
Open Internet for App Advertising  
Is a Major Opportunity for Marketers 

D E C E M B E R  2 0 2 3S N A P S H O T

The mobile app landscape is changing, challenging marketers to find new ways to reach 
and acquire new users. But by embracing the open internet (i.e., inventory outside of walled 
gardens), marketers can expand their reach beyond the triopoly of Apple, Google, and Meta. 
In this snapshot, we size up the open internet market for mobile app marketers and identify 
which areas could drive the most growth.  

The open internet gives mobile  
app marketers room to grow

The big picture

What we expect
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Apple, Google, and Meta are far from the only 

options for mobile app marketers. In fact,  

43% of total US mobile app install ad revenues 

in 2024 will come from companies outside of 

the triopoly, per our forecast.

US mobile app install ad spend will increase 9.4% in 2024, 

totaling $26.04 billion, per our forecast. 

A major benefit of programmatic mobile 
app advertising is the ability to target 
consumers by geolocation, device, or 
user activity, while also maintaining cost 
efficiencies. Plus, ads are already being 
served to an engaged audience, which 
could help increase their effectiveness.

Did you know? On target 

Meanwhile, mobile in-app ad spend will reach  

$177.44 billion in 2024, growing 11.4% YoY. 

Video ads are making up a bigger portion of in-app ad  

spend, totaling nearly one-third (32.6%) of total in-app  

ad spend in 2024.

Mobile App Install Ad Revenues, by Company
billions, US, 2024

Note: includes advertising that appears on mobile phones and tablets, and includes all the various formats of advertising 
on those platforms; excludes app re-engagement ads. Source: Insider Intelligence | eMarketer, January 2023

Note: Includes advertising that appears on mobile phones and tablets, and includes all the various formats of advertising 
on those platforms; excludes app re-engagement ads. Source: Insider Intelligence | eMarketer, January 2023

Note: Includes advertising that appears on mobile phones and tablets, and includes all the various formats of 
advertising on those platforms. Source: Insider Intelligence | eMarketer, January 2023
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The overall number of smartphone app  
users and installers is rising

The big picture

What we expect

Copyright © 2023, Insider Intelligence Inc. All rights reserved. Page 2

Almost every 

smartphone user in 

the US (97.6%) will 

use apps in 2024, 

totaling 260.1 million, 

per our forecast. 

In 2013, desktop/laptop 
represented the majority of US programmatic 
digital display ad spend. But now, more than 
10 years later, mobile dominates, representing 
71.1% of US programmatic digital display ad 
spend in 2023, per our forecast. 

Did you know? 
Mobile moves

Nearly as many 

smartphone users 

(95.7%) will install  

apps in 2024. 

The number of smartphone app installers will rise  

by roughly 4 million each year over the next three years,

All smartphone app 

category users will 

continue to grow over  

the next four years.  

More diverse mobile usage 

could lead to additional ad 

options beyond the triopoly. 

The number  

of grocery app 

users will grow 

5.3% in 2024,  

the fastest of any 

app category. 

Over the Past Decade, Programmatic Has 
Gotten More Diverse and Mobile-Dominated

% of total US programmatic digital display ad 
spending, by device

Note: digital display ads transacted or fulfilled via automation, including 
everything from publisher-erected API’s to more standardized RTB technology; 
includes native ads and ads on social networks like Facebook and X; *includes 
advertising that appears on desktop and laptop computers and other 
nonmobile internet-connected devices; **includes ad spending on tablets; 
***includes advertising that appears on connected TV devices; excludes 
network-sold inventory from traditional linear TV and addressable  
TV advertising. Source: Insider Intelligence | eMarketer, December 2023

US Users Exceed 100 Million in 11  
of 17 Smartphone App Categories
millions of users, 2023

Made possible by
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 reaching     266.9 million by 2027.

Total US app users:

255.8 million

Other app 

categories  

with increasing 

users include: 

• �health/fitness 

(3.5%) 

•  �dating (2.8%) 

• �sports (2.8%)

Note: all ages; smartphone users who use at least one app in the category 
on their smartphone at least once per month; * ages 14+; ** ages 18+. 
Source: Insider Intelligence | eMarketer, July 2023

As the number of smartphone users grows,  

so does the number of app installers and users.
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As consumers install fewer apps, mobile app 
marketing remains essential to drive growth

The big picture

What we expect

Behind the numbers

Copyright © 2023, Insider Intelligence Inc. All rights reserved. Page 3

Consumers are installing fewer apps, 

challenging marketers to get creative  

with strategies to grow app users. 

App install ads are focused on user acquisition,  
using calls to action to drive consumers to download  
a specific app. App install ads can be search ads,  
banner ads, interstitial ads, or even video ads.

40.9% of app marketers worldwide say that they are able to acquire a high 

number of new users with their company’s mobile app performance marketing 

efforts, per a Moloco survey conducted by Ipsos. In addition, nearly a quarter 

(24.2%) say they are able to acquire high-quality new users.

