InnoBaniiiHMii po3BUTOK Ta 0e3MeKa MiANMPUEMCTB B YMOBAX HEOIHAYCTPiaJIbHOIO CYCHJILCTBA

Sk MU MOKEeMO OayuTH PI3HUILI 3araJIbHOTO MIAIPUEMHHUIILKOTO OallaHCy MOPTY 3pOCTAaE HE HA
3HAYHY KUIBKICTh, @ 32 JeIKUMH MOKa3HUKaMH HABITh CTA€ 3HAYHO MEHILOIO B MOPIBHSAHI MMOYATKY Ta
KiHII 3BiTHOTO Tepiony. Came TOMYy MOBHHHI OyTH PO3TJIAHYTI 3MiHH, 110 (POPMYIOTh TiI00aabHUN
MOMIUT Ha MOPCHKI MepeBe3eHHs Ta mociyru. ['eorpadiuno Ta CTaTUCTUYHO aKTyaii3yBaTu iH(popma-
110 IS PO3TJISAAY TCHCHIIN B CBITOBIM €KOHOMIIIl, TOBAPHIN TOPTiBJIi, MOPCHKHX BaHTAKOITOTOKAX 1
JiSUTBHOCTI 3 0OPOOKM BaHTaXiB B KOHTEHHEpHUX mopTax. CBiTOBE MPOMUCIOBE BUPOOHHIITBO Ma€e
MOITUT HA TIOCIYTH MOPCHKOTO TPAHCIIOPTY.

[Tpuninu Oyxranrepchbkoro o0iky Ta (hiHaHCOBOI 3BITHOCTI 3a 3aKOHOM YKpaiHU IPYHTYIOTb-
Csl Ha TaKWX MPHUHIUIIAX: TTOBHE BUCBITJICHHS — (piHAHCOBA 3BITHICTh MOBUHHA MICTUTH BCIO 1H(pOpMa-
110 PO (paKTUYHI Ta MOTEHIIHHI HACTIIKM TOCTIOAAPCHKHX OIEpalliif Ta MOii, 3MaTHUX BIUTMHYTH Ha
pillIeHHS, 110 MPUIAMAIOTHCS Ha ii OCHOBI; aBTOHOMHICTh — KOXXHE TIIIPUEMCTBO PO3TIISIAETHCS K
I0pHIMYHa 0c00a, BiJOKpeMIIeHa Bij 11 BIACHUKIB, y 3B’SI3KY 3 UMM OCOOMCTE MaifHO Ta 3000B’sI3aHHS
BJIACHUKIB HE TOBHWHHI BigoOpakatucs y (iHAHCOBIM 3BITHOCTI MiANPHEMCTBA; MOCTIJOBHICTD —
MOCTiiHE (3 POKY B PiK) 3aCTOCYBAHHSI ITiIMTPHEMCTBOM OOpaHOi 00IIKOBOT MOMITUKH. 3MiHA O0IIKOBOT
MOJIITHKM MOXIIMBA JIMIIE Y BUMAAKaX, epea0aueHnX HalioHATbHIMH ITOJIOKEHHSIMHE (CTaHIapTaMH )
OyXrajTepchbKoro OoOMiKy, MiXHApOJHHMH CTaHAapTamMu (DiIHAHCOBOI 3BITHOCTI Ta HAIIOHATBHUMHU
MOJIOKEHHSAMHU (CTaHIapTaMu) OyXralTepchKoro OOJiKy y Jep:KaBHOMY CEKTOpi, 1 MOBHHHA OyTH
oOIpyHTOBaHa Ta pO3KpUTa y QiHAHCOBIH 3BITHOCTI [3].

[TonmitnyHo 1HGOPMALIHHUN KPOK, SKOrO MOTPEOYIOTh CydyacHI MOPTH L€ CHPUSHHS MEBHUM
0COOJIMBHM BiIHOCHHAM MK KpaiHaMH, IO OTOYYIOTh IEBHE MOpE, 3alPONOHOBAHO PO3POOHTH
CHPUATIIMBI PAMKH JJIsi CTBOPSHHSI €KOHOMIYHOTO MPOCTOPY, HEOOXIAHOTO JJIsi KOHKPETHUX KOMEp-
ifHUX OOMIHIB y IiH Taxy3i, [0 Ma€ MPsIMi HACTIIKH IJIs1 TPAHCTIOPTY

Kpim Toro, y1st TOoro, o0 CTBOPUTH 3arajibHy iHGOpMaIliiHy MOBY, OyJIO TOCTaBIEHO HA OMpa-
IIIOBaHHS CHCTEMH JIJIsl EKOHOMHOTO OOMiHY JaHMMH, BKJIIOYAIOYM TPAHCIIOPTHE TOJE 3 T€OMpPOCTO-
POBOIO MPUB’S3KOI0. 3alpONOHOBAHO CTBOPEHHS MOPCHKOro OaHKy JAaHMX, a TaKOX 1HII acCTeKTH
€KOHOMIYHOTO CITIBPOOITHHUILITBA: MUTHA Npo0iIeMa, YHUKHEHHS ITO/IBIHHOTO OMOAATKYBaHHSI, MOJIET-
IICHHS OIepalliid 3 KOPJIOHIB TOIO. BaxkinBa posib y IpoCyBaHHI Ta BIPOBAPKEHHI HOBUX KOHIICTIIIIH
B JIOTICTHYHUH cepi MOPS TAKOK MAaTUME HEIOaBHO CTBOPEHUHN TPAHCTIOPTHHUH IIEHT).
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Introduction. The mobile applications (apps) became a modicum of success in the IT industry

during the times of exponential growth of the global smartphone business between 2008 and 2015 [3].
Although the usage of an average mobile app is falling down, mobile applications have become the
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most popular way to use electronic devices. The most popular mobile apps are certainly games [4].
The least prominent category of mobile apps are those that are based upon public data or public e-
services. Nevertheless, 16 % of IT entrepreneur in Poland created a mobile app that was based upon
public data or e-services [5]. The aim of this paper is to explore different app revenue models and
their popularity and applicability in businesses based upon public data or e-services. The following
paper will cite the results of a survey of 300 IT companies and will refer to a dozen or so in-depth
interviews with IT entrepreneurs and experts conducted by the author between 2018 and 2020.

