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App developers face a series of challenges to get their 
latest creation in use and start generating revenue.

It is a scene played out on every smartphone and tab-
let. A user downloads and uses an app frequently for a 
month or two before shifting their attention elsewhere. 
In fact, even if an app does spectacularly well on launch 
its use will, on average, halve within three months of 
hitting its peak usage. Within ten months, use will go 
down to less than a quarter. 

Although the public is spending more time than ever 
on their smartphones and tablet devices, the clutter of 
apps that have fallen in to disuse has led people to start 
downloading fewer of them.

That has serious implications for monetizing apps and 
can explain why more than a third of developers operate 

below the ‘app poverty’ line - generating less than $500 
per month. Mobile consumers are also more cautious 
and less willing to pay for apps up front or to later up-
grade to a paid version. This means in–app purchases 
and advertising are the two main monetization options 
left for developers.  

However, if your app is not being used, it cannot be 
generating revenue. 

What the market clearly needs is a way for apps to 
generate revenue for the developer and help re-engage 
mobile users, even when the app has not been opened 
up. 

This white paper explores the issues associated with 
the app lifecycle and the associated monetization op-
tions, offering an alternative revenue model.  

Executive summary 
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It starts off with a great idea for a game, a way of being 
entertained or a useful tool that  consumers engage with. 
Typically, characterised by an early flurry of downloads 
and use.

Next the decline starts until downloads trail off and, for 
those who have downloaded it, usage will drop dramati-
cally. In most cases it will drop to such extend that it joins 
the ranks of ‘zombie’ apps which remain virtually unused 
and ready for deletion next time a phone or tablet user 
has a memory-saving clear out.

Flurry research(#1) quantified this ‘half-life’ of the app 
as it goes from peak usage to unused and awaiting de-
letion. Its research suggests that half of all apps will be 

used half as much three months after they hit peak us-
age. This app-decay continues steadily until ten months 
after hitting a peak, where the average app has less than 
a quarter of the use it once enjoyed.

However, the app half-life does not always occur at the 
same rate. News apps are leading the race, taking a full 
seven months for peak usage to halve, and health apps 
similarly have a half-life of six months. Social apps decay 
at the average rate of three months while games are the 
worst performers, taking just two months for peak usage 
to halve.

Apptention* 
Recent Ipsos research from Google (#2) of 1,200 UK app 
users, spanning three categories – shopping, restaurants 
& takeaways and travel & holidays – found that one in five 
apps are installed and then forgotten.

The good news for developers is that apps are receiving a 
lot more attention. Nielsen figures (#3), for example, sug-
gest that between 2011 and 2013 the typical mobile and 
tablet user went from spending nearly 18 and a half hours 
on the 23 apps they had downloaded to spending nearly 
double that time, just over 30 hours, on 26 apps.

So the attention is there. The trouble for developers is that 
the user is focused on slightly fewer apps for the first few 
months before he or she switches to new downloads.

* Apptention \’ap-’ten(t)-shən : attention to apps

App life cycle from download to uninstall
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So, with just three months to go before peak usage 
halves, app developers have to concentrate on generat-
ing the majority of their revenue in the first few months fol-
lowing a download. Whilst for many developers a blended 
approach is preferable, there are four main options. 

1. The most direct is for an app to be paid for, up front. 
It requires a monetary leap of faith among consum-
ers who are unlikely to have tried the app in advance.  
For the majority of downloads, there are two more 
popular revenue-generating alternatives.

2. Freemium, which typically includes in-app purchas-
es for gated features such as extra powers in games.  

3. In-app advertising, typically through small banners, 
video and interstitial ads. This area has seen signifi-
cant growth and interest from the digital advertising 
sector with many media buyers increasingly using 
programmatic platforms, that automate the buy-
ing and selling of mobile ads using a range of finely 
tuned data points to inform decisions…in real-time.   
 
According to the most recent IAB report (#4), pro-
grammatic buying on mobile is growing and is cur-
rently responsible for 37 % of all mobile display ad-
vertising. 

4. Sometimes developers will go for a fourth option of 
hoping to entice consumers to pay later with a free 
app which can run with additional features without 
adverts if the user upgrades to a paid version. This 
business model is often referred to as paidmium (as 
a freemium app becomes paid for).   

Preferred monetization models 
When app analytics firm, App Annie published the results 
of extensive research among more than 2000 developers 
in March 2015 (#5), it found that the most popular mon-
etization route was freemium. In fact, an overwhelming 
70% of developers are primarily seeking to fund app busi-

nesses through the freemium model, while nearly half are 
looking at in-app advertising.

In terms of returns, in-app advertising and freemium rev-
enues show the greatest health, leaping 71% and 72% in 
2014 compared to the year before.  Conversely, a reluc-
tance among people to pay for new apps saw revenue 
decline of 19% over the same period for paid apps. That 
reluctance shows no sign of improving once a person has 
used an app with the paidmium model showing the big-
gest decline in revenue, down 24%, over the same period. 

Unsurprising, then, that in-app advertising and freemium 
(supported by in-app purchases) are the two main op-
tions developers are pursuing.

