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2 facts that explain wider, indirect impact of ASO under the surface

UA pays to scale traffic, Retention (CRM) makes users 
active, and Monetization convinces them to spend, but…
ASO makes UA pay less, CRM get users active faster, and 
Monetization get more users to spend without even 
convincing them ⇒ Good ASO = Profitable app marketing

All sources of traffic land on the App & Play Store listings 
before users download. No matter how good the marketing 
is, it’s always down to ASO to make it work.
⇒ Bad ASO = Wasteful app marketing



ASO: Most get it wrong, even “experts”

Old understanding:
ASO is all about keywords & visibility.
→ A bad definition, because what 
about the indirect impact?

Emerging understanding:
ASO is mainly about conversion rate.
→ Bad definition, because what about 
the business implications of ASO?

Effective understanding:
Address everything, everywhere, 
across all touchpoints in the mobile 
ecosystem, where internet users can 
be turned into paying customers.



Strategic ASO is:

A marketing system that presents your app to its 
potential customers, in their natural habitats, then 
convinces them to download it, with the intention to 

spend time & money in it.



ASO depends on dozens of factors



Search Discoverability:
The Appkitekt ASO keyword optimization process



There are many ranking factors - Focus on top 5 most vital ones first



Search is not all. Browse plays a 
role, too! For example:
Apple & Google go through similar criteria to select apps 
they feature.

All revolve around quality, value, user friendliness, and 
security.

It rarely works, because many apps compete for it, but 
when it does, it can cause a huge traffic boost.

Also, since featured recommendations are contextualized 
with stories told by the editors themselves, selected apps 
also receive more trust from users.

→ If Apple & Google like them, they must be exceptional

⇒ Potential to boost downloads, too



Some audiences are outside the app 
stores. These 4 elements can help you 
capture them:

1. Landing page, on both desktop and mobile Web

2. Content marketing

3. Digital PR (Organic link-building)

4. Web-to-App smart banners



For example:

1. Landing page, on both desktop and mobile Web

2. Content marketing

3. Digital PR (Organic link-building)
→ App & Play Store URLs are ranking factors
→ The more backlinks from other Websites pointing 
at them, the stronger the factors
→ iOS: App ranks higher in both Desktop & Mobile 
Web search
→ Android: App ranks higher in Google Play search

4. Web-to-App smart banners
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Conversion Driver: Visuals - 
which grab attention



Visual assets to optimize - iOS

1. Icon
2. Screenshots
3. Videos
4. Product page artwork



Visual assets to optimize - 
Android

1. Icon
2. Screenshots
3. Video
4. Feature graphic



Where to get inspirations



Conversion Driver: Texts - which 
add context

Without context, what does this mean?



Text assets to optimize - iOS

1. Title
2. Subtitle
3. Long description
4. Promotional text
5. Release notes



Text assets to optimize - Android

1. Title
2. Short description
3. Long description
4. Release notes



The secret of copywriting

Write to sell feelings, not products.

Learn from Apple.

https://bettermarketing.pub/how-to-write-like-apple-cd3876beb41b


Keywords are a Conversion 
Driver, too!
● → Users are open to explore options as they search for certain 

categories of apps:
- Alternatives to the apps they want to avoid
- General types of apps
- Specific solutions delivered through apps

→ Since they’re open, they can be convinced
→ If your app contains evidence that it’s closely relevant to 
what they are searching for, it can convince them



The 4 pillars of ASO CRO

1. Insights

2. Experimentation

3. Analytics

4. Documentation



You can’t just test and run. Have to make decisions wisely.

1. Use statistics to assess risk levels by estimating confidence intervals & statistical significance of an experiment after it’s run to validate a decision
2. Use heuristics to extract learnings, based on known & unknown factors, via inductive & abductive reasoning, respectively, to pick which risk to take
3. Use economics to assess the money potentially gained or lost, by taking risks to reap rewards, and by spending or saving time

a. Time & money: Analyzing data takes time, taking actions saves time, and time is money, but being hasty can also cost money, so weigh them;
b. Risk & reward: Your actions may have high or low risk, and they may also yield high or low reward, so pick the right pair

4. Based on 3 layers, make a decision, then evaluate later: Were you right or wrong?
a. Right: Move forward with next actions
b. Wrong: Revise statistics with new error margins; revise heuristics with deductive reasoning; revise economics with actual profit & loss



Powerful factors influencing both discoverability & conversion

App quality Platform configurations Marketing effectiveness



App quality example:
User sentiment
User sentiment revolves around app ratings & user reviews.

● Ratings:

○ Ranking factor*

○ Featuring factor

○ Represents app quality

*Users can also filter search results with 4.0* or 4.5* or higher, hiding 
all apps rated worse



Platform configurations example:
App extensions
There are 5 ways to be discovered through elements other 
than the app itself:

● In-App Purchases (iOS)

● In-App Events (iOS)

● Promotional Content (Android)

● App bundles

● Sneak peek



Marketing effectiveness example:
Performance marketing
● Ad targeting & creative affect which audience will 

see the app & the ASO
→ Can influence conversion rate depending on 
consistency between the 2 ends

● ASO measurement depends on ad measurement, so 
the use of performance marketing will alter ASO data
→ More ad networks = more complex to measure 
ASO impact

⇒ Measure them together, find dependencies, to interpret 
data more accurately

⇒ Get help from data analysts & scientists to deal with their 
relationships, especially K-factor, cannibalization, and 
incrementality



Monetization model:
ASO brings in new users, but how you 
make money from them depends on 
monetization models → Choose the right 
one, or mix multiple 

Paywall strategy:
IAPs or subscriptions are often included, 
and how you present the Paywall to users 
will affect their willingness to pay → Build 
a strong strategy 

Sales promotions:
Sales promo campaigns can be run inside 
the app, and the audience is the users that 
ASO brings in → Make sure both connect 
well to turn new users into new payers  

Now, even strong ASO isn’t enough to make money - it needs 3 more factors



Remember: Let AI enhance the system, not lead it. Let humans lead.

● Rely on human creativity & needs
● Asset creation needs Generative AI - Assessment needs Analytical AI.
● Use Prompts to communicate with AI models in complex situations, with a tailored approach.
● Use APIs to communicate with them in simple yet frequently repeated situations, with an automated approach.
● Don’t overthink your prompts or APIs - You can’t out-think machines. Just get started then iterate to improve later.

Automation



There are 3 types of ASO strategies

Evergreen:
Ongoing optimization to sustain 
growth.

Seasonal:
Short-term boosts that take advantage 
of external events.

Product GTM:
Mid-term boosts that take advantage 
of a new product launch.



Want to learn more?
Contact us.


