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Considering that this is a channel where we pour the most personal aspects of our daily life, for example 
being in contact with our relationships or managing really private contents, it is important that brands 
generate the interest and the necessary trust so that users leave them room in a media they consider 
their own. Due that mobile marketing allows companies to communicate with their costumers anytime-
anywhere, and also gets incredible returns if it is done in a smart way, mobile is at this moment a worthy 
channel.

Nevertheless, it will only become one if it starts developing a truly mobile way of doing things, not only 
adapting online techniques onto smartphones. Not everything are banners and more banners target to 
indiscriminate end users. Mobile Communication has distinctive features that need to be considered to 
achieve the desired results. After several years being mobile, it is time to begin a new way of communica-
ting taking advantage of all the offered possibilities, always through an appropriate results measurement. 
Without this Mobile Communication, achieve loyal users will be like a shot in the dark.

As an advertiser or mobile marketer, it is basic to understand the importance of identifying the needs of 
each user and the more appropriate channels to get an idea of its behavioral patterns and preferences. 
Only then will it be possible to determine the best way to communicate with them sending messages with 
the appropriate content and timing, and to reach your strategic goals.

As the mobile sector is rising, it’s essential for its players to build consumers trust in this channel to turn 
their smartphones into points of purchase and into devices to be in constant contact with their love brands. 
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“Almost a quarter of the smartphone users (22%) declare they would buy through 
their mobile if they might receive useful and personalized brand contents.”

Of course not all messages require to be personalized (it depends in a good way on the app performance and 
the type of content) but in general it can be stated that if the messages aren’t relevant and diverse, it is likely 
that the app will lose its best users. You can say that is all a matter of analyzing the actual app stage and the 
users profiles to design a Communication that become crucial for the right development of the Mobile Biz.

At the time to show this relevant advertisement is interesting to verify that a 54% of the mobile users prefer 
a personalization based on their interests, while an also relevant 44% they like to receive commercial content 
according to their geographical position. On the other hand, only 1 out of 4 seem comfortable with advertise-
ment based on their purchasing and navigation historical, a percentage drop to 19% if data comes from other 
devices such as a PC or a tablet.

You also need to take into consideration the fact that even when users accept targeted advertising, it does not 
imply that they are willing to support an invasion on their mobile devices, something they are not used to. 56% 
indicated they do not want to receive such personalized advertising, while 22% would accept it once a week 
and 12% on a daily basis. It is in this total 34% of users willing to receive messages tailored to their needs and 
expectations on those to work to gain further loyalty to the brand-app and end up a conversion funnel.



www.emmasolutions.net
info@emmasolutions.net

Remember...

A conversion doesn´t necessarily mean an in-app purchase. It can also be an event 
such as a Social Media share, a registration or a phone call.

For all this, even though in general a personalized and segmented m-communication will get higher 
conversion rates, it is important that companies act always very cautiously when intruding into the user’s 
most personal device.

Gender and age differences also play a relevant role when defining the most adequate communication 
strategy considering the target group. According to this, young people will be the group that will take 
the best profit of the different mobile opportunities. They will be the first ones to try new products and 
also to make a significant use of coupons, as the usually  ‘free’ customers they are. They are also the most 
reluctant to receive brands messages.

As counterpart, adults are more favorable to receive commercial contents in their mobile devices onto 
the point of being satisfied to get alerts and information from different brands either of product offers in 
the app or updates. Plus, they are more likely to pay for services than young users.
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According to gender, women show more interest for targeted price and offer messages, and for social 
products and services like free time and culture. Men, on the other hand, prefer notifications about app 
new features or specific contents they are not aware yet.

In conclusion

While it is true that Mobile Marketing Communications can be an effective technique, it must always 
respect the limits imposed by the users (regarding intrusion and saturation), even when facilities for 
segmentation and content are offered by its techonologies. 

In the long-distance race to conquer the mobile consumer in an increasingly complex and fragmented 
environment, it is essential to raise a flexible communication strategy based on clearly defined objec-
tives and insights. All this to reach consumers in the most appropriate way possible without adversely 
interfering in their browsing experience, which, as in any other media, would be counterproductive.

··· ···
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And now, let’s dive right in!

Unlike other mobile marketing strategies, the apps ensure a greater impact on the user. In this sense, it shows 
the high degree of interest and confidence of user downloading the app on your mobile device accessing this 
way to receive notifications. 68% of users allow to receive Push Notifications. This format is even better than 
mailing with higher open rates and greater impact. 

