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‣ I started reading the iOS human
interface guidelines, to get into the
Apple App descriptions and features
mindset

‣ I knew nothing about ASO, and very
little about SEO

‣ I am an Apple/iTunes user and have
limited exposure to Android Apps/
Google Play Store

‣ I am a TED viewer and I already have
this App on my iPhone and iPad mini,
but mostly view on desktop
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Pre-project kickoff

https://developer.apple.com/library/ios/documentation/UserExperience/Conceptual/MobileHIG/index.html
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‣Analysis of current App Store 
description and landscape!

‣New optimized copy for each App 
Store listing in TED voice!

‣New screenshots for each major 
device in each store

Deliverables

https://docs.google.com/a/ted.com/spreadsheets/d/1kp6T8UQPt2A3Nz0zLR4KBERekyqVTjgLSP_ilvYzWKY/edit?usp=sharing
https://docs.google.com/document/d/1P-chLDTDJByQInWio3ap2yt7hDlD7P4gE1WsL1x2jx0/edit


‣ Shared Google documents and
spreadsheets

‣ Introductions to TED project
stakeholders

‣ Organized folders for captured assets

‣ Managing + charging all the devices

‣ Templates / layered psd files for
future editing
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Housekeeping
On day 1, Will True, the project lead,
set up a collaborative workspace and
started introducing me to the team —  
we set up a file structure that could be
easily managed and updated by TED: 



‣ Limited timeframe of 6 days 
onsite during holiday season, 
TED team members had 
limited availability

‣ No realistic way of interviewing/
testing the existing/new 
content on potential App users 
during this time-frame

‣ No definitive metrics to 
determine quantity, device 
and version of apps 
downloaded pre/post-revision 
to measure success 
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Challenges

App intelligence metric platforms like SensorTower or App Annie 
would be useful for this project but may be too expensive on an 
ongoing basis, and possibly unnecessary/unsuitable for TED. 

https://sensortower.com/plans
http://www.appannie.com/


What does the landscape of 
TED look like?
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Getting to know 
the world of TED



To assess what other companies to compare, I looked at: 
‣ iTunes: “Related” > “Customers Also Bought”
‣ google.com search under each TED Keyword:

> “Searches related to” and “People Also Search For”
‣ Google Play > “Similar”

Related Searches: Google Document
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TED  is one of a kind – Who / how does it compare?!

‣ Other thought-leadership conferences

‣ Other online education services

‣ Other video/audio-streaming services

Comparative Analysis

http://google.com
https://docs.google.com/document/d/1CM85zaexzLWHExPBVtAuogSPzzOqjCAuHDw8vK-oiqQ/edit


Video-streaming Services

Ideas/Innovation Conferences
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Education Apps/Platforms

Comparative Analysis



Getting to 
know App 
Store listings
Taking a look at the most 
up-to-date listings
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Quick Detour: 
Weeding out the 
unofficial App 
Store listings
Here's a spreadsheet of all 
the unofficial apps

10

https://docs.google.com/spreadsheets/d/1r9RmZBnKVP1MQ5yfFikbN-vrypQ2JfiSSZt7b9aPhdU/edit#gid=0


Collaborating with the team 
• Learning the breadth of 

devices and OS versions of 
mobile apps with Will

• Learning TED Voice/Tone for 
copywriting with Morton

• Learning and applying TED 
Design style with Lillian

• Hanging out with the
#TEDJellies 
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App Store text copywriting process: 

1.Gathered all the existing TED text from each App Store into a spreadsheet

2.Read about best practices for ASO on the Internet

3.Read the App Store guidelines for submissions (see last slide for links)

4.Examined the functionality and utility of the apps for the users – why would
they want this app over viewing TED on the mobile site?

