
Month 1 – Start by asking WHY.

The most important thing is planning. Start by asking these questions and finding 
answers for them:
1. Why do we need to go mobile? 
2. Is it to serve a segment looking for your brand/products on a mobile device? Or 

is it about generating leads or sales? Or brand engagement?
3. What service/information we want to provide our customers through mobile?
4. What are our competitors doing in the mobile space? Can a mobile-site meet 

our needs instead?
5. Where would budget for build, market and maintenance come from? 
6. What would success look like? Work out business and marketing KPIs upfront.

These can be answered through consumer research, your website analytics, 
competitive review. Then set out objectives to ensure your app. 

Month 2 and 3– It’s all about the WHAT!

Knowing  what to build and how to build it. Start by understanding the 3Times of 
mobile: SNACK TIME, SAVE TIME and PRIME TIME.
1. Design with consumer needs in mind first, then ideas and then the technology
2. Is it to enhance customer service experience or brand or value proposition? 
3. How does mobile work with every other channels? TV and Outdoor especially.
4. What’s already out there and is this going to be better?
5. Who are the stakeholders and owners of this new channel?
6. Before you decide on building it from scratch, explore off-the-shelves solutions. 

You don’t always have to reinvent the wheel.

Once an idea is formed and agreed by all stakeholders, start an internal assets and 
technology audit to see what is available and what needs to be created. Then look 
partner agencies that can help articulate an idea into design and interface, plan 
content. 

Month 4 to 6 – Nobody stumbles upon a needle 

in a haystack. This is the WHERE and WHEN part.

Base on the  set objective and budget, work out what’s the best media mix that will 
deliver your KPIs. 
1. Developing a campaign idea to generate awareness and interest.
2. Use paid, owned and earned media to get downloads.
3. Collect and grow your user base for future updates and offers.
4. Tap on  fans and followers to generate buzz and downloads.
5. Work out effective cost-per-X and if that is sustainable.
6. Harness DSPs networks early to achieve optimal pay-per-download.

Developing a communications strategy is key to a successful and effective campaign.  
This often consists of looking closely into your audience insights and develop 
relevant messaging and coming up with a big campaign idea to generate impact.

Always-on – Measure, optimise and repeat.

The game has just started. Most apps get uninstalled within 2weeks after installation. It’s 
important to keep things fresh. 
1. One size does not always fits all. Keep an eye on your users and listen to them.
2. Tracking tags must already be in place to understand download and usage patterns. 
3. Optimise user-experience: look at design, interface or the content  by looking at 

analysing drop-off rates.
4. Deploy surveys to understand your users better and how to meet their needs. 

Remember no one gets it right the first time. 
Design, build and improve is a continuous cycle and does not just stop after you launched 
your app. 
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OMD’s guide to mobile app strategy
86% of time on mobile is spent on apps*. If you are thinking one, here’s a simple 
guide to ensure whatever you are developing, you hit the road running.


