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Apple has announced that they will finally implement their App Tracking Transparency
(ATT) framework on April 26. The framework is currently in beta with developers testing it

out before it’s released to the general public. Because of this, we’d like to provide some
visibility about what publishers testing the framework are experiencing, and give some

recommendations to marketers.



What we’re seeing now

When we last released an article about IDFA, iOS 13 was still at 80% adoption. We’ve
seen that when a new version of iOS is released, it takes about four to five weeks for it to
be adopted by the majority of iOS devices. At the moment we’re seeing over 80%
adoption.

The iOS 14.5 update will include a number of features including the ATT framework, such
as the ability to unlock your phone via the Apple Watch. For the time being, this update is
only in beta, which means that it’s being tested out by developers before it’s released to
the general public. App publishers testing out the framework have found a wide variety of
opt-in rates, and the best option for publishers is to test out the framework themselves to
get a sense of what to expect.

A leading e-commerce publisher shared the results of their opt-in rate test with us, which
involved 3,410 users. The publisher tested two scenarios:

● the Apple prompt on its own (1615 users)

● a custom prompt (1795) followed by the Apple prompt afterwards. (753/1795)

The idea with scenario 2 is to test whether or not displaying a custom message to the
user before showing the Apple prompt has any impact on the overall IDFA collection. All
users in scenario 2 who responded positively to the custom prompt were then shown the
Apple prompt. Those who responded negatively to the custom prompt could not have
their IDFAs collected, but it left open the possibility for them to be shown the Apple
prompt later in the user journey.

April 23, 2021 | www.adikteev.com | Contact us here

https://www.adikteev.com/resources/idfa-what-to-expect-from-retargeting-capabilities-ios-vs-android
https://www.adikteev.com
https://content.adikteev.com/contact-us


When users were shown the Apple prompt on its own, 52% of users opted in to have their
IDFA collected, while 48% declined.

When shown the custom prompt, 42% of users responded positively, with 58% showing
interest in opting out of ad tracking. Of those 42% who responded positively to the
custom prompt, 53% opted in to ad tracking, and 47% opted out of sharing their IDFA.
This means that at the end of the workflow in scenario 2, the percentage of users who
opted in is about 22%. The number of users who opted in at the end of the custom +
Apple prompt scenario is also much lower than simply showing the Apple prompt right
away: 401 vs. 847.

What it means and what we expect once the ATT framework is
released to the general public

The main issue with determining the overall opt-in or opt-out rate with Apple’s ad tracking
framework will be the fact that there are so many different ways app publishers are
attempting or not attempting to collect their users’ IDFAs. Many publishers are waiting
until some time later in the user journey to show the opt-in prompt because the Apple
prompt can only be shown once. Publishers are not given an opportunity to ask again for
user consent, so they’re looking to maximize their chances of a positive user response.
As for this publisher, they chose to display the prompt at app launch directly after install.
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Our recommendations

In December, we released a summary of all of the updates happening around Apple’s iOS
14. There’s still very little visibility coming from Apple to help marketers determine how
the changes will affect their app audience. However, we have a few more
recommendations for app marketers looking to get ahead of what’s to come.

1. Test and test again

We recommend that marketers A/B test by implementing the Apple prompt scenario to
determine the configuration maximizing opt-in rate for their users. Many app marketers
are waiting until the changes to iOS become available to the general public, but we
recommend testing ahead of time at scale to get a sense of what can be expected once
the ATT framework is in place. By doing so, marketers can get some visibility on how
much their business will be affected by the changes to iOS. See how we structured our
own test to get a sense of the opt-in rate for a casual gaming app.

2. Leverage machine learning to predict user behavior

Marketers are going to have to get increasingly creative with their re-engagement
strategies moving forward. This includes utilizing machine learning technology to predict
user behavior and determine custom in-app actions. Algorithmic segmentation uses
machine learning technologies to “score” users based on the probability that they will
perform specific in-app actions. Prediction-based audience segments increase marketing
performance by adapting advertising strategies to user scores. It helps increase the
efficiency of media budgets by targeting only the most high performing and relevant
users for the campaign.
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By identifying users with the highest conversion probability and targeting them with
relevant ads, it’s possible to increase revenue while conserving budget at the same time.
And if retargeting capabilities on iOS are reduced, it opens the door for other ways to
maintain revenue streams that don’t require an IDFA or an opt-in from users. Learn more
about how to use machine learning to predict user LTV and boost revenue.

3. Redesign your LTV modelling to fit the new rules of user acquisition (UA)
optimization

We’ve spoken a lot about re-engagement campaigns, but UA will also see big disruptions.
User-level media buying will no longer be available on iOS for users who opt-out, but
attribution at the level of performance factors such as geo, install source and publisher
will still be accessible. UA success at scale will now be driven by advertisers’ ability to use
these metrics to granularly predict LTV and deduce precise CPI targets (on top of
creative & contextual information). The challenge for advertisers will be to reach the high
volume of installs necessary for models to learn enough to make predictions for all
channels, geos and publishers.

4. Move re-engagement campaigns to a more stable ecosystem

For the time being, Android is still a much more reliable operating system for app
re-engagement. We recommend that marketers begin shifting their budget from iOS to
Android in order to prepare for the depreciation of IDFA. As we outlined in our last article,
Android has more reach than iOS. With some thoughtful strategies, it’s possible to make
the most of your re-engagement on Android.

In addition to shifting budget to Android, we’ve been analyzing revenue possibilities
outside the app universe for gaming publishers. Streaming offers gaming publishers an
interesting opportunity to target and engage players that don’t need to download your
app. Find out how to engage high value users on Facebook Instant Games.

5. Keep your audience engaged in your app portfolio with cross-promotion

Leveraging your existing audience will have to become more strategic than ever. When
your users have reached the limit of their retention rate, your best bet is to encourage
them to switch to another app in your portfolio. Cross-promotion is a self-bidding service
that can leverage your own inventory to promote other apps within your ecosystem. Once
again, machine learning can also be a strong tool to predict the probability that your users
will engage with another app in your portfolio.
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To sum up

There are still plenty of unknowns when it comes to the future of re-engagement on iOS.
What we do know for the time being is that changes can be expected soon, and that
marketers will have to radically adapt. We’re working on a number of solutions and
services to help maintain a viable app re-engagement ecosystem while still respecting
the privacy limitations implemented by Apple. Our goal isn’t to find a way around Apple’s
ATT framework, but instead to lay the groundwork for a more durable future for app
re-engagement as a whole.
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