5.Read TED Style Guide provided by Morton: “The TED/TED Talks reader:
Assume the reader is looking to get a lot of information quickly, in casual,
efficient language”

6.Gathered all the comparative product/service text together into a document
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Getting the language together

https://docs.google.com/spreadsheets/d/1kp6T8UQPt2A3Nz0zLR4KBERekyqVTjgLSP_ilvYzWKY/edit#gid=0
http://www.mobiledevhq.com/resources/ultimate-guide-keyword-research
https://docs.google.com/document/d/1CM85zaexzLWHExPBVtAuogSPzzOqjCAuHDw8vK-oiqQ/edit#heading=h.iedr7eo6641j


The App Store listing improves in 
search ranking in several ways: 

1. Title (can't be changed)

2. Descriptive text: should have as
many keywords as possible,
especially in a Google Play
(because there are no other keywords)

3. Number of downloads

4. Ratings

5. Keywords (iTunes only)
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http://www.mobiledevhq.com/resources/ultimate-guide-
keyword-research

Words and keywords

http://www.mobiledevhq.com/resources/ultimate-guide-keyword-research


Fine-tuning the keywords
Several information architecture-
type activities were performed to 
assess words to consider adding to 
descriptions:   

‣ I took all the keywords from
comparable companies' app
listings, YouTube listings, and
website "About" descriptions into a
document and ran a word tag
cloud to see the words that stood
out the most

‣ Then, I took those words and put
them onto sticky notes in their
various forms, found their
synonyms, made notes for those
and grouped notes until I could
see clear categories
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Word It Out Tag Cloud

https://docs.google.com/document/d/1CM85zaexzLWHExPBVtAuogSPzzOqjCAuHDw8vK-oiqQ/edit#heading=h.iedr7eo6641j
http://worditout.com/word-cloud/make-a-new-one


‣tedtalks

‣talks

‣ted.com

‣tedx

‣lecture

‣speech

‣technology

‣entertainment

‣design

‣science

‣education

‣tedmed
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Existing TED keywords



1. Who TED is

2. What the App does

3. Why the target audience 
would want to download 
the App 
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Categorization 
of sticky notes
The categories were used 
to ensure the App 
description uses the 
most important words to 
effectively optimize via a 
standard formula: 



‣Talks: conference, platform, forum,
presentation

‣Audience: human/humanity/humanities

‣Coverage: international, world, global

‣Mission: non-partisan, lifelong
learning, thought leadership, non-profit

‣TED Speakers: extraordinary,
intellectual, apt, virtuoso, expert, sage,
guru, champion, brilliant, wise,
creative, talent, craftsman, artist,
authority, genius, prodigy, maverick,
wizard, magician, leader,
accomplished, master
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Potential keywords to consider
‣What TED offers: excel/excellence/

excellent, ideas/ideate/ideation,
create/creativity, intelligence, wisdom,
artful

‣What TED hopes to achieve:
stimulate, interest/interesting,
solutions, explore/exploration, impact,
engage/engaging/engagement,
community, social, conversation,
dialogue, collaborate/collaboration,
innovate/innovation, enlighten/
enlightenment, provocative,
fascinating, curious/curiosity,
progress/progressive, invigorate,
connect/connection, share/sharing,
thoughtful, spread, change, action,



In order to show the app in the 
best way possible, I had to 
review many App Store listings, 
I found all the comparable apps 
and companies — taking note 
of styles
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App imagery



This helps the user to quickly skim to see why they would 
want the app — a better call to action than the image alone.
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The latest App Store screenshots use 
descriptive text to highlight the key app features



Allows up to 5 screenshots for each of the 
following devices: 

3.5” Retina Display iPhone 
(640 x 960, portrait) 

4” Retina Display iPhone 
(640 x 1136, portrait) 

iPad (2048 x 1536, landscape) 

1. Overall app statement: home screen

2. Features: bookmark, download to watch
offline, share

3. Surprise me (keyword only)

4. Discover

5. Languages available
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Allows up to 8 screenshots for the following 
devices: 
Phone, 7-inch tablet, 10-inch tablet, Android TV
Minimum dimension: 320px
Maximum dimension: 3840px  

I built out the Surprise functionality as well as 
the guest-curated playlist: 

1. Home screen

2. Overall features

3. a. Surprise me keyword
b. Surprise me time
c. Surprise me solutions

4. Playlist curation by guest speaker

5. Playlist curation by topic

6. Language

Writing the screenshot caption “script”



The screenshots captured for this 
project are of talks that fit the 
following criteria:  

‣ interesting!

