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Executive summary 
As the App Store and the apps within it mature, more than ever it becomes essential for marketers to look 

at new techniques to re-engage existing users and get ROI. This report shows the development of the App 

Store and highlights the critical need for marketers to engage key audiences for ensuring the longevity of 

their app.  

Currently, there are 1,252,777 apps available in the App Store, and as many as 60 thousand apps are 

added per month – and this rate is itself growing. 

In 2013, 453,902 new apps were released in the Apple App Store, exceeding adjust’s prediction of over 

435,100 new apps by 4 percent. Almost 15 percent of apps in the store were removed during the year, 

which adjust labels as “Dead Apps”, due to violating App Store terms and conditions or voluntarily pulled 

down by developers, leaving 396,341 available apps with a release date in 2013.  

Over the next year we predict 578 thousand new apps will enter the App Store (by 1 July 2015). 

Since the Apple App Store was born, over 1.6 million apps have been uploaded in total. Of those apps, 350 

thousand were pulled from the store, which means that more than one in five apps (21.8%) are no longer 

available.  

By category, Books (27%), Entertainment (25%) and Utilities (24.9%) have the highest percentage of Dead 

Apps, whereas Games have the highest absolute number of Dead Apps (65,643 apps, a rate of 21.7%). 

adjust reports that there was no correlation between app crash reviews or app ranking with an app being 

removed from the App Store. 

In 2012, adjust (known as adeven at the time) coined the term “Zombie App” to describe an app that does 

not attract enough measurable attention to regularly receive rankings in the Apple App Store top lists. The 

line between living and Zombie Apps was set conservatively – an app had to rank on any of the 39,171 App 

Store top lists on two out of three days over the month.  

App discovery is still a primary issue for developers as the proportion of Zombie Apps has steadily 

increased, and last month only one fifth of apps were sufficiently visible. There were 79.6% Zombies Apps 

in June 2014 (953,387 apps out of 1,197,087). The jump from 77% Zombie Apps in May 2014 is in line 

with the overall trend of a growing Zombie percentage; In June 2013, 70.4% of all apps were Zombie 

Apps, and by December that number had already risen to 75.2%, meaning that already then more than 

three in four apps received little attention. 

 

Methodology 

All data in this report is sourced from our apptrace database, which is used by our free online tool 

apptrace.com to provide the mobile industry with valuable insights into app performance in the Apple App 

Store and the Google Play Store. The data on Apple’s App Store is aggregated from Apple’s Enterprise 

Partner Feed (EPF). Our data covers all apps that were ever available in the App Store. 

Since 2012, adjust (then adeven) has been keeping track of Zombie Apps: apps that are available, but 

appear to have no life in them when it comes to the discovery positions on the App Store top lists as they 

fail to regularly appear on top-lists. Today, we add another metric: Dead Apps – apps that cannot be 

downloaded from the App Store any longer because they were pulled by Apple or by the developer.  

The prediction of the App Store growth is based on the month-on-month increase of available apps 

between January 2010 and June 2014. 
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Launching into the App Store 
At the time it was introduced, the Apple App Store was the only platform of its kind; it was an exemplary 

piece of visionary market leadership. As the App Store celebrates its sixth birthday on 10 July 2014, we can 

confidently say that apps have grown to play an unmistakable role in everyday life.  

Over the past six years, the number of apps in the App Store has grown exponentially. As the store has 

matured, so have the apps within the store. At the same time, marketing in the app ecosystem has grown 

in sophistication and complexity with the focus shifting from just downloads to retention and engagement.  

This report details the current state of the ecosystem, which the Apple App Store provides for apps. 

 

The App Store will continue to grow 

Since its establishment in July 2008, 1,601,413 apps have been uploaded to the Apple App Store. The 

graph below shows the number of apps introduced per month into the App Store. May 2012 had a jump in 

iPhone apps (52323 iPhone apps and 19544 universal) as did March in 2014 (59826 iPhone apps, 23108 

universal). iPad only app releases have remained steady since mid 2011. 

Over the next year we predict 578 thousand new apps will enter the App Store (by 1 July 2015). We base 

our prediction on the monthly live apps count in the app store between January 2010 and June 2014. 

 
The data show app releases per day, aggregated by month, as well as the devices for which they are 

available: iPhone and iPod, iPad, or both. 
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Discovery on the top lists 
The Apple App Store has 39,171 top lists globally combining countries and categories. The top lists are 

important as they help users discover the best apps and drive organic downloads. Top list ranking is 

managed by Apple and considered to give a good indication as to how successful an app is. 

 

Who plays the ranking game best?  

The games industry best optimizes the App Store. This category has the largest number of apps and 

additional games sub-categories. The table below lists the five apps that were on the highest number of 

individual top-200 lists in any of the 155 App Store locales on July 7, 2014.  

 

 # top lists app name Category 

 2,015 

 

Gangstar Vegas (Gameloft) game 

 1,944 

 

Clumsy Ninja (NaturalMotion) game 

 1,616 

 

Skyline Skaters (Tactile Entertainment) game 

 1,599 

 

Monster Legends Mobile (Social Point) game 

 1,587 

 

Family Guy: The Quest for Stuff (Tiny  

Co, Inc.) 

game 

 

Zombie apps 

In 2012, adjust (known as adeven at the time) coined the term “Zombie App” to describe an app that does 

not attract enough measurable attention to regularly receive rankings in the Apple App Store top lists. The 

line between living and Zombie Apps is set conservatively: to not be a Zombie, an app must appear in any 

position on one of the 39,171 App Store top lists on at least two out of three days over the evaluation 

period of one month. 

