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INTRODUCTION
As 2016 approaches, we’re long past needing to point 
out how totally the smartphone has changed our lives. 
But the statistics we are by now so familiar with (we look 
at our phones up to 150 times a day, we spend 2 hours a 
day in mobile apps, etc) sometimes obscure a profounder 
truth:

Mobile hasn’t just made it easier to do the things 
we always did. It has changed the nature of our 
activity and our understanding of what the brand 
/ consumer relationship looks like.

Take the world of games. What a game looks like, how 
we interact with it, and the type of person who plays that 
game have changed utterly in the last 5 years. And as with 
games, mobile is set to have a revolutionary impact on 
almost every consumer-facing business out there.

That’s where we stand at 
the beginning of 2016. The 
smartphone is everywhere, but 
in terms of its influence on the 
consumer / brand relationship, 
and indeed the product or service 
itself, it is still in its infancy. 

The rest of this short document 
takes a look at 5 ways in which 
this process will move forward 
in 2016 - with a practical focus 
on what is actually likely to 
happen in the next 12 months. It 
is designed for anyone in mobile 
business (for which read anyone 
in business) who wants to be 
sure of success at the end of that 
transition.

Enjoy
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If there’s one major change on the horizon - this is it.

Seen as a marketing channel, the mobile is about as personal and ubiquitous 
as it gets. And that’s precisely why we should probably stop seeing it as a 
marketing channel. Instead, the smart brands of 2016 will be re-thinking how 
they engage with consumers at a fundamental level.

What does that mean? Firstly, as an always-on, always-present device we’re 
taking a huge chance as marketers if we think the old ‘batch and blast’ 
promotion is going to work on mobile. Consumers won’t put up with that level 
of interruption on a device that is almost an extension of themselves. 

Instead, it’s time to structure what we provide around the moment-to-moment 
needs of the smartphone owner. We’ll talk about what that means in practical 
terms throughout the rest of this document, but the best way to think of it is 
as a friend who appears at just the right time with a relevant offer of help - as 
opposed to a salesman cold-calling on the phone.

Successful brands will fit into the user’s day and appear at the right moment 
in just this way. This represents a new model of relevance and timeliness 
- one that requires an even greater understanding of the user than ever 
before, and an understanding available in real-time. In fact, it means the end 
of ‘marketing’ in the conventional sense and the beginning of true ‘1-2-1’ 
relationship building (yes - for real this time!)MOBILE 

MOMENTS
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In turn that also means we’ll be letting go of some of the 
old habits from a desktop-centric world and invest in truly 
‘native’ experiences that are meaningful to mobile users. 
We’ll see a reduction in campaigns - even those sent to 
smaller audiences, and an increase in responsive and 
reactive interactions or ‘moments’ that reflect what the 
individual user is doing, or has just done, at that moment 
in time.

For some that change will be painful - we are unlearning 
habits that from a marketing perspective we’ve become 
accustomed to over decades, never mind years. But 
the future is mobile moments - being there when the 
customer is ready, rather than the other way around.

https://twitter.com/swrve_inc
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THE ADDITION 
OF CONTEXT

Successful marketing (and selling) does, of course, rely on a deep 
understanding of the user themselves. We want to know what they like, how 
they’ve interacted with us in the past - and so on. That’s what helps us deliver 
campaigns that are relevant - so we’re not selling ice cream to people who 
can’t stand the stuff.

But in 2016, we’re about to go further.  
We’re about to add the surrounding ‘context’.

To explain what that means, let’s take an example that everyone understands: 
the weather. The weather, as any economics textbook will tell us, can have 
a significant impact on our wants or needs. Or to put it another way, it’s one 
thing to know you’ve bought ice cream from me in the past. But quite another 
to know that where you are right now, it’s 90℉ and sunny. 

https://twitter.com/swrve_inc
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But of course - that fact makes all the difference. The right 
‘mobile moment’ is delivered based on an understanding 
of both the user themselves and what is happening 
around them at the time. That means real-time integration 
of data streams from multiple sources - and in 2016 that’s 
a trend we’ll see an increasing amount of.

The possibilities of this approach are almost endless. To 
name just three:

• Mobile push campaigns for national retailers,  
 offering alternative content (such as clothing)  
 dependent on the local weather for each specific  
 user

• Mobile campaigns integrating location, or   
 movement of the user, with previous transaction  
 history. That might lead to offering discounts to  
 loyal customers when near a store for example.

• ‘Event-based’ campaigns, for example those   
 offering mobile users who are ‘out and about’ a  
 concession based on a sports result in their favour  
 (or not!)

https://twitter.com/swrve_inc
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This is nothing new - but it is a trend set to intensify in 2016. Whilst the total 
retail spend within mobile apps will amount to around $228 billion in 2016 
(according to Forrester), of more interest is the prediction that mobile will 
touch 30% of all purchases next year.

That number has huge implications for any traditional retailer. We are familiar 
with the concept of ‘showrooming’ - wherein consumers browse products in 
a bricks and mortar store and then buy online - but 2016 may well be the year 
when retailers fight back and really start using the mobile to complete the sale 
on the spot.

