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For Everything

ead and drive all at once?

d iWreck!




Some Numbers

n iPhones sold to date
1Pod Touches sold to date

1 billion in profit this past
iIPhone sales providing the

has garnered over $2 billion dollars from
 related revenue alone

are sharing this market

billion iPhone Apps downloaded to date
= 40 thousand apps and 10 thousand games

For those counting, that’s an average of 20
thousand downloads per App



cosystem Components

Developers
Designers

. Distribution

Devices



Jevices




Jevice Details

Bluetooth P2P, iTunes, Internet

ccelerometer (tilt)
agnetometer (compass)

= Multi-Touch Screen

= Global Positioning System (GPS)






Internet

oonent

App Platform
anted every app to be web-based

ology was not up to task
o Slow networking (2G - 115Kbps)
o Poor feature integration (camera, tilt, location)



nternet (Now)

vements
faster than EDGE/GPRS)

as Safari
ss browser

aScript performance
bKit UI widgets (buttons, sliders, etc)

processing power and data.
- = Networking is the primary battery drainer



I'he Internet (Soon)
oming soon)

e enough for an entire presentation!

ardware integration through custom extensions

oh performance graph s, including 3D

teps iTunes App Store
more approval process!
more content ratings...

o Will there be parental controls?

- = Blurring the development and design line



istribution

er Digital Rights Management (DRM) war, but
roprietary hardware, network, and software

le will win, the jail breakers are just helping them
up security holes

= Reminiscent of Blackberry’s ecosystem, which is highly
secure as well (although the NSA doesn’t think so, just

ask Obama)



ain, but limited integration possibilities
add-ons

are paid

ship fees

ken fee covers all developers in company

overs certificates and (limited) support

-hoc, enterprise, and commercial distribution
trict contracts and requirements
n-disclosure and non-circumvent agreements

s [dentity validation process is tedious (about a week)

= http://developer.apple.com/iphone/



lunes App Store

a store
(SMS replacement)

ity control for consistent experience
distribution, advertising
ded on all iPhones and iPod Touches

= The only way to get applications onto your device,
(unless you're a developer)

- = Fasy to use, level playing field for all participantss



lunes App Store

ue (over a billion sold!)

proval (or denial!) delays
not good enough!

r Fixed Pricing
- $49.99 (x $1), $54.99 - $99 99 (x $5), $99.99 - $249.99
), $299.99 - $499.99 (x $50), $599.99 - $999.99 (x $100)
istered through iTunes Connect

trending, and financial reports

= Promotional codes and in-app purchases

- = Application submission
o Can also use the Application Loader




rvices & Advertisers

lware

ale services and applications for
rage, and functionality

» Freemium Apps
- = Advertising Apps



aid Apps

to avoid extra costs
ut can be appropriate (iConvert)

its costs, varies profi ity
ually costs will overrun revenue
rty Infrastructure

ublic, free services such as those provided by
ok and Google

Time Limited
- = Ask users to re-purchase every quarter, year, etc.
= Not well tested nor popular



mium service by invitation only
on a CPM basis, from $1.00 to $10.00
-App analytics as well (required for ads)
= PinchMedia
- o Exclusively iPhone advertising
o Very powerful analytics platform (required for ads)



reemium

rofitable model around

p, users pay to unlock features

about $100M a year with

emium Apps on cebook platform

Purchases
les this model to the iPhone and iPod Touch
ay the 30% Apple Tax

]l understood

= New models are rarely well understood
= Analytics and demographics are key to success



vertising Apps

s Branded Apps

)s to less than 5% after one month
e: Pinch Media)
fitable, still inexpensive

. Compres (very) favorably with print, online, and
television advertising

= Brand interaction is priceless advertising

-



Users

s appliance
opeal as important as functionality

previous Apple customers B}/
iPod user demographics
= 75% under 20 years old
= Source: Rubicon Consulting, Wikipedia




Developers & Designers

to giv designers what they want and need to build
excellent interfaces

o Primarily concerned with maximizing limited performance



Designers

starts with designers and ideas

d screen real estate and touch-only
faces require a new breed of interfaces
a Touch has excellent design primitives

= Guidelines from Apple can be confusing and
contradictory, even their examples

= There is no tried and true methodology



evelopers

ing designs to life

ical to implement complex interfaces
tly on limited hardware

and Objective-C are primary languages

raries and frameworks are Objective-C, which is the
eferred language for iPhone development

(Cocoa Touch) and OpenGL ES libraries
provide primary graphics and UI support

= iPhone SDK Frameworks provide advanced
functionality for position, tilt, etc.



Shameless Plug

Inc. is a Pensacola based startup
application design and

mobile applications as well
upport them

1ze 1
frastructures
7isit us at:
/www.wireheadlabs.com/
act us:

@wireheadlabs.com
reheadlabs.com

= matt@
Coming soon: iLostMyMarbles



e building an ITGulfCoast App,
onvertible for other events

let Charles know if you're
interested and what date and time
works best for you (we're still flexible
on scheduling)




nclusion

tion available online
isit the Wirehead Labs website at:

www.wireheadlabs.com/
CWA Consulting)



