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Forward by Mobile Posse

In 2014 we wrote “The Ultimate Guide to the Next Big Wave 
in Mobile: The Home Screen.” Building on previous research 
showing that users spent significant time “navigating” their 
mobile device, that report rightly predicted the increasing 
focus on and investment in the mobile home screen.

Since that time, mobile has permeated - no, changed - our 
lives. Mobile is no longer “the go-to device to do something.” 
It’s now the “the device we use to avoid doing nothing.”

As a leader in creating engaging mobile experiences for our 
carrier partners and their subscribers, it is Mobile Posse’s 
goal to provide not just the most notable solution, but also 
the most notable insights into this exciting next wave in 

mobile. Towards that goal, we realized that there simply 
wasn’t enough research being done in this space.

In our new report, we focus on why consumers unlock their 
phones, their first screen experience, and what it means 
in the context of better solutions. We have compiled the 
results of research efforts using passive device meters and 
new primary research from our partner, Phoenix Marketing 
International.

We hope our findings both original and beneficial.

Gregory Wester | EVP of Marketing | Mobile Posse 

http://www.mobileposse.com
https://phoenixmi.com/pdf/MP_HOMESCREEN_REPORT_FINAL.pdf
https://phoenixmi.com/pdf/MP_HOMESCREEN_REPORT_FINAL.pdf
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Forward by Phoenix Marketing International

Since our first collaboration with Mobile Posse, we’ve 
watched as mobile has transformed our lives. We’ve watched 
as research and the media have covered and debated the 
growth and use of the apps versus the web.

What we’ve also noted is the utter absence of a thorough 
understanding of the complete mobile journey. There has 
been little insight on how well today’s devices fulfill our 
day-to-day, even hour-to-hour conscious (and increasingly 
unconscious) desires. There was little research on potential 
new experience for the mobile first screen experience. 
Basically, there was little thorough research at all.

Phoenix Marketing International utilized its well established 
Consumer Convergence 360 online platform to survey 

1,000 smartphone users about their mobile motivations and 
intentions. Our team also analyzed hundreds of thousands of 
user sessions in data provided by Verto Analytics. 

We believe our collaboration with Mobile Posse has provided 
first-of-it’s kind insights on how today’s consumer turns to 
their mobile device.

We hope you find our analysis both insightful and useful, and 
we encourage you to reach out with any questions.

John Scheila | President, Converged Technology  
& Media | Phoenix Marketing International

http://www.mobileposse.com

