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Key TaKeaways

Lack Of Clear Objectives and Defined KPIs Hinders Mobile Performance 
Measurement
Fifty-seven percent of marketers surveyed do not have defined mobile objectives. For 
those who do, goals are not necessarily clearly defined, prioritized, and quantified. 
Only 38% of marketers surveyed use a mobile analytics solution, and a little more than 
half have not identified key performance indicators to measure progress against their 
objectives.

It’s Time To Define a Mobile Measurement Plan
Most marketers consider mobile as a loyalty channel: a way to improve customer 
engagement and increase satisfaction. Before tracking progress, marketers must define 
precisely what they expect their customers to do on their mobile websites or mobile 
apps and what actions they would like customers to take. 

Make The Most Of advanced analytics Tools
Marketers can improve mobile performance by linking customer lifetime value analysis 
with acquisition costs and engaging specific segments of users in real time. Such 
an approach requires them to use mobile as a variable in their existing marketing 
segmentation and to start measuring cross-channel attribution.
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wHy ReaD THIs RePORT

In Europe and in the US, mobile now represents, on average, more than 20% of overall traffic to websites. 
For some companies, including many in media, more than half of all visits come via mobile devices. In 
some regions such as Asia or the Middle East, mobile is already surpassing PC traffic. Marketers are 
integrating mobile as part of their marketing mix, but too many have not defined the metrics they’ll use 
to measure the success of their mobile initiatives. Many lack the tools they need to deeply analyze traffic 
and behaviors to optimize their performance. This report of the mobile marketing playbook, originally 
released to clients on September 9, 2013, lays out the steps that marketing leaders must take to optimize 
their mobile performance and measure the effectiveness of their mobile efforts. Forrester reviews and 
updates this report periodically for continued relevance and accuracy; we have now revised it to include 
new data from Forrester’s Q2 2014 Global Mobile Executive Online Survey.
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MaRKeTeRs sTRuggLe TO Manage THeIR MObILe PeRfORManCe

In Europe and in the US, mobile now represents, on average, more than 20% of overall traffic 
to websites.1 In some regions such as Asia or the Middle East, mobile is already surpassing PC 
traffic. For some companies, including many in media, more than half of all visits come via mobile 
devices.2 Mobile is increasingly integrated into the marketing mix, but too many marketing leaders 
haven’t even begun to measure the performance of their mobile efforts. In Forrester’s Q2 2014 
Global Mobile Executive Online Survey, we surveyed 74 marketers, and 29% of them told us they 
are still experimenting with mobile measurement techniques.3 Many marketers are simply not in 
a position to do so because they haven’t defined objectives and are not using the existing tools at 
their disposal.4 While mobile performance tracking is improving, few marketers track mobile users 
across multiple channels (see Figure 1). Let’s face it: Mobile measurement is not yet well integrated 
in cross-channel attribution and digital intelligence tools.

Figure 1 Tracking Customers Across Channels Still Challenges Companies

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“Does your firm track mobile users across other channels?”

Base: 73 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

Other 3%

I don’t know 11%2%

Yes, we track mobile users across online and
offline channels/media

11%

Partially; we track mobile users across
all online channels/media

15%

Partially; we track mobile users across
some online channels/media

26%

No, we do not currently track mobile users
across any channels/media

34%

Lack Of Clear Objectives and Defined KPIs Hinders Measurement

To measure your mobile programs effectively, you need to know what you want to accomplish and 
how you’re going to track your progress toward those accomplishments. However, we found that:

■ Marketers are struggling to define clear objectives. Fifty-seven percent of marketers surveyed 
do not have defined mobile objectives (see Figure 2). For those who do, mobile is primarily 
viewed as a way to increase engagement and improve customer satisfaction — but the definition 
of these goals is still unclear (see Figure 3). Twenty-six percent still use mobile to appear 
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innovative — another lofty and entirely brand-perception-based goal that is difficult to quantify 
and somewhat meaningless now that most brands are already innovating with mobile. Instead, 
mobile objectives must be in line with the company’s broader corporate strategy.

■ Half of marketers have identified KPIs to measure success. Only 53% of marketers surveyed 
have defined key performance indicators (KPIs) to measure their progress. However, those who 
have defined KPIs have not necessarily aligned those metrics with their objectives (see Figure 
4). That’s particularly true for the ever-elusive “engagement” goal, where too many marketers 
focus on traffic and app downloads rather than usage and time spent. While 30% of marketers 
surveyed consider increasing brand awareness as a key objective for their mobile initiatives, only 
16% have defined it as a key metric to measure their success.

