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Introduction
The mobile app industry is an ever changing, ever competitive environment, with mobile 
gaming leading the charge of growth and development during more recent times. While the 
gaming industry as a whole continues to grow, it is mobile games that are producing the most 
profitable margins. Global Technology Researcher Gartner Inc. has predicted that over the 
next three years the mobile gaming industry will experience an enormous growth of close to 
$20 billion.

In such a competitive industry, it is vital that developers and publishers take the necessary 
steps to market their new app. Industry professionals are becoming more and more aware 
of the need to employ a strategic mobile marketing agency to assist with various approaches 
when promoting their new app. Following the chain of supply and demand, this is why the 
team at Brus Media continues to expand with the ever growing mobile app marketing indus-
try, providing an extensive resource base, which will ultimately lead to further success for 
developers and publishers.

Not only is it critical to understand how to successfully optimize your app in an App Store 
environment, as this will lead to longevity for download rates and profit margins, but it is also 
equally important to understand how to best capitalize on your app at the time of launch. 
The right mobile marketing techniques, implemented with perfect timing, can lead to in-
creases in monthly active users and overall profitability via optimized exposure.

Use this guide to discover just how important marketing your new mobile app really is, as we 
reveal which strategies will best suit your individual campaign, as we strive to exceed your 
goals and expectations together.

This guide was produced by the team at Brus Media working with mobyaffiliates – the mobile 
advertising marketplace.

Learn more at www.brusmedia.com

http://www.brusmedia.com/
http://www.mobyaffiliates.com/
http://www.brusmedia.com/
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10 Mobile Marketing Channels 
to Market Your App
As the old saying goes, “if you build it, they will come” – unfortunately, this is not always the 
case when it comes to releasing a new mobile app into the market. It isn’t unusual for devel-
opers to spend upwards of $10,000 creating an app, but dreams can quickly come to an end 
if you don’t consider a marketing strategy when launching your app into the Google Play or 
iTunes app stores. More than a third of all traffic reaching the average retail website is via a 
mobile device¹ and so it’s easy to see why many companies are now attempting to create an 
even more accessible platform for customers on the go. With an average of 35,000 new apps 
introduced on Android devices alone each month², however, marketing your latest app to 
reach the optimal amount of people and the right target audience can easily become a chal-
lenging and often daunting task.

Taking advantage of more than one marketing channel can increase the probability of the 
successful promotion of your new mobile application. The following is a quick reference 
guide to 10 of the most popular mobile marketing channels used when launching a new app.

1. Incentivized CPI

The acquisition of incentivized user downloads (incent traffic) can assist in growing your 
mobile app installs and top list rankings. Considered as one of the most effective methods 
for boosting install rates over a short period of time, incentivized installs are also one of the 
most cost efficient methods of marketing. Incentivized CPI is so successful at generating 
large amounts of traffic in short bursts, because installs are driven by users that are reward-
ed (or incentivized) to download and install your application. Click here to learn more about 
Incentivized Mobile Installs.

Source: searchenginewatch.com

Learn more at www.brusmedia.com

http://www.brusmedia.com/advertisers/incentivized-mobile-installs/
http://www.brusmedia.com/
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2.  Non-Incentivized CPI

Unlike Incentivized CPI, Non-Incentivized traffic is generated when no reward is offered. 
Many developers choose to create a marketing strategy that includes both Incentivized 
and Non-Incentivized CPI, as the traffic created by non-incent advertising is usually a much 
higher quality. While Non-Incentivized CPI can prove to be slightly more expensive venture, 
in comparison to Incentivized CPI, the users acquired by this form of marketing often show a 
high lifetime value, which translates to more monthly active users and better monetisation.

