INDEPENDENT MARKETING CASE STUDY STRATEGIC HYPOTHESIS

AirDrop Is Marketing.

Could product interactions themselves function as
Apple's acquisition channel?

AirDrop solves the transfer. The overlooked value is what
the transfer demonstrates.

PRODUCT TRUTH BEHAVIORAL OPPORTUNITY STRATEGIC LEVERAGE
BLE finds nearby devices. Peer-to- The receiver gets utility while Treat that visible proof as an

peer Wi-Fi moves encrypted files everyone nearby can see the acquisition input: amplify it, research
directly — no access point required. ecosystem working at the exact it and model its downstream effect.

moment of need.

01/ OBSERVATION

Apple doesn't have to advertise AirDrop for
people to experience its value. Its users

demonstrate it for them. Tonight
AirDrop happens in visible, social moments — after a night out, [lphetos
on holiday, at work. The transfer is seen; participation is not
a|WayS universal. THE MOMENT, AS SEEN
HYPOTHESIS
Each interaction can show one person convenience — and
show another the value of belonging.
02 / HyroTHesis T he AirDrop Growth Loop
Existing users become product demonstrators.
EXISTING APPLE USER  POTENTIAL CUSTOMER JOURNEY
01 02 03 04
Use Exposure Experience Desire
AirDrop solves a need A non-user witnesses it Ease — or exclusion Ecosystem value rises
05 06 07
. . L NEW APPLE USER
Consideration Acquisition More use
Loop returns to 01
Switching enters the set A switch becomes plausible New moments multiply

PRODUCT-GENERATED IMPRESSION Product use exposes a potential customer to ecosystem value.



03 / SO WHAT?

What if Apple treated visible
ecosystem interactions as an
acquisition channel — not
simply product features?

AirDrop is the wedge, not the limit.

The same lens can identify other moments where the
ecosystem quietly demonstrates itself.

04 /| WHAT | WOULD TEST

01 Social proof

TEST TEST

02 Switcher research

WHY IT MATTERS COMMERCIALLY

If witnessed use changes perception or consideration,
AirDrop is not only a retention feature. It could become
an unpaid product demonstration — proof of ecosystem
value delivered by users, in context.

THE OPPORTUNITY

Identify high-visibility interactions, amplify the
strongest social moments, and test whether exposure
predicts switching.

AirDrop FaceTime Find My

Shared albums Handoff Apple Watch

03 Proxy model

TEST

Compare feature-led creative
with a real group moment: shared
photos, a one-tap transfer and

Survey recent Android-to-iPhone
switchers on repeated exposure,
participation friction and feature

Estimate withessed interactions
using feature frequency x likely
non-user exposure x recall.

one person outside the flow.

SUCCESS SIGNAL SUCCESS SIGNAL

Feature recall, perceived ease

and iPhone consideration. consideration set.

05/ HOW I'D MEASURE IMPACT

Measure the chain: exposure, consideration, value.

Whether AirDrop entered the

memory before purchase.

SUCCESS SIGNAL
Relationship with branded
search, product-page visits and
switching intent.

01/ EXPOSURE

Did the moment register?

Witnessed use - recall - desirability
intent

THE BIGGER IDEA

02 / CONSIDERATION

Did it move the decision?

Consideration - comparison - switching

03 / VALUE

Did it create commercial value?

Switching - acquisition - adoption - LTV

Apple's next acquisition channel may be hiding
inside three words: 'AirDrop me that.'

That moment turns a user into a demonstrator, a feature into social proof and a
non-user into a potential switcher. The opportunity is to design, amplify and
measure these moments as media generated by the product itself.

Source for product mechanics: Apple Platform Security, 'AirDrop security' (Apple Support). Independent hypothesis; unaffiliated with Apple. Apple and AirDrop are

Apple trademarks.