■ Fewer than half of marketers have implemented a mobile analytics solution. Only 38% of 
marketers surveyed told us they have implemented a mobile analytics solution. The larger the 
company and the more mature the mobile strategy, the more likely that such solutions are in 
place, but even for some large global brands, implementation is not systematic. Marketers are 
far more likely to use traditional web analytics solutions to measure their mobile website activity 
than to measure mobile apps (see Figure 5). When marketers at global brands focus on mobile 
app analytics, they tend to rely on multiple vendors, having more often than not developed apps 
with multiple agencies.

Figure 2 Companies Are Still In Early Stages Of Putting Processes In Place For Mobile

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“Which of the following practices do you employ to measure success of mobile programs?”

Base: 74 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

(multiple responses accepted)

Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

We have a mobile analytics solution to
generate insights

38%

We have de�ned mobile objectives 43%

We use �nancial (e.g., revenue or conversion)
KPIs to measure the success of mobile

46%

We have identi�ed KPIs to measure our
progress against our objectives

53%

We use engagement (e.g., traf�c) KPIs to
measure mobile success

70%
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Figure 3 Decide On, Prioritize, And Quantify Your Objectives

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“What are your company’s top three priorities/objectives to engage with
customers on mobile phones?”

Base: 74 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

Reduce operating or marketing costs 14%

Test and learn 14%

Reach to particular consumer segments 15%

Drive traffic/sales in other channels
(e.g., physical stores)

20%

Acquire new customers 22%

Appear as innovative 26%

Build loyalty 28%

Increase brand awareness 30%

Generate direct revenue/sales completed by
mobile phones

35%

Improve customer satisfaction 36%

Increase customer engagement 53%
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Figure 4 Align Your Metrics With Key Objectives

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“Which metrics do you use to measure the success of your mobile strategy or efforts?”

Base: 67 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

(multiple responses accepted)

Note: Top 11 responses are shown.
Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

Number of logins per month 31%

Revenue transacted directly via mobile phones 33%

Number of payments, transfers, or transactions 34%

Customer satisfaction 40%

Conversion rate 42%

Time spent on the site or apps 43%

Volume of interactions 45%

Web traffic 49%

Number of application downloads 51%

Number of active users 57%

Traffic or unique visitors to our website or apps 67%
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Figure 5 Web Analytics Solutions Are The Most Favored Mobile Website And App Tracking Tools

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“Which tools does your firm use to track or analyze activity on your mobile website?”

Base: 74 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

(multiple responses accepted)

Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

I don’t know
14%

32%

Specialty mobile web analytics solution
7%
6%

Heat maps to show where customers
linger/click 6%

0%

Homegrown analytics solution
6%

10%

Analytics module embedded within
our development platform 9%

4%

BI or data visualization solution
9%

4%

Traditional web analytics solution
78%

46%

Mobile Web
Mobile app

MaRKeTIng LeaDeRs MusT CRafT a MObILe MeasuReMenT PLan

Mobile analytics is only one piece of the performance management puzzle, but it is a critical first 
step. It not only helps justify investment for current and future mobile programs but also allows 
you to continuously improve the user experience and iterate your programs to ensure that you’re 
achieving your objectives.

start by Mastering The Mobile Measurement basics

There is no one-size-fits all approach to mobile measurement because the most important element of 
a solid plan is that the metrics you’re tracking match with your corporate objectives. That being said, 
there are some basic measurement practices that need to be in place. To start, make sure you:

■ Measure the mobile traffic you’re already getting. Basic KPIs, such as the share of traffic 
coming from mobile devices, are rarely integrated into digital and business dashboards. 
However, such a metric is critical to monitor for businesses like retail or media, which are 
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potentially suffering from lower mobile conversion rates and lower mobile ad cost per thousand 
impressions (CPMs). Media companies such as ESPN report that more than 50% of their traffic 
is coming from mobile devices on peak days.5 No matter whether you have a basic website that’s 
not optimized for mobile or you have a native app, you must aggregate total mobile traffic to get 
an understanding of how your existing visitors are currently engaging via mobile.