3.  Social Media/Facebook Advertising

Gaming giant King has proven that social media outlets, particularly , can easily be a develop-
ers best friend when it comes to marketing a new app. Using Facebook’s Video Advertising 
System, King were able to reach more than 100 million people in seven countries on launch 
day for their newest app Candy Crush Soda Saga. Facebook advertising allows you to reach 
your target audience instantly. In the case of King’s latest marketing venture, an impressive 
70% of the 100 million people who viewed their promotional video did so on a mobile device. 
While there’s no doubt that social media marketing is effective, it can easily become one of 
the most expensive channels, particularly when implementing a premium Facebook Video 
Advertising campaign.

If you don’t have the funds readily available to launch an all-out attack on Facebook, consid-
er using other social media channels to your advantage by creating conversation and hype 
about your new app for little to no cost. For instance, RunKeeper does a great job at engag-
ing their audience by using Twitter to start conversations.

Source: https://twitter.com/RunKeeper?lang=en

4. Search Marketing (Google Adwords)

Embracing Search Marketing tools is often a good step in the right direction for many devel-
opers. Google Adwords allows users to focus on a particular target audience by customizing 
keywords and ads, based on their App ID and other information. One major draw card for 
most developers using Adwords is that it provides a very simple platform for tracking your 
installs. If you’re new to Google Adwords I would highly recommend taking the time to thor-

10 Mobile Marketing Channels to Market Your App

Learn more at www.brusmedia.com

https://twitter.com/RunKeeper?lang=en
http://www.brusmedia.com/
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oughly research which campaign style best suits you, to ensure that you’re getting the most 
bang for your buck.

Source: http://blog.adstage.io/2014/04/22/google-announces-new-adwords-ad-types-features/

5. Television Advertising

While not every developer may have the budget to accommodate this style of marketing, 
King have once again proven that a TV advertising campaign can do wonders for the success 
of a new app, particularly when implementing this strategy just before your big launch day in 
the app stores. On a monthly basis, 85% of smartphone and tablet users revealed that they 
use their device as a “second screen” when watching television, while a significant 40% said 
they did so on a daily basis³. Timing is everything, particularly in a rapidly moving industry 
like mobile gaming, and Television Advertising allows developers to reach their target audi-
ence at the ideal moment.

6. Co-Promotional Partnerships

A mutually beneficial partnership can work wonders for a new app, with the overall cost of 
the venture often being reduced when both parties are receiving effective promotion from 
the agreement. Recently, Shazam and Bravo ventured into a co-promotional partnership, by 
allowing mobile users to access exclusive content from Shazam while simultaneously watch-
ing their favourite Bravo shows. The key to success for this marketing channel is to first 
identify what kind of partnership would work well for your style of app, so be sure to do your 
research before heading down this path.

10 Mobile Marketing Channels to Market Your App

Learn more at www.brusmedia.com

https://itunes.apple.com/en/app/shazam/id284993459?mt=8
https://itunes.apple.com/en/app/bravo-now/id383925190?mt=8
http://www.brusmedia.com/
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Source: www.knowyourmobile.com, http://216.178.97.14/mobile

7. Mobile Site Redirection

Many companies are now realizing that creating a mobile site that directs visitors to your 
app can provide an incredibly simple, yet effective way to increase app downloads. While 
customers may not know that you have a mobile app available, they are still likely to search 
for your online store or service. Once people have found your mobile site, an easy and effi-
cient way to advertise your new app is to simply place a banner ad at the top of the page, al-
lowing users easy access to the app store. According to Localytics, “App usage is the only way 
to retrieve important information about users and run effective and targeted app marketing”, 
meaning it’s never been more crucial to direct mobile users to your app.

8. Get Featured as an “App of the Day”

Getting a feature spot as an “App of the Day” can easily skyrocket a new app into the realm 
of success. The great thing about being featured on already established sites, such as App of 
the Day – 100% Free and App-o-Day, is that users already trust these sources to deliver the 
best apps from around the world, increasing your chances of developing a solid base of users 
with high lifetime value.

