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Below is a historical look at how the mobile OS picture has evolved since January 2010: 
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At the top of the rankings, iOS, Android, and HTML5 interest remained largely the same this quarter.

•	 iOS held its leadership position at 91% very interested in iPhone development and 88% for iPad, both of 

which are unchanged from Q3 2011.

•	 Android phones declined nearly 4 points and Android tablets declined nearly 6 points as interest in iOS 5 and 

weak tablet sales weighed on Google’s OS.

•	 This was the second quarter tracking HTML5 mobile web, which held its position unchanged at 66%. It will 

be interesting to see how Android tablet priorities stack up to mobile web as the two track closer together in 

the middle of the list.

Due to several announcements over the past 3 months, there was significant movement in the bottom-half of 

the rankings:

Interest in Windows Phone 7 jumped significantly to 38% worldwide this quarter as anticipation over Nokia Lumia 

sales, new Windows Phone Mango release, and potential for Tablets and Windows 8 integration pushed the OS 

higher on the priority list. What’s interesting is how different parts of the world view the importance of Windows 

Phone and why. Appcelerator’s global developer base is close to evenly split throughout North America (37%), 

Europe (38%), and the rest of the world (25%). We looked at Windows Phone interest across geographies and saw 

differing levels of interest and rationale:

Nokia is seeing a resurgence in its opportunity as it launches its Lumia Windows Phone 7 devices. Twenty-eight 

percent of global developers and businesses, and more so in Europe, are very interested in building for the Lumia. 

Note that this level is more than double the level of interest in Symbian or MeeGo since Appcelerator and IDC started 

tracking last year:
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With Google launching a new version of Google TV with 3rd-party app support, Appcelerator and IDC took a look to 

see if the connected TV picture had changed. 

Both Apple TV and Google TV remain very low priorities for businesses that are increasingly facing more and more 

demand from customers seeking an ever-wider array of smartphone and tablets. In fact, interest in Google TV has 

dropped by half over the past year. Low volume and continuing pushback from the major networks will likely hinder 

the TV app ecosystem well into 2012.

Beyond Windows Phone 7, the rest of the OSes dropped dramatically in interest levels. BlackBerry phones now have 

just 21% of the developer population very interested in the device category, down half from its peak in early 2010. 

The newer BlackBerry PlayBook is down to just 13%, which is lower than the TouchPad was before HP pulled the plug 

earlier this year. webOS, Symbian, and MeeGo round out the bottom.
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Transforming Customer Relationships:
A Look at Mobile Priorities 

As businesses across the globe make the move to mobile, many are looking to understand best practices by which 

mobile can transform and add value to their customer relationships. This quarter, Appcelerator and IDC surveyed 

businesses and developers to understand their most important priorities for their most recent mobile project to 

get a better sense of ‘real-world’ mobile strategies in action. We then clustered the results into four categories that 

broadly define the objectives that most companies have when considering how mobile adds value to their customer 

relationships: reach, engagement, loyalty, and monetization:

Each of these categories and corresponding mobile priorities is discussed further below, with a summary chart 
provided at the end of this report for reference.

iOS or Android. iPad or iPhone. Tablet or eReader. Native App or Mobile Website. Aligning a company’s value 

proposition to the appropriate mobile devices and experiences is an important first step to understanding how 		

to reach business customers where they are. 
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Most businesses surveyed want as much reach as possible, but it is important to align objectives surrounding user 

experience and target demographic with device capabilities. Many iPhone and Android phone applications tend to 

be more utilitarian in nature while iPad and Android tablet applications leverage tablets’ expanded screen real estate 

to allow for deeper and richer engagement. Newer devices like eReaders target different customer demographics. In 

short, stay away from a ‘one-size-fits-all’ mobile strategy.

Time-to-market and leveraging existing skills were also ranked as high priorities. Accomplishing these goals makes a 

company more agile, which in turn enables a business to compete more efficiently and manage ever-increasing levels 

of mobile fragmentation.

This defines the core of the app or mobile web experience. User experience, location, social hooks, and cloud-

connectivity all play an important role in determining how business customers will engage with your applications. 

Respondents to the survey prioritize an easy-to-use, high-performing native user interface as the primary customer 

engagement consideration when moving to mobile. This reflects the idea that many mobile experiences are essentially 

utilitarian and that understanding the utility nature of a company’s brand (eg: recipes for a consumer packaged goods 

company) is important. Certainly, location, social, and media are also key considerations, but are secondary to a rich 

user experience. 