■ Report tablet traffic separately and analyze behaviors for the top five devices. Systematically 
splitting the traffic coming from smartphones and tablets — a KPI rarely aggregated in most 
analytics dashboards that Forrester could see from end user companies — will become 
increasingly important as marketers continue to differentiate their tablet strategies.6 For example, 
knowing the specific mobile behaviors (pages viewed, time spent, conversion rates, etc.) of the top 
five smartphones can help you prioritize features in your mobile road map. It is likely that you’ll 
find that your traffic is much more concentrated than you expected among a few smartphone 
models and that it may not be worth overinvesting via a native app for the long tail of devices.

■ Define exactly what you want users to do — and why. As analytics firm Mixpanel sums it up, 
actions speak louder than page views.7 Marketers must define precisely what actions they would 
like their users to take instead of looking for traditional audience objectives. When it comes to 
increasing engagement via a mobile app, it is likely you want your customers to take specific 
actions like posting a photo, liking content, or requesting information. On the other hand, if 
like some banks or utilities, you want to reduce the costs of servicing customers via a call center, 
you need your users to be able to easily access task-based functions (e.g., viewing an account 
balance or paying a bill). To increase mobile engagement, you may want to deliver your brand 
as a service, and in that case, you need to make sure that customers regularly connect to your 
mobile service and spend time with your brand.

■ Define the precise metrics you’ll track to see progress. For example, one luxury German 
car manufacturer’s primary objective when promoting its new cars through mobile apps is 
to facilitate the discovery of the product. For that reason, it specifically and systematically 
monitors when people are requesting a test drive and the extent to which it converts test drivers 
into carbuyers. If your objective is to improve customer satisfaction, use various surveys and 
tools such as Net Promoter Scores to analyze not just the extent to which mobile customers are 
happy with your mobile services but whether those mobile services contribute to higher overall 
customer perception versus nonmobile users.8

graduate To advanced Performance Management Techniques

Brands whose business has already been disrupted by mobile — provided they are open and reactive 
to innovation — are more likely to have learned how to make the most of performance management. 
Once you’ve mastered the basics of mobile measurement, learn from these early movers, and:
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■ Focus on customer life-cycle analysis. Hopefully, most marketers will stop focusing just on app 
downloads and instead focus more on app usage and retention. Truly savvy mobile marketers 
will focus on detailed navigational behaviors and advanced cohort analysis. This is critical to 
make decisions on how to improve the user experience over time; to understand what segments 
of customers are open to upsell and cross-sell via mobile; and to evaluate customer lifetime 
value. Mobile gaming companies such as King.com or Supercell are constantly analyzing the 
various cohorts of mobile users to engage with players at different moments of the game play.

■ Correlate lifetime value with acquisition costs. Tracking which mobile ad network or 
publisher is driving the most qualified traffic is key to optimizing your mobile marketing spend. 
But understanding which of your customers are the most valuable to you in the long term is 
equally important so you can spend the right amount of money to acquire each of them. When 
your mobile average order value is high, as it is for airline companies or hotel groups, or when 
your customers are spending a lot of money over time, as they do with gambling companies, 
it is reasonable to incur a higher cost per app install, for example. Correlating customer life 
value analysis, with universal software development kits (SDKs) to track the performance of 
mobile ad networks or with dedicated mobile app tracking tools, can be extremely powerful in 
optimizing marketing acquisition costs.

■ Create engaging scenarios by optimizing engagement for specific segments of customers. 
A scenario-based approach will enable you to automate targeting and personalize marketing 
content. For example, you can also automatically offer promotions to opt in customers who are 
entering a particular geofencing area. Individual calls to action on mobile should be interpreted 
as part of the wider customer journey — supported by data from customer relationship 
management (CRM), loyalty, and external data sources. Capptain, a French startup recently 
acquired by Microsoft, is particularly good at combining real-time analytics, data crunching, 
and segments with targeted push notifications.9

■ Make the most of real-time analytics tools. One of the core benefits of mobile phones is their 
ability to deliver immediate brand experiences. Getting access in real time to the context in 
which customers are accessing your products and services offers a unique opportunity to engage 
with them at their moments of need or when they are in a particular emotional state. Acting 
on this knowledge while it is fresh by offering customized and personalized services is critical. 
Some gaming companies send push notifications at specific moments to ask customers to rate 
their app: They don’t automatically send them the second or third time that people log on but 
rather to engaged gamers who have spent a specified amount of time playing with the app.

■ Leverage customer experience analytics tools. Understanding the specific user journeys and 
navigation patterns on tablets via “tap heat maps” or “zoom heat maps” provided by different 
analytics providers, such as ClickTale, Decibel Insight, or IBM’s Tealeaf, is a great way to 
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improve the user experience. Click or tap heat maps can show you whether users are finding 
your landing page unclear or think that some of the images or graphics are clickable. Many 
analytics providers we spoke with are planning to add such functionalities in their road maps.

