
Mobile purchases are exploding. 

Transactions completed on mobile applications 
have increased 15% between 2015 and 2016 
and now deliver up to 54% of all mobile 
transactions today in the US (Criteo).

Shopping behavior has changed and 
is becoming mainly multi-channel. 

To stand out, retailers and brands have to be 
present at each step of the customer journey,  
and provide the proper content, information or 
incentive which will guide the prospect from 
research to purchase. 
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SIMULATE USER JOURNEYS ON MOBILE APP TO COLLECT 
PRICING & ADDS DATA

Competition leads marketing teams 
to automate their analysis to a 
certain extend.

That’s where Competitive Analysis software 
comes into play. These solutions usually crawl 
the web to collect data on advertising presence 
of a company and its competitors, as well as 
pricing and stocks of given products or services 
on  different platforms. The insights derived 
from the analysis can be used to adjust pricing 
and twist advertising campaigns as needed. 

But with the pricing strategies of retailers 
becoming always more complex, they now have 
to simulate a large variety of user behaviors to 
be accurate. Indeed, not only do prices differ 
across retailers websites and evolve during the 
day, but they can also differ depending on the 
user location, user historical data, and even user 
device and Operating System (Forbes).

The increasing role of mobile 
applications in the customer 
decision journey makes it key for 
Competitive Analysis software 
providers to incorporate mobile 
simulations into their price 
collection tools. 

The argument is even more obvious when it 
comes to advertising. Since mobile applications 
are an independent advertising medium, the 
presence of ads and their position in the layout 
the mobile applications must be monitored just 

as well as on any other medium. Moreover, 
Mobile channel has increasingly become a 
priority for a number of retailers, 
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http://www.criteo.com/media/5333/criteo-mobilecommercereport-h12016-us.pdf
https://www.forbes.com/sites/gregpetro/2015/04/17/dynamic-pricing-which-customers-are-worth-the-most-amazon-delta-airlines-and-staples-weigh-in/#7f378b675f04
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What can we bring to your Competitive Analysis solution:

● High Scalability: Spawn on demand for few hours thousands of different 

customer journeys 

● Automation: Use mobile automation frameworks such as Espresso or Appium 

to easily automate a customer’s journey

● Sensors:
○ Change the location of the device to display specific ads or content 

related to the location for example displayed currency and pricing 

would change depending  on the location of the device.

○ Change network and SIM operator information (for ex MCC) to display 

specific content related to a mobile network operator.
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their expectations regarding the monitoring of 
their advertising effectiveness have also 
evolved. So, as a partner in business, it is critical 
that their Competitive Analysis service respond 
to this trend by proposing a product that also 
screens mobile ads, and in particular in-app ads. 

Currently, most Competitive 
Analysis solutions don’t propose a 
mobile application screening yet. 
Although, it isn’t hard to see

that those who will propose it first 
will clearly be ahead of the market. 

With Genymotion, there is now a way to 
simulate mobile customer journeys and to 
collect the prices displayed both on mobile 
websites and in mobile applications. It is also 
possible to simulate a user journey across 
different mobile websites and mobile 
applications, and collect information about 
which ads were displayed and where, at each 
step of the process. 


