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"y N “The majority of mobile app users do not download paid
- = apps, while the abundance of free apps now available has
= filled mobile marketplaces with a plethora of options.

Getting consumers engaged with an app is only half the

4 battle — drawing revenue from that engagement may be an

' 7
even greater challenge.
- Bryant Harland, Technology and Media Analyst
This report looks at the following areas: BUY THIS
= Free vs paid app downloads REPORT NOW
= Competing for app users’ limited time
= The hardware fragmentation problem
VISIT:
This report explores consumers’ usage and opinions regarding mobile apps, including what types of store. minte| .Ccom
apps are most commonly used and the prevalence of paid app downloads. Other topics covered in this
report include mobile app discovery habits, receptiveness to advertising, preferred payment methods,
at-home versus on-the-go usage, and differences between tablet and smartphone app usage. CALL
EMEA
This report builds on the analysis presented in Mintel's Mobile Apps — US, September 2013 , as well as +44 (O) 20 7606 4533

Mobile Apps — US, June 2012.
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The majority of women aged 18-34 play games on their smartphones
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Consumers aged 55 and older most likely to use local information apps on a tablet
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Free and Paid App Downloading Trends

Key points
Free app downloads vastly outnumber paid app downloads and in-app purchases

Figure 23: Number of paid vs free app downloads, June 2014

Men aged 18-34 most likely to pay upfront for apps and purchase premium content
Figure 24: Incidence of free and paid app downloads, by gender and age, June 2014

App users from households with incomes of $75K+ most likely to download paid apps
Figure 25: Incidence of free and paid app downloads, by household income, June 2014

Paid app users are more likely to download large numbers of apps
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Figure 32: Time spent using smartphone apps by number of app downloads and deletions, June 2014

Highly engaged tablet users most often use apps at home
Figure 33: Incidence of using mobile apps at home by time spent using mobile apps, June 2014

Twitter, LinkedlIn, Pinterest, and YouTube users show elevated mobile app usage
Figure 34: Time spent using smartphone apps, by visits social media websites at least once per day, June 2014
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Key points
One third of app users know which app they want before they start looking

Figure 35: Consumers' mobile app discovery habits, by gender and age, June 2014
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Figure 36: Consumers' mobile app discovery habits, by household income, June 2014
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18-34-year-olds open to a variety of payment options

Figure 42: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by gender and
age, June 2014
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One fourth of app users show interest in mobile payment apps
Figure 43: Consumers' mobile app payment preferences — | have not used this but | would consider it, by gender and age, June 2014
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Android is particularly popular among Blacks

Figure 44: Mobile devices used, by race/Hispanic origin, June 2014

Gaming and weather apps show widespread usage
Figure 45: Types of mobile apps used, by race/Hispanic origin, August 2013-March 2014

Hispanics show elevated concern about apps’ data usage
Figure 46: Opinions regarding mobile apps, by race/Hispanic origin, June 2014

Appendix — Other Useful Consumer Tables

Mobile devices used
Figure 47: Mobile devices used most often, by gender and age, June 2014

Figure 48: Mobile devices used most often, by household income, June 2014

Figure 49: Mobile devices used most often, by household size, June 2014
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Figure 71: Number of app downloads and deletions — Downloaded free app(s), by gender and age, June 2014
Figure 72: Number of app downloads and deletions — Downloaded free app(s), by household income, June 2014
Figure 73: Number of app downloads and deletions — Downloaded free app(s), by race/Hispanic origin, June 2014
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gi%t‘:e 75: Number of app downloads and deletions — Downloaded free app(s), by time spent using mobile apps — Smartphone apps,
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Figure 83: Number of app downloads and deletions — Purchased additional features or premium content for an app (ie in-app
purchases), by time spent usina mobile apps — Tablet apps. June 2014
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Figure 84: Number of app downloads and deletions — Purchased additional features or premium content for an app (ie in-app
purchases), by time spent using mobile apps — Smartphone apps, June 2014
Figure 85: Incidence of paying for premium features, by number of app downloads and deletions, June 2014

Figure 86: Number of app downloads and deletions — Deleted or removed app(s), by gender and age, June 2014
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Figure 90: Number of app downloads and deletions — Deleted or removed app(s), by time spent using mobile apps — Tablet apps, June
2014

Figure 91: Number of app downloads and deletions — Deleted or removed app(s), by time spent using mobile apps — Smartphone apps,
June 2014

Figure 92: Number of app downloads and deletions — downloaded paid apps, by number of app downloads and deletions, June 2014

Figure 93: Number of premium features downloaded, by device used most often, June 2014

Amount paid for mobile apps
Figure 94: Amount paid for mobile and tablet apps — Apps for cell phones or smartphones, August 2013-March 2014

Figure 95: Amount paid for mobile and tablet apps — Apps for cell phones or smartphones, August 2013-March 2014 (continued)
Figure 96: Amount paid for mobile and tablet apps — Apps for cell phones or smartphones, August 2013-March 2014 (continued)
Figure 97: Amount paid for mobile and tablet apps — Apps for cell phones or smartphones, August 2013-March 2014 (continued)
Figure 98: Amount paid for mobile and tablet apps — Apps for tablets, August 2013-March 2014

Figure 99: Amount paid for mobile and tablet apps — Apps for tablets, August 2013-March 2014(continued)

Figure 100: Amount paid for mobile and tablet apps — Apps for tablets, August 2013-March 2014 (continued)

Figure 101: Amount paid for mobile and tablet apps — Apps for tablets, August 2013-March 2014 (continued)

Preferred payment methods for mobile apps
Figure 102: Consumers' mobile app payment preferences, June 2014

Figure 103: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by household
income, June 2014

Figure 104: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by race/
Hispanic origin, June 2014

Figure 105: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by household
size, June 2014

Figure 106: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by time spent
using mobile apps — Tablet apps, June 2014

Figure 107: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by time spent
using mobile apps — Smartphone apps, June 2014

Figure 108: Consumers' mobile app payment preferences — | have used this method of payment and would use it again, by number of
app downloads and deletions, June 2014

Figure 109: Consumers' mobile app payment preferences — | have not used this but | would consider it, by household income, June
2014

Figure 110: Consumers' mobile app payment preferences — | have not used this but | would consider it, by race/Hispanic origin, June
2014

Figure 111: Consumers' mobile app payment preferences — | have not used this but | would consider it, by household size, June 2014

Figure 112: Consumers' mobile app payment preferences — | have not used this but | would consider it, by time spent using mobile
apps — Tablet apps, June 2014

Figure 113: Consumers' mobile app payment preferences — | have not used this but | would consider it, by time spent using mobile
apps — Smartphone apps, June 2014

Figure 114: Consumers' mobile app payment preferences — | have not used this but | would consider it, by number of app downloads
and deletions, June 2014

Mobile application discovery habits and opinions
Figure 115: Consumers' mobile app discovery habits, by household size, June 2014

Figure 116: Consumers' mobile app discovery habits, by time spent using mobile apps — Tablet apps, June 2014
Figure 117: Consumers' mobile app discovery habits, by time spent using mobile apps — Smartphone apps, June 2014

Figure 118: Consumers' mobile app discovery habits, by number of app downloads and deletions, June 2014

Opinions regarding mobile apps
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Figure 119: Opinions regarding mobile apps, by household income, June 2014
Figure 120: Opinions regarding mobile apps, by time spent using mobile apps — Smartphone apps, June 2014
Figure 121: Opinions regarding mobile apps, by number of app downloads and deletions, June 2014

Figure 122: Opinions regarding mobile apps, by number of app downloads and deletions — More than 5, June 2014
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