9. Celebrity Features & Endorsements

Endorsements from movie stars and singers provide a great channel for marketing your app, 
although this venture can be incredibly expensive. If you do have the budget to indulge in a 
marketing strategy such as this, be sure to research your chosen celebrities to ensure that 
they have an existing social media presence that is off the charts. During the first days of 
launching Draw Something 2, Enrique Iglesias and Jennifer Lopez were employed to tweet 
to their combined 12 million followers, generating a great deal of internet chatter about the 
new game.

10 Mobile Marketing Channels to Market Your App

Learn more at www.brusmedia.com

http://info.localytics.com/
https://play.google.com/store/apps/details?id=com.appturbo.appturboAU
https://play.google.com/store/apps/details?id=com.appturbo.appturboAU
http://www.appoday.com/
http://www.brusmedia.com/
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10. Mobile App Wall Advertising

A Mobile App Wall provides a great solution for non-invasive in-app marketing. Unlike in-
terstitial advertising or even in some cases banner ads, a Mobile App Wall Advertising is 
considered to be one of the least intrusive methods of advertising, delivering higher conver-
sion rates from click, due to users being presented with the option of selecting from multiple 
apps to download. According to the team at VentureBeat, more than 25% of top performing 
mobile apps in the market use app walls to monetize their traffic.

When investigating which mobile marketing channels are best for you, always consider what 
type of people make up your target audience and never disregard your users’ experience. 
Whether you’re working with a small budget or your funds are virtually limitless, there’s a 
mobile marketing strategy that can work for you. If you’d like to learn more about Incentiv-
ized CPI, Non-Incentivized CPI or Mobile App Wall Advertising, contact a member of our 
team to discuss your marketing campaign options today.

10 Mobile Marketing Channels to Market Your App

Learn more at www.brusmedia.com

http://www.brusmedia.com/publishers/mobile-app-wall-advertising-sdk/
http://venturebeat.com/
http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/
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App Store Optimisation 
Guide – Factors & Ranking 
Apps for Search
There are virtually a limitless number of factors that influence how an App will be ranked 
in the iTunes and Google Play App Stores. Everything from number of downloads and unin-
stallation rate, to the number of reviews you have and your average rating can dramatically 
affect your overall ranking position. Before we begin to discuss these aspects in a more in-
depth manner, you must first develop an appreciation for the importance of gaining an un-
derstanding of the online and offline thought processes of how users make decisions about 
installing new apps. Understanding the steps behind the decision making process for down-
loading and installing a new app can help you to better relate to your target audience and, in 
turn, create a more successful marketing plan to optimize your exposure in the App Stores.

Ranking for Specific Search Terms

More than 50% of Android users will search the Google Play Store each week, looking for a 
new app to download. If you are not cashing in on this enormous amount of users that could 
potentially be installing your app, you’re wasting the opportunity of a potential marketing 
gold mine. While Navigational searching is somewhat popular with users, most search traf-
fic is generated from Categorical searching, where the user knows what they want, but isn’t 
sure of any particular app. For instance, a gamer may want to install a casino style slot game, 
but they don’t know of any new apps on the market. In this case, the user may search “slots” 
in the search bar of the App Store.

Determining what keywords are working best for your competitors can also give you a foot 
up when it comes to ranking for specific search terms. Many App Store Optimization tools al-
low developers to take a peak at competitor’s keywords. There may be some popular search 
terms that you haven’t even considered for your new app. Check out this example of what 
the infamous Clash of Clans uses for keywords.

App Store Optimisation Guide – Factors & Ranking Apps for Search

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Source: http://moz.com/ugc/the-apple-app-store-seo-keyword-selection-process-in-a-nutshell

Number of Downloads

Logically, the first thing that comes to mind when you think about optimisng your app on 
Google Play or iTunes is to figure out how you can achieve the most amount of downloads in 
a short period of time. As far as marketing goes, incentivised burst campaigns are a great way 
to boost your download numbers over a short period of time (see Incentivized Mobile In-
stalls). The better your overall statistics in the App Stores, the more likely you are to appear 
in suggested searches when users are browsing.

