marketers trained on web PPC campaigns often bring the wrong diagnostic tools to mobile apps.
Treating app growth like web traffic leads to optimizing the wrong metrics, misallocating budgets,
and misinterpreting user behavior.

.

’

Primary Goal: Downstream quality &

compounding revenue (ROAS & LTV).

Platform View: Massive iOS vs. Android
revenue asymmetry.

Retention Expectation: Category-specific
behavior (e.g., travel is episodic).
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The Funnel Dependency Plumbing

The mobile marketing funnel runs in strict order. These are causal dependencies, not loose labels.
Revenue cannot compound without retention; a user cannot activate without first installing.

81 Awareness

Discoverability (App store
search, paid social).

02 Install

The download event.

Rigid Dependency: Stage
&= [N] cannot flow to Stage

[N+1] without

intervention.

B3 Activation
The first meaningful in-app action.

04 Retention

Habit formation.

05 Revenue
Monetization (Bookings, IAP).
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The Activation Valve: Opening is Not Activating

Defining ‘user opened the app’ as activation is one of the most expensive mistakes in mobile marketing.
Activation requires a concrete, observable in-app event that delivers the product's core value proposition.

- The False Key

Event: App Open
Result: Insufficient action.

The Real Key

Event: First Flight Search or
First Booking

Result: Unlocks flow to Retention.

Healthy Install-to-Active CVR: 25-40%
(UXCam, 2026). If lower, audit onboarding (

UX before increasing ad spend.
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The System Gauges: Core Diagnostic Metrics

Applying the wrong KPI to a funnel stage produces decisions that optimize the wrong outcome.
These four metrics dictate every budget allocation you will make.

DAU/MAU Ratio (Stickiness)

Formula: Daily Users =+ Monthly Users
Healthy Signal: 20.20 (General); 20.50 (Exceptional)

Location: Retention Stage

ROAS (Return on Ad Spend)

Formula: Campaign Revenue + Campaign Spend
Benchmark: >40% D30 ROAS on iOS is solid

Location: Revenue Stage

Install-to-Event Rate

Formula: Installs triggering core event + Total Installs
Danger Signal: High CPI spend paired with <25% activation

Location: Activation Stage

LTV (Lifetime Value)

Formula: ARPU x Avg Customer Lifespan
Function: The ultimate North-Star for repeat-purchase apps

Location: Revenue Stage
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Contextualizing Retention: The Episodic Curve

A flight-booking app with a DAU/MAU of 0.05 is not failing. Travel apps do not rely on daily habits; they
rely on episodic re-booking. Applying messaging-app thresholds to travel produces false alarms.
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Three Parallel Growth Levers

Mobile growth is driven through three interconnected operational levers.
Operating these in silos guarantees high acquisition costs and leaky funnels.

ASO
(Organic)

Target:
Awareness = |[nstall

Cost:
Zero marginal cost per install

Core Metric:
App Store Keyword Rank,
Store CVR

Effect:
Multiplies paid campaign
efficiency

iy
=0

~ Paid UA
(Advertising)

Target:
Install = Activation

Cost:
Paid per install/event

Core Metric:
CPI, ROAS

Effect:
Drives scaled, high-intent

volume
(Google, Meta, Apple Search Ads)

f In-App Engagement

GEIE )

Target:
Activation = Retention

Cost:
Near-zero marginal cost

(Push, In-App Messages, Deep Links)

Core Metric:
Install-to-Event Rate,
D30 Retention

Effect:
Plugs the leaky bucket

LV
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The Mobile Tool Infrastructure

Each growth lever requires a dedicated toolset to operate and measure effectively.

The Radar
ASO Tools

Function: The organic radar.
Brands: AppTweak (§99/mo),
MobileAction, Sensor Tower
(S25K/yr).

The Core Hub
MMPs (Attribution)

Function: The central data hub.
Brands: AppsFlyer, Adjust, Branch, Singular.

Context: USD 284M industry (2024).