There have been a number of innovative efforts in this space to date, including 
personal shopper apps and beacon-based in-store experiences. But to date 
few have delivered true ROI. In 2016 we expect that to change, as users 
become more accustomed to using the mobile in the moment, and retailers 
become ever- more sophisticated about making that happen.

A key initial step is the sharing of data across multiple channels. This is a 
necessary step and one that - to date - has not been effectively managed. And 
to be blunt, that hasn’t been due to a lack of demand from multi-channel 
retailers, who know full well how beneficial this cross-channel data-sharing 
can be. MOBILE AS PART 

OF THE RETAIL 
LANDSCAPE
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Instead, it is the mobile app itself that has been the 
sticking block. The app is both beloved of consumers 
and a black box in a technology sense. Not a great 
combination. In 2016, we’ll see the walls break down and 
in-app data become an equal player in the creation of the 
‘single customer view’. And the reverse will also be true: 
campaigns and experiences delivered via the app will 
increasingly be informed by data collected elsewhere.

The result of that will be more relevant and timely in-store 
mobile experiences. Capturing the consumer when within 
a certain radius of a store, with a ‘today only’ offer that 
reflects their app and desktop history, is a typical example 
of this direction.

Whether based on beacons or ‘traditional’ geo-location 
and geo-fencing, these campaigns will begin to move 
beyond novelty and start to generate real ROI. As a result, 
mobile will move ever closer to the heart of retail strategy.

https://twitter.com/swrve_inc
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In this same document last year, we spoke about the rise in ways to interact 
with an app (or perhaps more accurately a ‘service’) without necessarily 
opening it. That trend shows no sign of abating, and we’re beginning to see 
further innovation around how consumers interact with the services that are 
‘on’ their phone.

We’re also going to see the app model spread across a greater array of devices. 
Here’s the thing: consumers have experienced apps and they’ve discovered 
they rather like them. Particularly when we’re talking about a brand that the 
individual trusts and enjoys - say the BBC on one side of the Atlantic or HBO 
on the other - people like the idea of curated but interactive content, and the 
high levels of user experience that go with that content when delivered within 
an app.

Those media examples lead us to the next great frontier for apps - the TV. 
Apple’s TV announcement in the fall of 2015 built on the growth of video as a 
medium for content sharing, and it is not hard to envision a very different way 
of “watching the news” that might involve firing up a Wall Street Journal or 
BBC app and navigating through interactive video content using a point and 
click interface.APPS 

EVERYWHERE
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Of course these apps will not be limited to media 
and content verticals, but they’re an obvious first 
port of call.. The app ‘model’ is likely to extend 
outwards from there - and with it the requirement 
to manage the user experience and delivering 
marketing campaigns that are native to these 
environments.

To give one obvious example, where does traditional 
broadcast advertising sit in a user-controlled app 
experience? We’ve had answers to date - hard-coded 
into content, or as pre-rolled skippable content - but 
we don’t have a definitive answer to that question. 
In fact most of what we’ve seen to date has been an 
attempt to imitate what worked before, rather than 
explore new possibilities.

In 2016 we’ll see the marketing techniques 
associated with the mobile app extend along with 
the app itself into other media - in a way that will 
certainly change the way we think about television - 
and television advertising - for good.
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What medium does the average business use for operational communications 
such as receipts, alerts, updates and so on these days? In most cases, the 
answer to that question is still ‘email’. And to be fair, there’s nothing wrong with 
that. Email still has a role to play in the world, even if it isn’t necessarily how 
younger consumers choose to talk to each other.

But email has a patchy record when it comes to ‘getting through’ (20% open 
rates and falling), and the other traditional communications methods, such as 
SMS and calls, are expensive to resource and deploy. That’s why we’ll see the 
rise in 2016 of operational comms within the app, or using ‘native to the app’ 
methods.

Banking is an obvious vertical to consider in this area. Fraud alerts, for example, 
are both expensive to deliver by text, and even more so when a call has to 
be made to confirm or deny a transaction. And when the vast majority of 
bank customers are now in the app, it’s time to consider ways to make that 
penetration work when it comes to this sort of operational talk.

We’ll see a rise in the number of operational conversations - which are very 
much two-way remember - taking place within apps. In the example above, 
users can be alerted by notification, and can then confirm or reject a purchase 
direct from an in-app message or conversation. That’s an infinitely superior 
experience all around - and best of all the bank will know whether the 
notification was read or not.

Of course it won’t stop there. In any vertical in which the app has strong 
penetration (gaming and gambling spring to mind) it’s time to think ‘mobile first’ 
when it comes to your operational messages. That doesn’t mean ditching email 
altogether of course - but rather adding to the weapons in your armory when it’s 
vital to get in touch with the customer - or collect feedback from them.

THE APP GOES 
OPERATIONAL
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GROW YOUR MOBILE BUSINESS WITH SWRVE

Swrve is used by some of the world’s largest and smartest digital businesses to deliver 
awesome experiences on mobile: the kind of personal, relevant and timely campaigns 

that mean greater user engagement, greater user retention, and most importantly of all: 
mobile revenues.

Swrve is an integrated platform supporting every aspect of the mobile marketing 
experience: in-app communications, push campaigns, and A/B testing of native content. 

All without engineering involvement.

We process over 10 billion events a day across over a billion mobile devices, 
making us the world leader in mobile success.
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