For all we have explained in the previous section, we consider necessary to provide a small action guideline 
for the performing of communication campaigns based on Push notifications.

eMMa presents for the first time the recipe to cook some delicious Push Notifications. We have studied the 
reasons why this format causes rejection among customers and users, and the biggest problem we have 
found in the ingredients used in its manufacture. But before we’d like you to consider this facts:

•	 Push Notifications: intimacy, immediacy and context.
•	 Your messages should be relevant, if not you will lose your best customers. 
•	 Push Notifications enable better engagement
•	 Consumers who receive Push Notifications are also the heaviest app users. They increasingly 

want to be in control.
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* Before starting to send Push you must clear to your users how to disable the 
option to receive notifications. This way you can prevent customers from opting 
out completely. And don’t be afraid of making it easy for customers to opt-out 
entirely from within the app. If they want to leave, they will any way.

Recipe: ingredients

good content measurement

segmentation smart frequency

flexibility

holistic strategy
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1. Good content > good materials, communicating with your head screwed on and things that are 
meaningful, interesting for your users.

To be able to personalize the messages individually or to a group of users you need some basic information 
about them. They are different ways to get this information: through a form with basic questions, a sign-in 
through Facebook or Google, ask them to complete a questionnaire with questions, etc.

How to write them to increase the engagement:

First you have to have good content to communicate, that is, communicating things of interest to the users 
that you go (this is very important), second, synthesize and reduce the information as much as possible, the 
push should be short and concise. At the time of writing you must initiate communication calling attention 
of the user. Then you must submit the information and finally you should incite to action by a hook or call 
to action.

2. Measure more than openings > The more data you record, the more users will have
Push messaging can be a really powerful tool for businesses as it can deliver satisfying app experiences, 
content and discounts for customers. But if you aren’t measuring these in the proper way, you won’t know 
if they are actually helping your company drive revenue and customer lifetime value.

The content of your messages is key to higher conversation rates. Great copy will make a huge difference.!
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3. The basis of your communication must be based on the target to which you go
Make sure you track events in your app to identify the content and features that people are usefuL, once you 
do that you can segment users based on those events, and draw people back into the app with targeted Push 
messages that help them recall content they have shown interest in. 

The most personalized and targeted messages get the higher conversation rates. As we said, it’s not necessary 
to personalized all messages, try to mix both options sometimes. At the end your optimization will be based 
on your customer feedback. It’s important not to tell to your target groups what kind of characteristics it has. 
That means: If you want to communicate a special offer to a loyal buyer you must make it feel that by magics 
art it receives the information it needs. 

4. The frequency it’s a free rule
No rule on how frequent you can send messages or how many messages per day. You must test and “feel” 
what’s the best flow of push notifications for your app, after that you will set your own frequency.

5. Communication Multichannel
It’s important to offer a  homogeneous and uniform multichannel experience. The more integrated the Push 
Communication is in the global marketing strategic, the greater impact will have on the m-users.



eMMa
App Intelligence

Acquisition

Behavior

Communication

eMMa is a tool to measure the results of App Marketing campaigns and reveal the behavior of each of the 
channels that have been used in it. It also facilitates making decisions based on that data to optimize your ROI.

The eXpert Services team is responsible precisely for improving the ROI of your campaigns taking advantage 
of eMMa’s limitless opportunities.

There are three main points to trust in eMMa:

Customers - Love each of them:



Communication

Now that with this white paper you know all the tricks you have at your disposal to communicate 
effectively, efficiently and accurately, we bring you the freshest fish in the market. 

If Push Notifications aren’t enough to reach your users, eMMa has developed multiple Communication 
formats to play with. Specifically six very sharp weapons that will attract loyal users to your application. 
But remember! It ain’t be worthy if you don’t previously ask yoursel this questions:

What to say? 
How to communicate and make it work? 

When and how to scheduled it to get higher open rates? 
Why do it this way? 

Through which OS and device? 

Send relevant information to your users based on their behavior.

 And if you think you need a little help answering them, eXpert Services is just around for you.



(Y)our Communication tools

Push Notifications Banner AdBall

StartView Dynamic Tab Strip



(Y)our Communication tools

eMMa is App Intelligence. 
The ultimate mobile marketing technology in the market designed by marketers to marketers. 

Our method demonstrates an increase in sales of 10-20% 
and an optimization in the media purchase of more than 15%.
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