The Router

Engagement Platforms

Function: The retention routers.
Brands: CleverTap, MoEngage,

Airship, Braze.

The Intake

Paid Campaign
Managers
Function: The acquisition engines.
Brands: Google Ads, Meta Ads
Manager, Apple Search Ads.
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TikTok

Meta

Google

Click
Spend

Click
Spend

Click
Spend

The MMP is the attribution layer. It connects ad spend on external

Data
Data

Data
Data

Data
Data

The Measurement Core:
Mobile Measurement Partners

networks directly to in-app revenue events, answering: "Which
campaign drove this install, and what did that user do next?"

MMP Hub

(8,000+ Network
Integrations)

Unified Output:
ROAS, LTV, and Cost Per Event
directly attributed to campaign.

WARNING: Without
an MMP, you cannot
optimize for ROAS
or LTV. You are
flying blind on
CPI alone.

In-App Events
(Search, Booking)
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Platform Asymmetry Shapes Budget Allocation

The mobile ecosystem operates as a duopoly with an inverse relationship between volume
and value. Splitting acquisition budgets 50/50 fundamentally misallocates capital.

Android (The Volume Engine)

Global Device Share: ~68-72% I

iOS (The Value Engine)

Consumer Spend Share: ~67-70% I

Global Average CPl: $1.92 I

Global Average CPI: $5.84 I

Strategic Imperative: Mass-market
volume acquisition, led by organic ASO
and zero-marginal-cost installs.

e

targeting. The higher CPI is justified

Strategic Imperative: Premium

by massive revenue parity and
higher D30 ROAS benchmarks (>40%).

N
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The Volume vs. Value Dilemma

When CPI and ROAS conflict, ROAS must win. Optimizing for top-of-funnel
volume without checking downstream quality destroys unit economics.

Campaign A | Campaign B
CPI: $1.50 CPI: $4.00
D30 ROAS: 15% D30 ROAS: 55%
Recovers only $0.15 per Recovers $0.55 per $1
$1 spent within 30 days. spent within 30 days.
The Web/PPC Trap | R

‘ Conclusion: Campaign B generates nearly x
| 4x the revenue efficiency despite a CPI
| that is 2.6x higher. Scale B, kill A.

& NotebooklLM



Anatomy of a Transactional OTA

EaseMyTrip is a commission-based Online Travel Agency. With 1M+ registered users, its business
model completely inverts the standard, acquisition-heavy app playbook.

Mobile Volume: The Engine: No-Convenience-Fee Model
62% of online
travel bookings

High Intent: 2.41%
Install-to-purchase intent
(vs eCommerce 1-2%)

>95%-

revenue comes from
repeat customers.

The Strategic Shift: Because 95% of business is repeat, top-of-funnel acquisition cost (CPI) is

largely irrelevant compared to the long-term compounding value of retained users.
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Blueprinting the OTA Funnel

A customized diagnostic framework for a transactional travel app. What to
measure, what healthy looks 11ke and what to pull when metrics turn red.

Install Stage

'ij KPI: CPI by Channel Danger: High i0S cost Action: Shift volume to ASO ]

Activation Stage

- g . : Action: Audit onboarding UX;
KPI: Install-to-First Search Danger: <25% CVR deploy deferred deep links

Retention Stage

Actlun Trigger targeted push

Revenue Stage

Action: Kill cheap channels ;2
P e driving zero-intent searchers Qg
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The Unified Mobile Grow

Mobile marketing is not a linear checklist; it is a closed-loop system. When fully integrated,
organic visibility, paid acquisition, and behavioral retention feed each other.

ASO

High organic rank
lowers blended CPI.

: =\ Paid UA

- ,1-;‘-- Feeds high-volume
i | H,.-"' - =
S installs into funnel.

Isolated optimization is a failure of strategy.
. The engine only accelerates when the loop is closed.

. -  ——

=128 = In-App

~~"  (Catches installs; forces

: "-'efkac:tivatiuu & retention.
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Revenue

Generates
compounding LTV data.



