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EXECUTIVE SUMMARY

The global app economy has reached maturity, but app
discovery has not evolved at the same pace. With millions of
applications competing for attention, traditional acquisition
channels such as app stores and social media advertising
are increasingly expensive, saturated, and inefficient. Rising
Cost Per Install (CPI), declining user trust, and privacy-driven
signal loss are forcing brands to rethink how users discover
and install apps.

App discovery is emerging as a next-generation growth
channel. It enables applications to be discovered directly
within OEM-controlled, on-device environments where users
naturally explore and configure their smartphones. These
trusted system-level placements allow brands to reach users
at moments of high intent, resulting in higher-quality installs
and stronger long-term engagement.

This white paper explores why traditional acquisition is failing
and how app discovery is reshaping mobile growth
strategies.
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THE DECLINE OF TRADITIONAL
APP ACQUISITION

Industry data shows that the average global Cost Per Install (CPI) for non-
gaming apps increased by approximately 30—-40% between 2021 and
2024, driven by inventory saturation and increased competition. In mature
categories such as fintech and e-commerce, CPIs are often 2—-3x higher
than emerging categories.

At the same time, post-install retention has weakened. Across major
markets, fewer than 25% of users remain active after 30 days for the

average consumer app, indicating that higher spend does not guarantee
quality users.

Privacy regulations and platform-level restrictions have
reduced deterministic tracking signals by more than 50%
compared to pre-2021 benchmarks, limiting optimization
accuracy and increasing wasted spend. Over the last decade,
app acquisition has become heavily dependent on a small
number of channels. App stores are overcrowded, ranking
algorithms favor incumbents, and organic visibility has sharply
declined. At the same time, social and in-app advertising has
become increasingly competitive, driving up costs while
reducing performance consistency.

Privacy regulations and platform-level restrictions have further
reduced targeting precision and attribution reliability. As a
result, marketers are paying more for installs that often show
lower retention, weaker engagement, and higher fraud risk.
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