‣ timeless!

‣ non-controversial!

‣ eye-catching
ensured the latest have
vibrant graphics.
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Selecting images



iTunes 4” Retina Display (iPhone 5)
for portrait (full screen)
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New Screenshots



iTunes 3.5” Retina Display (iPhone 4)
hi-res portrait (full screen)
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New Screenshots



iTunes iPad Retina
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New Screenshots



‣ The new App description and demo 
screens are set up in a way to position 
the app for the current and future 
App market

‣ The research provided about the TED 
App landscape will help TED make 
future decisions about optimizing the
App store listings

‣ Next steps:
1. Final review/approval on app description   

and demo captions from TED Editorial
2. Completing Screenshot versions for 

other devices
3. Testing of the description in the store
4. Measurement: Tracking downloads per month 

to see if they increase over time
5. Testing the app itself with the

target audience for feedback/insights
6. Explore driving users to write a review 
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Conclusion



‣ App Tamin App Store Optimization

‣ App Annie App Marketing

‣ Mobile Dev HQ: ASO Blog and Mobile Dev HQ: 4 Timeless Keys to App Store Optimization

‣ Internet Marketing Duru" How to Write a Killer Mobile App Description

‣ TechSmith Blog: How to create App Store Preview Video

‣ Apple Developer Tools: App Store Review Guidelines

‣ Apple App Store Marketing Guidelines

‣ iOs Developer Library: Viewing and Changing your App's Metadata

‣ iOs Developer Library: iTunes Connect App Properties: Screenshot Specifications

‣ Google Play Store Listing: Graphic assets, screenshots, & Video

‣ Google Play: Upload & distribute apps "Prepare Store Listing"

‣ Changes to the Google Play app store Listing

‣ Android Developer Launch Checklist

‣ Forum One: How to Publish your Mobile App

‣ Business Insider: Apple App Store Ranking Algorithm (Feb 2014)
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App text / screenshot creation: sources images

http://www.apptamin.com/blog/app-store-optimization-app-description/
http://www.appannie.com/
http://www.mobiledevhq.com/articles?page=1
http://www.mobiledevhq.com/the4timelesskeystoappstoreoptimization-196/articles?page=1
http://www.internetmarketingduru.com/app-marketing-how-to-write-a-killer-mobile-app-description/
http://blogs.techsmith.com/tips-how-tos/app-preview-examples-free-tool/
https://developer.apple.com/app-store/review/guidelines/
https://developer.apple.com/app-store/marketing/guidelines/#messaging
https://developer.apple.com/library/ios/documentation/LanguagesUtilities/Conceptual/iTunesConnect_Guide/Chapters/ChangingAppMetadata.html#//apple_ref/doc/uid/TP40011225-CH3-SW1
https://developer.apple.com/library/ios/documentation/LanguagesUtilities/Conceptual/iTunesConnect_Guide/Appendices/Properties.html#//apple_ref/doc/uid/TP40011225-CH26-SW1
https://support.google.com/googleplay/android-developer/answer/1078870?hl=en
https://support.google.com/googleplay/android-developer/answer/113469?hl=en
https://support.google.com/googleplay/android-developer/answer/6066610?hl=en
http://developer.android.com/distribute/tools/launch-checklist.html
http://forumone.com/insights/how-publish-your-mobile-app-google-play-and-apple-app-stores/
http://www.businessinsider.com/how-apple-app-store-ranking-algorithm-works-2014-2