■ Use mobile analytics to embrace cross-channel analytics and attribution. More-advanced 
marketers are not just using mobile analytics to understand the performance of their mobile 
marketing initiatives or to understand the performance of their apps (see Figure 6). Mobile 
analytics plays a key role in informing contextual and predictive insights but also in augmenting 
cross-channel analytics and attribution capabilities. For example, an FMCG brand worked with 
4Info to understand which target audiences were exposed to its mobile ad and measured ROI 
across all screens based on incremental sales at the cash register. Over a period of four weeks, 
the company managed to increase sales related to a specific campaign by $300,000.10

Figure 6 Leverage Mobile Analytics Beyond Mobile

Source: Forrester Research, Inc. Unauthorized reproduction or distribution prohibited.101641

“How do you use mobile analytics?”

Base 74 marketing executives who either own or have extensive knowledge of
their mobile strategy and services

(multiple responses accepted)

Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey

Other 7%

To feed our cross-channel attribution capability 23%

To develop new products and solutions for
our customers

26%

To augment our cross-channel analytics insights 30%

To uncover new growth and revenue
opportunities in our customer base

30%

To inform contextual and predictive insights
about our customers

32%

To understand the performance of our apps 58%

To understand the performance of
our mobile marketing initiatives

59%
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R e c o m m e n d at i o n s

DOn’T JusT MeasuRe — PuT yOuR MObILe anaLyTICs TO wORK

Crafting a good measurement plan and keeping an eye on the numbers is just the first step to 
performance management. The most successful marketers take the insights they gain from 
measuring their programs and roll them into new iterations, programs, and strategies. As a 
marketing leader, you should:

■ Craft your results into your business case and use your objectives to evolve your KPIs. 
This is not just about mobile objectives but also about how mobile can help you better serve 
corporate objectives. If your primary objective is to increase customer satisfaction, then 
quantify by how much your mobile users should be more satisfied. Once you have defined 
clear objectives, you must work closely with your customer insights team to make sure you 
can track specific metrics over time. Defining objectives, KPIs, and the rudimentary metrics 
associated to them is an iterative process that requires you to customize your approach to 
your own specific business needs.

■ Systematically include mobile behaviors into your existing marketing segmentation. 
Including mobile as a variable of your marketing segmentation and persona definition is a way 
to better upsell and cross-sell services. Before running with advanced, sexy geofencing tools, 
start walking by making sure you understand to whom you are addressing your message.

■ Define your data requirements to select the right vendors and partners. The mobile 
analytics vendor landscape is evolving quickly and is quite complex. Many new entrants 
have joined the traditional web analytics players such as Adobe, AT Internet, IBM, and 
Webtrends. In fact, more than 40 companies have raised about $500 million since 2010.11 
Watch this space closely — consolidation will continue, as evidenced recently by Yahoo’s 
acquisition of Flurry.12 Forrester’s shopping guide to mobile analytics vendors can help you 
choose the solutions best suited to your requirements.13

■ Organize resources to analyze data from mobile optimization tools. The primary 
challenge is not just collecting data but making sense of it and acting upon it. Moving 
forward, this will only become more challenging, thanks to the huge amount of contextual 
information that can be collected via mobile sensors fueling the big data phenomenon. If 
you don’t have dedicated employees to handle the analysis, it’s about time you convince 
your management to shift dollars from acquisition to optimization budgets.14 Mature digital 
agencies can also help you not only aggregate the splintered mobile landscape but also 
make recommendations based on data analysis. At a country level, there are also specialized 
players to help you with the implementation of mobile analytics and deep data analysis, such 
as BitBang in Italy and fifty-five in France. These players are starting to expand in Europe.
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■ Be ready to act upon performance insights to continuously improve your mobile 
experience. No matter how relevant the tools you use to measure performance are, they 
will be useless if your organization and processes are not ready to act. To make the most 
of real-time analytics, you must be ready to have an integrated campaign management 
system connected to your CRM to choose the right messaging tools (e.g., push notification, 
SMS, or email) to engage with your customers. Real-time analytics is just getting started, so 
you should incorporate it now in your approach to avoid being left behind. To effectively 
improve the user experience via detailed analysis of user navigation path and iterative A/B 
and multivariate testing programs, you need to make sure that app development teams are 
agile enough to implement these changes.