Other factors to consider when attempting to boost your number of downloads is that users 
generally install apps smaller apps. By making your APK smaller, you are not only likely to get 
more installs, but your uninstall rate is also likely to decrease.

As seen in the chart below, your initial number of downloads at launch will influence your 
ranking on the “Top New” lists, although it is important to note that you only have a 30 day 
window to capitalise on this. As we discuss in the following points, you will soon understand 
that while your number of downloads effects your exposure in App Store searches, there 
are also a number of other aspects that will determine your overall ranking – including your 
uninstall rate.

Source: https://www.youtube.com/watch?v=5Od2SuL2igA

App Store Optimisation Guide – Factors & Ranking Apps for Search

Learn more at www.brusmedia.com

http://www.brusmedia.com/advertisers/incentivized-mobile-installs/
http://www.brusmedia.com/advertisers/incentivized-mobile-installs/
http://www.brusmedia.com/
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Your Uninstall Rate Matters

The Google Play and iTunes App Stores are constantly collecting data about your app, in-
cluding the number of users installing your app, but more importantly, the number of those 
users who are then uninstalling your app. Of course, the more installs you have, the higher in 
the ranking you will climb. The statistics surrounding your uninstall rate allow the App Store 
teams to determine whether or not users are having an enjoyable experience after initially 
downloading your app. An important aspect to take note of when it comes to your uninstall 
rate is that “long installs” are taken into consideration. This statistic ensures that game devel-
opers are not hurt by uninstalls after a period in time. For instance, your app may use 2GB of 
storage in someones mobile device, so after they have finished with your app the logical step 
is to uninstall to create more space on their phone – you will not be punished with negative 
uninstall rates in this scenario.

Recent statistics play a huge role in the ranking position of your app. While you may have 
had negative uninstall rates in the past, the App Stores take into consideration the more 
recent behaviour of users. As an example, you may have made a recent update to your app to 
combat uninstall rates and now more users are enjoying your app and you are achieving long 
install periods.

Source: https://www.youtube.com/watch?v=5Od2SuL2igA

Incoming links to App Store Listing (from websites)

One thing that you may not be aware of when it comes to search rankings is that all incoming 
links to your App Store listing are considered when compiling your overall data for rankings. 
Nowadays, the majority of articles or blog posts that are published on the internet, relating 
to mobile games, feature a link to the App Store. Your incoming link will have more influence 
on your App Store statistics if it is coming from a trusted source on the internet, such as a 
reputable mobile gaming blog – including Venture Beat, Gamezebo and, of course, Brus Me-
dia. (Be sure to Contact Us if you would like your app featured on our site – App Store Link 
included!).

Ensure that you are using helpful web anchors, as pictured below, if you are hoping to boost 
your search results through this method of optimisation.

App Store Optimisation Guide – Factors & Ranking Apps for Search

Learn more at www.brusmedia.com

http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/
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Source: https://www.youtube.com/watch?v=5Od2SuL2igA

Number of Reviews &  Average Rating

Now, more than ever, ratings and reviews greatly influence your exposure within the App 
Store. The “Recommended for you” section of the App Store allows users to view apps that 
are more likely to interest them, based on past downloads and reviews or ratings from friends 
on Google+. Meaning that it has never been more important to get good ratings in the App 
Stores. If you are a game developer who generally releases apps with similar gameplay style, 
your average rating and reviews could assist with redirecting users to more of your apps 
which the store predicts they will enjoy. Positive reviews and a good average rating will ena-
ble you to rank better in the app store, giving your more exposure in Categorical Searching.