Smartphone Apps Installed
US, 2023-2027

Note: number of first-time apps downloads per year by smartphone users of all ages.  
Source: Insider Intelligence | eMarketer, July 2023

Main Reason Why App  
Marketers Worldwide Are  
Satisfied With Their Company’s  
Mobile App Performance Marketing
% of respondents, May 2023

Note: respondents were asked about the performance for their marketing in 2022; 
numbers may not add up to 100% due to rounding. Source: Moloco, “Mobile App 
Performance Marketing Global Report” conducted by Ipsos, September 2023

Did you know? Install this

In 2024, the average US smartphone user will install 18.28 apps, 

a 1.0% decrease YoY, per our forecast. 

Some US apps, inspired by Asia-based apps like WeChat, Alipay, 

and Grab, are attempting to consolidate features in a move toward 

the super app model (which combines multiple services into 

one platform), potentially contributing to a lower app count for 

the average user.
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Able to acquire a high number of new users

Able to acquire high-quality new users

Return on ad spend (ROAS) improved

Able to measure performance more precisely

Other
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10.9%
Time spent in mobile
games as % of total 
mobile time spent

Mobile gaming ad 
revenues as % of 
total mobile ad spend

3.8%

Gaming will continue to be a growth area 
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The big picture

US mobile game ad revenues will grow 13.0% to reach $7.74 billion in 2024, and will 

continue to grow through 2027, when it will reach $10.35 billion, per our forecast.

Playable ads, which allow users to try a 

scaled-down version of the app before 

they actually download it, have the lowest 

cost per install (CPI) among ad formats 

on mobile gaming apps worldwide, with 

a total of $1.31, per Liftoff. On the other 

side of the coin, interstitial ads have the 

highest CPI at $11.29.

What we expect

186.7 million US adults will play  

digital games in 2024, representing 

However, gaming accounts for  

Time Spent in Mobile Games Outpaces Ad Spend
% of total mobile ad spend and mobile time spent, 2024

Note: excludes advertising on esports or gaming video content; includes placed within games on mobile devices 
only; ages 18+; includes all time spent using gaming platforms via internet-connected mobile devices. 
Source: Insider Intelligence | eMarketer, H1 2023

Did you know? Play to win

Mobile Gaming App User 
Acquisition Metrics Worldwide: 
Average Cost per Install (CPI)  
by Ad Format
2022
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54.6% of the population, 

according to our forecast. 

<5% of US ad spend,  

according to the Interactive Advertising Bureau.

Sweet Success

Candy Crush Saga 

a little over 11 years since its 2012 

launch. Candy Crush has been the  

top-grossing franchise in US app 

stores for the last six years,  

according to game-maker King. 

reached 

$20B 
in revenues 

in September 
2023,

Mobile games are responsible  

for roughly 

70% of ad revenues 

in mobile ad networks, not including 

the large social media walled gardens, 

according to Data.ai estimates.

The average time spent 

per day with mobile device 

gaming apps will reach 

25 minutes in 2024, 

growing 5.0% from 2023. 

Note: represents activity on Liftoff’s platform, broader 
industry metrics may vary. Source: Liftoff, “2023 Mobile Ad 
Creative index,” February 2023

Mobile Game Ad Revenues
US, 2023-2027

Note: excludes advertising on esports or gaming video content; includes advertisements placed within games on mobile devices only.
Source: Insider Intelligence | eMarketer, October 2023
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How to level up your mobile advertising
As the mobile app landscape continues to evolve, mobile app marketers should leverage 

the open internet to attract and retain a wider range of customers. In particular, gaming, 

grocery, health/fitness, dating, and sports apps are primed for growth in 2024, enabling 

marketers to reach audiences with more niche interests.

Here are three tips to consider:
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Measurement is becoming increasingly complex as privacy laws take 

effect and first-party identifiers such as IDFA will continue to be limited 

due to Apple’s AppTrackingTransparency. Attribution models can help 

marketers identify which touchpoints are contributing the most toward 

conversion, while incrementality testing can be used to determine 

which tactics are actually driving growth. 

Combine attribution and incrementality 
to measure success

3

The majority (55.4%) of app marketers worldwide check or optimize 

their mobile app marketing performance data weekly, per a Moloco 

survey conducted by Ipsos. Machine learning can democratize campaign 

analytics, allowing more people to generate insights. Marketers without 

in-house AI capabilities may lean on the expertise of third-party partners, 

but it’s important to do your due diligence to ensure that they’re actually 

leveraging advanced machine learning and not just hopping on the  

AI-hype bandwagon.

Use AI to help with measurement 
and optimization

2

By 2025, apps will account for nearly 93% of mobile time, per our 

forecast. As consumers spend more time with grocery, dating, and 

other apps outside of walled gardens, marketers will gain new avenues 

to first-party data that they can use to better target their audiences.

Leverage first-party data for more 
accurate targeting

1
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