Lifetime value
One further important monetization consideration is the 
lifetime value of an app (LTV), which has emerged as the 
most meaningful metric for evaluating profitability.  Put 
simply, LTV is the projected revenue that a user will gener-
ate during their lifetime - from the initial install to discard-
ing the app.  Acquiring users with LTVs greater than the 
cost-per-install is the aim.  This is achieved by identifying 
and optimizing the app experience against post-install 
events like media views or in app purchases.

However, if your app is not being used, it cannot generate 
any revenue.

According to the most recent IAB 
report (#4), programmatic buying on 
mobile is growing and is currently 
responsible for 37 % of all mobile 
display advertising. 

Monetization Options
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Developer Economics

90% 

has NEVER 
paid for an app

2,3 Apps

has NEVER 
downloaded 
an app

1,8 Apps

2013 2014

Downloads / month

There is an inconvenient truth for app developers. Al-
though time spent on mobile phone and tablet apps has 
gone up substantially over the past two years or so, de-
mand for new apps has not increased correspondingly.

Put simply, on average, the public is spending more time 
on slightly fewer apps. The attention is there but the de-
sire for new apps has waned a little.

Last summer Deloitte (#6) found the average smartphone 
user was downloading 1.82 apps per month compared to 
2.32 the year before, in 2013. It also found nearly one in 
three (31%) had never downloaded an app, up from one 
in five the year before, and a staggering 90% had nev-
er paid for an app. The conclusion was that a saturation 
point had been reached. 

App Poverty Line 
Indeed, the latest research from Vision Mobile (#7), pub-
lished in February 2015, suggests that for just over half of 
all developers, income levels are challenging. With 17% 
making no money at all, 18% making less than $100 
per month, and 17% making up to $1000 per month, it 

means that more than half of the market is making less 
than $1000 per month.

This draws an ‘app poverty line’ at $500 per month and 
reveals that more than a third, 37%, of developers exist 
below this line. Conversely, more than a third, 39%, are 
earning more than $5000 per month. 

It means, in the simplest terms, the market is split into 
three very roughly equal sectors of those living below the 
poverty line, those making a living and those making a 
good living. Interestingly, its latest research shows that 
enterprise developers are more successful, with 43% of 
developers making more than $10,000 per month, com-
pared to just 19% of consumer app developers.

Those who struggle financially will have either launched 
an app which was not well received or if it was popular, 
perhaps with an expensive promotional campaign, they 
did not know how to properly monetize it. In either case, 
the inescapable truth is that usage will decline and with it, 
so too will revenue generation opportunities.
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While there is talk about the app poverty line, the major-
ity of app developers are making a living, or even a very 
good living. However, they could all be making more if 
there was a way for an app to continue to generate reve-
nue once its use had declined.

That is now possible with Calldorado, an SDK service 
which provides a direct incremental revenue stream by 
serving advertisements at the end of a phone call in con-
nection with caller ID information. 

As phone calls are still among the top user activities on 
smartphones (source: GSMA intelligence, Zokem), the 
opportunity to display contextually relevant ads is enor-
mous. On average, 150 phone calls can be turned into a 
caller ID screen per-user per-month. With an ad displayed 
on each caller ID screen the Calldorado SDK substantially 
increases the ad-impressions and ad revenue that an app 
can generate.
 

Monetization & User Engagement 
Crucially, the Calldorado SDK and caller ID feature work 
even if the app is not in use as the SDK runs in the back-
ground and is automatically triggered by phone calls. This 
allows the app developer to monetize his entire user-base, 
even if users have stopped using the app.   

The caller ID screen that is served to the user after a call 
also contains the option for the developer to push a mes-
sage in the Engagement Field, inviting the user to re-en-
gage with the app, building app traffic and the associated 
revenue and crucially extending the lifetime value of the 
user.

Try out the features of the Calldorado SDK in the demo 
app available on Google Play or calculate your potential 
revenue earnings at www.calldorado.com.

With an average of 150 ad impressions 
per-user per-month, caller ID substan-
tially increase the ad-impressions that 
an app can generate.

New Incremental Revenue Streams
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Summary
• App developers face a series of challenges to get their latest creation in use and to generate revenue.

• With just three months to go before peak usage halves, app developers have to concentrate on generating the 
majority of their revenue in the first few months following a download.

• While people are spending more time on their smartphones, the clutter of apps make people more cautious about 
the apps they download and how much time they spend on each app. We also see a drop in the amount of apps 
downloaded per month, from 2.32 in 2013 to 1.82 in 2014 and a reluctance to pay for apps. 

• With more than half of app developers making less than $1000 per month and market reluctance towards paying 
for apps, developers have to think of other than the traditional monetization solutions in order to increase the life 
time value of their apps. 

• In-app advertising and in-app purchases are the most popular monetization models among app developers. How-
ever, these models only generate revenue if the apps are being used.

• The Calldorado SDK allows developers to take advantage of incremental revenue streams and re-engage users 
through an added caller ID feature in their app. 
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