Good Metadata = Good Rankings

While this may seem like a slightly redundant statement, it’s something many developers 
need reminding of when creating and releasing their apps in to the app stores. The teams at 
Google and Apple focus on promoting quality games within their stores, rather than focusing 
on eliminating the exposure of glitchy or poor quality games. Metadata is the key to a high 
quality games in the eyes of both the Google Play and iTunes App Stores, with your app title 
being the key aspect. Of course you want something that is creative and unique, but it is also 
equally as important to ensure that your app title creates a clear message as to the style of 
app or service you are providing. Reinforcing your branding, while still providing information 
regarding what your app is about (see below) is the key to optimization in the App Stores.

App Store Optimisation Guide – Factors & Ranking Apps for Search

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Source: https://www.youtube.com/watch?v=5Od2SuL2igA

Secondly, the most important aspect of your metadata, following your unique title, is the 
description of your app. Your description, much like your title, should convey a clear and con-
cise message that allows potential users to know exactly what your app is at a quick glance. 
It is important when building your description to think like your user, which will allow you to 
create content that is more appealing to your target audience.

Source: https://www.youtube.com/watch?v=5Od2SuL2igA

The goal of Google and Apple is to ensure that users are having the best experience possi-
ble when downloading new apps. Your uninstall rate will dramatically effect your ranking 
in searches, while your metadata will ultimately determine how much exposure your app 
receives.

App Store Optimisation Guide – Factors & Ranking Apps for Search

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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App Store Top List 
Ranking Strategies
All good developers and publishers know that the one of the most effective ways to gain 
exposure for your new app is by ranking in one of the Top Lists in either the Google Play or 
iTunes App Stores. While it may seem straight forward, the challenge comes in knowing what 
the best techniques are to achieve top rankings. Unlike rankings for specific terms, such as 
“slots” or “puzzle games”, Top Lists are driven almost solely by the total number of downloads 
and recent volume downloads of an app. Putting things simply, gaining rankings in the Top 
Lists is all about getting the maximum number of downloads to your new app.

Now that you have a better understanding of what exactly it is that you need to achieve in or-
der to rank in the top lists, the question becomes, what mobile marketing techniques do you 
need to use in order to get the maximum number of downloads to your app?

Incentivised Burst Campaigns

Incentivised Burst Campaigns are a good way to significantly increase your download num-
bers over a short period of time. Spiking your download numbers over such a short time 
frame will not only allow you to grow your Top List Rankings, but it will also enable you to 
gain more organic installs. An Incentivised Burst Campaign offers the perfect starting place 
for your mobile marketing strategy and once complemented with the right combination of 
channels, should deliver great results with growing and preserving your top ranking position.

Source: https://play.google.com/store/apps/top?hl=en

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Maintaining Download Volume

While it’s an achievement in itself to reach the top lists through a spike in download num-
bers, it is equally as important to maintain your download volume for success. Implementing 
a combination of both incentivised and non-incentivised campaigns is a great technique for 
maintaining volume after achieving fast growth through your initial burst.

Source: https://play.google.com/store/apps/top?hl=en

Other Mobile Marketing Tactics

The above strategies are proven to be one of the most effective ways to gain a top ranking 
position in the app store lists, however a number of other mobile marketing tactics are also 
worth considering to grow your installs. While they may not be as cost effective, strategies 
such as Facebook CPC, Google Adwords and App Review Websites can also be used to boost 
your download volume and contribute greatly to your app store success.

Whether you choose to begin marketing your new app with an incentivised burst period, 
followed by non-incentivised and incentivised campaign, or choose to implement one of the 
other marketing tactics mentioned, it is important to always keep the lines of communication 
open with your campaign manager. Reviewing your progress can help you to reevaluate your 
position and will ultimately allow you to discover which mobile marketing tactics work best 
for your company and your new app.

If you would like to learn more about how to rank in the app store top lists, please contact 
us and we can assist in determining which marketing tactic, or tactics, would allow you to 
achieve the most successful results.