suPPLeMenTaL MaTeRIaL

survey Methodology

Forrester’s Q2 2014 Global Mobile Executive Online Survey received 414 complete or partial 
responses from professionals from our ongoing Marketing & Strategy Research Panel. The panel 
consists of volunteers who join on the basis of interest and familiarity with specific marketing and 
strategy topics. For quality assurance, panelists are required to provide contact information and 
answer basic questions about their firms’ revenue and budgets. Forrester fielded the survey in April 
and May 2014. Respondent incentives included a summary of the survey results. Exact sample 
sizes are provided in this report on a question-by-question basis. Panels are not guaranteed to be 
representative of the population. Unless otherwise noted, statistical data is intended to be used for 
descriptive and not inferential purposes.

enDnOTes
1 Source: Mary Meeker, “Internet Trends 2014 — Code Conference,” KPCB, May 28, 2014 (http://www.kpcb.

com/internet-trends).

2 Source: Forrester interviews.

3 Source: Forrester’s Q2 2014 Global Mobile Executive Online Survey.

4 As part of the research for the Q2 2014 Forrester Wave™ evaluation of web analytics platforms, we surveyed 
54 web analytics users on their digital analytics practices, asking them about the challenges they were 
seeking to resolve with their web analytics solutions. Bearing in mind that the solutions the respondents 
were using had sophisticated mobile measurement capabilities, it was significant to discover that only 13% 
and 11% were looking to measure mobile applications and mobile web browsing, respectively. See the June 
10, 2014, “Gauging Web Analytics Practices In The Age Of The Customer” report.

5 Source: Mark Walsh, “ESPN’s Mobile Traffic Edges Desktop Again,” MediaPost, November 26, 2013 (http://
www.mediapost.com/publications/article/214330/espns-mobile-traffic-edges-desktop-again.html).

http://www.forrester.com/go?objectid=RES116521
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6 This report helps marketing leaders understand the differences between smartphones and tablets and 
how to create a differentiated tablet experience. See the May 22, 2013, “Don’t Confuse Tablet And Mobile 
Marketing” report.

7 Source: Ryan Lawler, “Now Analyzing More Than 15 Billion Actions A Month, Mixpanel Launches A Big 
Marketing Campaign And A Conference About Analytics,” TechCrunch, July 29, 2013 (http://techcrunch.
com/2013/07/29/mixpanel-now-coming-to-a-billboard-near-you/).

8 Net Promoter, Net Promoter Score, and NPS are registered trademarks of Bain, Fred Reichheld, and 
Satmetrix Systems. Source: Bain (http://www.bain.com/search.aspx?q=Net+Promoter); Satmetrix Systems 
(http://www.satmetrix.com/).

9 As consumers effortlessly move across digital touchpoints and as marketing campaigns span channels, the 
need for comprehensive analytics has never been greater. But practitioners struggle to break free of legacy 
analytics approaches that weren’t designed to handle the complexity of today’s multichannel interactions, 
exploding data volumes, and challenges in fostering direct connections between analytics and action. 
Look to the gaming industry as a model of digital intelligence and utilize a road map to guide a holistic 
implementation strategy. See the April 27, 2012, “Strategic Plan: The Digital Intelligence Playbook” report.

10 Source: Forrester interview with Chuck Moxley, 4Info CMO, August 21, 2014.

11 Source: “42 App Analytics Companies Have Raised $500 Million,” Appgurus, July 19, 2014 (http://appgurus.
wordpress.com/2014/07/09/appanalyticstable/).

12 Source: Mike Shields, “What Yahoo Really Wanted With the Mobile Ad Firm Flurry,” CMO Today, July 22, 
2014 (http://blogs.wsj.com/cmo/2014/07/22/what-yahoo-really-wanted-with-the-mobile-ad-firm-flurry/).

13 This report offers an overview of the mobile analytics vendor landscape and aims to help eBusiness 
professionals determine their requirements with the explicit goal of narrowing the list of possible vendors 

— not choosing one. See the August 20, 2013, “Forrester’s Shopping Guide To Mobile Analytics Vendors” 
report.

14 Thirty-nine percent of marketers who spend more than 25% of their marketing budgets on optimization 
have web conversion rates above 5%. Source: “Adobe 2013 Digital Marketing Optimization Survey Results,” 
Adobe, 2013 (http://success.adobe.com/en/na/programs/products/digitalmarketing/offers/apr/1304-32060-
2013-optimization-survey-results.html).
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