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• 125 animals, mostly primates 
• Studios in 2 countries 
• Used to be called Smart Bomb 
• Cat thing doesn’t have a name yet

• #1 online social game for kids 
• 100+ million animals 
• Revenue from 165 countries 
• 500k DAU / 9M MAU
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Most top grossing Kids apps aren’t 
free Fewer than half offer IAP
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$1,599,512 $1,118,238 $954,372 $388,100 $306,280

Daily revenue, U.S. iPhone only, 28 June

#1 #2 #3 #4 #5
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GamesGames category Kids category

*Information collected 23 June 2015
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• Mostly not games
• Mostly for younger children
• Mostly subscription-based books or video

*Information collected 23 June 2015
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Genre Monetization



@clarkstacey

$1,599,512 $1,118,238 $954,372 $388,100 $306,280

Daily revenue, U.S. iPhone only, 28 June

Daily revenue, U.S. iPhone only, launch day$8,730
0.5% of Games category #1
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Daily revenue, U.S. iPhone only, 28 June

$200 / Day 

Games #80

$21,077 / Day

Kids #80
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Sandbox games
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•Subscription 

•Premium 

•Advertising 

•Free + IAP
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Pro Con

Used by top-grossing Kids apps Works for young kids & education apps

Understood by kids & parents Not permitted for games

Predictable recurring revenue Requires server setup

Ethical, sustainable Less pricing flexibility

-NPD Group
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Pro Con

Unlimited RPU potential Counter to customer expectation

Pricing flexibility Ethically grey (?)

Regulatory risk

Difficult UA

Pro Con

Easiest to understand Price sensitivity

Subject to least regulation Doesn’t fund ongoing dev & 
support

Pricing flexibility Requires cross-promoted 
catalogue

Finite RPU

Premium

Premium Plus
(Paid download + Ads and/or IAP)
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Pro Con

Familiar to parents, regulators Familiar to parents, regulators

Rewards engagement, good design No targeting = lower revenue

Free download = more users Advertisers slow to adopt

Guidelines exist Guidelines vary geographically

Advertising
(Free download + in-game ads)
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Freemium
(Free download + IAP)

Pro Con

Free download = more users Requires churn volume for success

Unlimited RPU Regulatory risk

Pricing flexibility Ethically fraught

Users “pay for what they use” Potential for unauthorized charges

Dependent on “Whales”
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Freemium
(Free download + IAP)

Pro Con

Free download = more users Requires churn volume for success

Potentially infinite RPU Regulatory risk

Pricing flexibility Ethically fraught

Users “pay for what they use” Potential for unauthorized charges

Dependent on “Whales”
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Consumable Freemium
(Free download + compulsion loop IAP)

Monetization loops “I want to keep playing”

Loss aversion “I don’t want my pet unicorn to die”

Sunk cost fallacy “I’ve already spent $100, I can’t give up now”

Currency abstraction “I didn’t spend $5, I spent 875 Coins”

Monetization loops = appointment mechanics, energy meters

Loss aversion = pay to avoid experiencing loss

Sunk cost fallacy = if I’ve paid once, I’m likely to continue paying

Currency abstraction = true cost hidden by virtual currency with non-obvious exchange rate
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Consumable Freemium

Content Freemium
(Free download + content IAP)

(Free download + compulsion loop IAP)

Monetization loops “I want to keep playing”

Loss aversion “I don’t want my pet unicorn to die”

Sunk cost fallacy “I’ve already spent $100, I can’t give up now”

Currency abstraction “I didn’t spend $5, I spent 875 Sparkles”

Additional levels, chapters, etc. “I want to keep playing”

Durable items “This chainmail hat will make me a rock star”

Durable buffs “A double XP powerup will level me up faster”

Keys “I can’t beat the Gorgon until I buy the mirror shield”
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Content Freemium
(Free download + content IAP)

Pro Con

Free download = more users Requires constant content updates

Transparent Potential for unauthorized charges

Pricing flexibility You’ll never make $1M / day

Users “pay for what they use”

TRENDS in Cognitive Sciences Vol.9 No.3 March 2005

Still has potential for abuse.  Some guidelines are needed.
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• When a child buys something, it’s theirs

• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables

• Be transparent
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• Don’t try to redefine “free”

• Be very wary of consumables

“I can play this every day without spending money  
and without running out of fun stuff to do.”
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• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables
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• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables

Deliver and demonstrate value:
• Education
• Entertainment
• Family engagement
• Social development
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• When a child buys something, 
it’s theirs

• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables
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• When a child buys something, it’s theirs

• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables

• Be transparent
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Content Freemium (Free download + content IAP)
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Monetization = sale of avatars & durable items
Players use avatars to earn in-game currency
Core features and gameplay are free
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If this was a toy and I sold it to a 
parent, would I want to run away 
before they opened it?
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• When a child buys something, it’s theirs

• Don’t try to redefine “free”

• Don’t sell Sea Monkeys

• Be very wary of consumables

• Be transparent



The most effective kind of education is that a child should play amidst beautiful 
things.

-Plato
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