App Store Top List Ranking Strategies

Learn more at www.brusmedia.com

http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/
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One of the best ways to get instant exposure for your app is to reach a position on the “Top 
New” lists in the iTunes and Google Play App Stores. Increasing the amount of exposure your 
app gets in the first month after launch can do wonders for establishing your Monthly Ac-
tive User (MAU) base and can also assist in kick starting your monetisation plan. While we 
all know that ranking in the App Stores is a good thing for any new app, it’s often easier said 
than done, as the mobile gaming market provides an immensely competitive environment. 
More than 35, 000 new games are released into the Google Play Store each month, while the 
iTunes App Store is currently home to approximately 1.2 billion apps.

An important factor to consider when creating a strategy to get featured in the Top New lists 
is that these particular rankings are only for apps that have been launched within the last 30 
days. Basically, this means that you only have a 30 day window to capitalise on this opportu-
nity – but what are the best strategies to use when trying to reach a position in the Top New 
lists?

Source: https://play.google.com/store/apps/new?hl=en

Incentivised Campaigns

The “Top New” lists are ranked purely by the number of installs you get, so a good strategy 
is to launch an incent campaign for maximum volume of downloads the day you launch your 
campaign. If you’re new to the mobile marketing world, you should familiarize yourself with 
the benefits surrounding an incentivised campaign. Implementing reward based advertising 
can greatly assist in helping to engage, increase, and ultimately monetise your users. Wheth-
er you’re planning to release a game or a shopping app on iOS or Android devices, an incenti-
vised campaign can easily become your best friend.

Virtual Currency and Incentivised Campaigns

The first thing you need to understand about incentivised campaigns, is that there a number 
of different ways to drive incent traffic for your app. Infamous game developer Zynga cashed 
in on the use of “virtual currency” in Farmville, proving that a freemium game can really 
generate revenue. Virtual currency in games is often used to level up or purchase in-game 
goodies. By watching a short video advertisement, often advertising another app or product, 
players can earn virtual currency – providing a great incentive to many gamers.

App Store Top List Ranking Strategies

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Source: https://play.google.com/store/apps/new?hl=en

Social Incentives

The social media and marketing era is truly upon us and smart mobile developers are making 
the most of this prime opportunity, by implementing further incentivised strategies into their 
campaigns. Social Incentives often provide a great platform for monetisation, as they offer a 
medium that most users are already familiar with, making players more likely to participate 
in whatever it is you are offering. If you aren’t familiar with the concept of social incentives, 
don’t stress, as the process is quite straight forward. As with all other incentivised cam-
paigns, users are rewarded for participating in some kind of way. While virtual currency of-
ten requires users to watch video ads to be rewarded, social incentives regularly ask players 
to leave a review or provide a testimonial to receive their reward.

Offer Walls & App Walls

Users are more likely to engage in your marketing efforts if they are not constantly annoyed 
by intrusive advertising ploys. Research has shown that both Offer Walls and App Walls 
provide a good happy-medium that will please both users and developers. These two styles 
of advertising often provide impressive conversion rates, as the user is faced with a number 
of different apps to choose from, rather than just being given one that is often unappealing to 
them. By downloading an app featured in an App Wall, players are often rewarded with more 
in-game currency or extra lives.

Incentivised Campaigns can be an invaluable resource when it comes to gaining maximum 
downloads to reach a Top New list ranking. Once you are happy with the incentivised cam-
paign you have developed with your marketing team, consider the implementation of a com-
bination of incent and non-incent strategies, in order to maintain your download numbers 
for a longer shelf life.

App Store Top List Ranking Strategies

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Incent vs Non-Incent Installs: 
Which Is Best for You?
There’s a great debate in the industry regarding incent vs non-incent traffic. While you’ll find 
mobile marketing teams and developers that either swear by one or the other, when it comes 
down to the finer points, there are advantages to both forms of installs. When deciding what 
kind of traffic you want to generate to your new app, you must first ask yourself the all-im-
portant question of what it is that you want from this campaign. Once you have the answer, 
you’ll be able to move forward more confidently with your choice.