The proportion of Zombie Apps has steadily increased over the last two years, and has consequently 

reached its maximum to date last month. In June 2014 we identified 79.6% of the Apps on the App Store 

as Zombie Apps (953,387 apps out of 1,197,087) compared with 70.4% of 884,917 apps in June 2013 and 

75.2% of 1,020,604 in December 2013. 

The almost 80% Zombie rate in June is therefore in line with the overall trend of a growing Zombie 

percentage: In June 2013, 70.4% of all apps were Zombie Apps, and by December 2013 more than three 

in four apps were Zombies (75.2%). 

 

The corollary of the Zombie rate is that four fifths of apps cannot count on the App Store’s top lists to 

promote their discovery and bring them valuable organic users. 
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The afterlife 
Of the 1,601,413 total apps that have been uploaded to the App Store over the past six years, 350 

thousand have been pulled from the store, which means that more than one in five apps (21.8%) are no 

longer available. We call these apps Dead Apps. 

 

Dead Apps 

By category, Books (27%), Entertainment (25%) and Utilities (24.9%) have the highest percentage of Dead 

Apps, whereas Games have the highest absolute number of Dead Apps (65,643 apps at 21.7%).  

The table shows the number of Dead Apps for the nine categories with the highest Dead Apps count. The 

counts are compared to the count of live apps in each category. The percentages are calculated as Dead 

Apps over total of apps ever available per category. 

 

Category # Dead Apps Live apps % Dead Apps 

Games 65,643 237,389 21.7 

Lifestyle 31,537 111,524 22.0 

Entertainment 31,283 93,934 25.0 

Education 30,261 128,823 19.0 

Business 26,440 117,456 18.4 

Utilities 21,701 65,380 24.9 

Books 21,645 58,583 27.0 

Kids 13,493 131,581 9.3 

Travel 13,244 61,111 17.8 

 

As the table shows, the Games category has the highest total number of apps pulled from the App Store. 

The deadliest category, surprisingly, is ‘Books’, followed by ‘Entertainment’ and ‘Utilities’. Games are a big 

group, and their contribution to the head count is proportional to their numbers. 21.7 percent of all apps 

that were tagged as games when they were introduced into the App Store are no longer available. 

The most hopeful category is ‘Kids’, where just under 9 percent of the apps have been pulled. This is no 

surprise as this category is itself young. ‘Kids’ was introduced in conjunction with the release of iOS 7 in 

September 2013. Considering this newness of this category, It comes as a surprise that there have already 

been a sizable collection of apps pulled. This is possibly due to two factors: First, Apple will watch over this 

sensitive category very carefully, as any slip-up would damage the family-friendly brand image. Second, 

the apps in the ‘Kids’ category are subject to the Children’s Online Privacy Protection Act (COPPA). We 

anticipate the rate of removal of apps to remain the constant for this category. 
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The following graph illustrates the table from above: for each category, we see how many of the total 

available apps that were ever introduced to the category are now dead apps. 

 

 
 

 

So who kills apps in the App Store and why? 

Technically, both Apple and the publisher (often the developer) can pull apps from the App Store. Apple 

will execute pulls when an app is found to violate the App Store Publication Terms. For example, In 

February 2012, Apple cracked down on cloned apps and apps posing as successors to successful apps, such 

as ‘Temple Jump’, which masqueraded as a sequel to ‘Temple Run’.  
Developers pull their apps when they no longer serve their purpose, such as Google’s Office Suite, which 

has become obsolete with the new version of Google Docs. Another option for them is to pull the app 

temporarily to ramp up interest for a re-launch (e.g. Skype 5.0).  

We found no significant correlation between crash reviews or negative reviews of an app and an app being 

pulled from the store.  
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About adjust 
adjust is a mobile attribution and analytics company that provides app marketers with a comprehensive 

business intelligence platform. adjust combines attribution for advertising sources with advanced analytics 

and store statistics such as rankings, ratings and reviews. 

Attribution enables mobile app marketers to identify where a user came from and when they installed the 

app. In the analytics department, adjust offers cohort analysis in addition to deliverable analytics that count 

sales, events, sessions, installs and clicks. Marketers can group users together by common criteria, such as 

the install time. KPIs can then be normalized over the lifetime of the user. Additional product features 

include: app store statistics like global rankings displayed in the dashboard, deep-linking fallback and 

reattribution for re-engagement campaigns. 

adjust is an official Facebook and Twitter mobile measurement partner, and is also integrated with over 

200 other major networks worldwide. adjust is ePrivacy certified, uses SSL encryption for data transfer, and 

is the only mobile analytics company to meet the most stringent privacy compliance standards 

internationally. 

Clients include some of the world’s largest brands in Asia, the EU and the Americas, such as Baidu, 

Deutsche Telekom, Universal Music and Viacom. adjust delivers app analytics to the world’s largest 

advertising and media agencies including Vivaki, Publicis and GroupM. 