A well-known study published by Pinch Media (now Flurry) showed that 80% of mobile applications were never 

used beyond the first day. When it comes to loyalty, notifications and analytics are two key considerations to ensure 

customers come back.
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Respondents generally considered loyalty as secondary to their reach and engagement objectives, but Appcelerator 

and IDC advise that all companies making the move to mobile have a robust analytics strategy from the outset. 

Measuring success, iterating, and then improving on that success is an often overlooked component of a longer-term 

mobile strategy; however, this is the one defining trait that all of Appcelerator’s top applications have in common.

Last quarter, we looked at 8 monetization models and found an increasing trend toward business models that scale 

through the use of the application (eg: advertising and in-app purchase) vs. the initial purchase of the app itself (eg: 

app store sales).

When it comes to transactions in applications, advertising continues to be the business model of choice, however, 

survey respondents all agreed that making payments easy is the key priority for in-app purchasing and commerce.

For reference, on the next page is a stack rank of all 23 mobile objectives included in this quarter’s survey. Each of 

these objectives has been categorized into one of the four key mobile relationship lifecycle categories and ranked 

from highest to lowest.
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Concluding Thoughts

This quarter marks the start of a new chapter for the mobile industry. First, Barnes & Noble and now Amazon 

are paving the way for a whole new class of eReader and media tablet entrants into the field. Gone are the days 

when differentiation was based primarily on device capabilities and OS selection. New content ecosystems, new 

demographics, and lower price points will help reshape mobile heading into 2012. Microsoft and Nokia are also 

showing that while the mobile industry does change quickly, the longer-term trend favors those that shed legacy 

constraints, strike bold partnerships, and invest the resources to remain competitive. Finally, priorities from businesses 

making the move to mobile are converging around how to make the most of the reach and engagement opportunity 

that these devices offer while at the same time navigating the challenges of fragmentation and scale. 
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About the Appcelerator / IDC 
Q4 2011 Mobile Developer Report
This survey was conducted from November 2-3, 2011. Appcelerator and IDC surveyed 2,160 of over 225,000 

mobile developers who use Appcelerator’s Titanium application development platform on their plans, interests, 

and perceptions of the major mobile and tablet OS providers. Developers were individually invited from Appcelerator’s 

user registration database to complete a web response survey. A raffle for a free iPad 2 was made and only one 

response per user was allowed. Respondents’ answers were given freely with no incentive or compensation for 

their participation. 

Appcelerator developers represent a uniquely broad spectrum of backgrounds. Twenty-nine percent of respondents 

classify themselves as independent developers, with the other 71% coming from businesses. Appcelerator has a global 

audience, with 37% surveyed stating they live in North America, 38% in Europe, and 25% throughout the rest of the 

world. Note also that Appcelerator developers come from a web development background, so although they build 

applications with Appcelerator Titanium, they are used to working across multiple platforms.

About Appcelerator

Appcelerator is the leading enterprise-grade, cross-platform development solution 

on the market today, with over 1.6 million developers using its software to power over 

30,000 cloud-connected mobile, desktop, and web applications used on 30 million 

devices every day. The company’s flagship offering, Appcelerator Titanium, is the only 

mobile cloud platform to enable fully native, cross-platform mobile app and HTML5 

web development, from a single codebase. Appcelerator’s customers can leverage their 

existing skills and open, industry standard technologies to decrease time-to-market 

and development costs, increase customer adoption and revenues, and enjoy greater 

flexibility and control. For more information, please visit www.appcelerator.com.

About IDC 

International Data Corporation (IDC) is the premier global provider of market intelligence, 

advisory services, and events for the information technology, telecommunications, and 

consumer technology markets. IDC helps IT professionals, business executives, and 

the investment community to make fact-based decisions on technology purchases 

and business strategy. More than 1,000 IDC analysts provide global, regional, and local 

expertise on technology and industry opportunities and trends in over 110 countries. For 

more than 46 years, IDC has provided strategic insights to help our clients achieve their 

key business objectives. IDC is a subsidiary of IDG, the world’s leading technology media, 

research, and events company. You can learn more about IDC by visiting www.idc.com.
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