What are Incentivised and Non-Incentivised Installs?

Incentivised installs refers to a process whereby the audience is required to engage with an 
advertisement for some kind of reward. The type of advertisement and the reward can range 
greatly, depending on the developer and publisher.

Non-Incentivised installs, on the other end of the spectrum, refers to traffic that is gener-
ated when no reward is offered. This type of traffic is generated when users choose to en-
gage with an advertisement without any promise of reward. In other words, they are simply 
choosing to involve themselves with the ad due to personal interest.

Source: www.gopixpic.com

Incent Installs: Pros and Cons

Two great aspects of incent installs, which simply cannot be overlooked, is that they are 
incredibly cost-effective and can significantly boost install numbers over a short period of 
time. Incent installs are often used to increase install numbers in order to achieve better 
rankings in the App Stores.

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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If you are planning on launching a new app, you should consider using incentivised traffic 
within the first 30 days of release, as this will greatly increase your chances of ranking in the 
“Top New” lists of both iTunes and Google Play.

On the opposite end of the scale, there are some negatives involved with incent installs, 
including a lower lifetime value for users. When users are incentivised by a reward, they are 
more likely to install your app without actually wanting it. This often makes it easier for them 
to uninstall your app after a few days, which will spike your uninstall rates in the app store. 
While this can be a negative aspect of incent installs, you must also consider whether or not 
your app is one that will appear to large audiences, but simply needs exposure. If you are con-
fident with how audiences will engage with your app, incent installs may be just what you’ve 
been looking for.

Source: searchenginewatch.com

Non-Incent Installs: Pros and Cons

The traffic produced from non-incent installs is one of the most notable benefits from this 
kind of campaign. Non-incent traffic often provides higher quality users who are choosing to 
engage with your app, purely because they like what they see. The users acquired by non-in-
cent installs often show a high lifetime value, which translates to more monthly active users 
and better monetisation. Non-incent installs is our highest quality of advertising available 
and works directly with large mobile publishers.

In most cases, non-incent installs prove to be a more expensive advertising option than in-
cent installs. Non-incent installs can often take longer to generate, meaning this may not be 
the best option for you if you are wanting to achieve a “Top New” ranking soon after launch, 
in order to gain more exposure. When considering whether incent or non-incent installs are 
better for your campaign, it is important to consider your budget and resources.

Incent vs Non-Incent Installs: Which Is Best for You?

Learn more at www.brusmedia.com

http://www.brusmedia.com/
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Personally, we recommend creating a marketing campaign that includes both incent and 
non-incent installs. Incent traffic is a great way to boost your install numbers when you first 
launch your app, allowing you to rank in the App Store “Top Lists”, providing you with the 
exposure that all new apps need to thrive. Once your initial launch period is complete, a com-
bination of both incent and non-incent installs can help you to maintain download rates and 
ensure that your app is still receiving a good amount of high quality traffic.

· If you would like to discuss your options when it comes to incent and non-incent installs, 
please contact a member of our team – we’re here to help!

Incent vs Non-Incent Installs: Which Is Best for You?

Learn more at www.brusmedia.com

http://www.brusmedia.com/contact-us/
http://www.brusmedia.com/
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Brus Media is an affiliate network focused on performance-based adver-
tising for Publishers and Advertisers of Mobile Applications. Whether 
you’re looking to grow or monetize your Android, iPad or iPhone Ap-
plication, our team will work to optimise your campaigns for the best 
performance. We’ve helped grow some of the largest apps in gaming, in-
cluding Slotomania, Clash of Clans, Castle Clash and Candy Crush Saga. 
Our network is made up of hand-selected media sources which we use 
to ensure the highest performance for our clients. Our fully managed 
campaigns lean on our strong network made up of the following:

• 1500+ Active Mobile Publishers

• 100+ Digital Media Buyers

• 20+ Mobile Advertising Networks
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