Free and paid mobile apps. Most mobile apps based upon public data or e-services in Poland
are free of any charge (43 % of them). On the other hand, every third creator of an app or portal
conditioned the availability of these services for a fee. At the same time, 11 % of respondents declared
that there were two versions available: a) the basic version, which remained free; and b) the premium
version, which involved the payment of fees by the user. The interviewees indicated that the same
application may be free or paid depending on the platform. In general, paid applications were offered
much more often on the i0OS (Apple) than Android (Google) platform.

® Exclusively free of charge

0,
Y 43 % i Only for a fee
0

H Partly free of charge (eg. a fee for some
functionalites)

® Two version - free of charge and the second for a
fee

i | don't know/hard to say

Fig. 1. The methods of financing mobile apps based upon public data/e-services
Source: Own study based on the results of the survey [N = 300].

Advertising Revenue Model. Advertising revenue is a relatively popular method of financing
the day-to-day operation of public data/e-service applications or portals. This applies in particular to
consumer-oriented apps. Nevertheless, getting enough ad revenue requires a large user base. The
owners of the app will acquire the first advertising income after exceeding the minimal number of
1,000 active users. Ad revenue for every 10,000 of active users in Poland are usually at the level of
PLN 1,000-1,500 per month, unless the application enables the delivery of a well-profiled and
targeted advertising messages. Few applications and portals based on public data or e-services may
finance all its activities from advertising revenues, due to low operating costs. Almost every fourth
respondent in the survey declared financing all the current operation of the application from
advertising. At the same time, the vast majority of applications are financed to some extent by
advertising. Nevertheless, achieving a large number of active users (exceeding 100,000 people in
Poland) is a serious challenge and only the best mobile apps achieve this level. Only a few
applications in Poland have managed to exceed the number of 1 million or more active users [2].

Fee-based Revenue Model. Payments are most common for content providers. This is mainly
related to the high costs of content production. Some parts of the app are almost always available for
free. These free contents are usually not unique to the given mobile app and provided as well in other
web places. In applications that are not based on their own content, the fee is justified by specific
functionalities, data being unavailable otherwise or difficult to access elsewhere. Consumers are
generally reluctant to use paid applications. It is also popular to offer a free and paid (ad-free) version
of the mobile application, although consumers will still prefer the former.
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Subscription Revenue Model. This model is most popular in the case of Polish business and
economic mobile apps. However, it requires that developer offers unique customized services, provides
specific functionalities and up-to-date content that is useful in everyday operations of a costumer. As a
result, the development of this kind of mobile apps is much more expensive than for popular
consumer-oriented IT products. At the same time, it requires continuous and substantial investment in
the given mobile application or portal to keep subscribers interested and engaged. The subscription
revenue model is much more profitable than free or to be paid — one-time or periodically — applications.
It allows to obtain revenues per user that are several times higher than in the previously described
models [1]. However, the use of the subscription model in apps based upon public data/e-services
requires the creation of a unique method of their presentation and processing of open or public APIs.

Margin Revenue Model. The margin-based system can be used in apps if fees may be made
due in the process. This model potentially corresponds to the particularities of public e-services. There
are already a number of apps on the market that allow a client, for example, to pay for parking in the
Polish city centers (Skycash, mPay, etc.). Applications and portals that enable the purchase of tickets
and reservations for cultural events are also ubiquitous. One of the interviewees also pointed to the
possibility of using this model in applications facilitating official acts, even if the latter are free of
charge. However, it should be underlined that the profitability of this model always requires a certain
minimum number of transactions to be processed. For this reason, any app should be founded upon
activities, purchases or transactions made on a regular basis by potential customers.

In-App Purchase Revenue Model. This model is by far the most difficult way to finance an
app. It requires offering additional paid functionalities as part of a generally free mobile application.
The possibility to download the mobile app free of charge serves marketing purposes and attracting
potential customers. The most difficult is to determine the right proportion between the content and
functionalities provided for free and those against payment. This model is rarely used in mobile apps
based upon public data, as confirmed by the above-mentioned survey. Only 4 % of developers chose
to use in-app purchases in their final product. This method of payment more closely corresponds to
the characteristics of the mobile games market. A variation of this model may be the setting of a certain
limit of inquiries in the app of an informative nature, above which a fee is due. However, it should be
emphasized that this type of approach can be risky and cause users to remove the mobile application.

Final remarks. Regardless of whether the mobile applications are paid (in any way) or not,
a large part of them will be supported by income obtained from advertising. Contrary to appearances,
the greatest revenue from advertising does not have to be provided by a free application, but those
based upon a subscription model. This is consequence of the user attachment to the mobile app,
greater knowledge about it and the churn rate that remains much lower than in other revenue models.
As a result, it enables the provision of dedicated advertising content to users. It is worth emphasizing
that payments (in various forms) for a mobile application are much more often applied by Polish IT
providers in the case of business information services than in solutions offered to consumers.
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