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Report Summary 

The news is dominated by the number of applications in smartphone application stores and the number of 
downloads by users.  However, there is little news addressing the types of applications that are being 
downloaded, the types that are actually being actively used, and those that are being deleted, as well as 
the impact of pricing on purchasing behavior.  In-Stat surveyed active smartphone users to provide both 
data and analysis on the above smartphone usage patterns.  Research presented in this report includes: 
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Methodology 

Primary research 
 Survey of In-Stat’s Technology Adoption Panel (TAP) 

– 507 respondents 

– Survey fielded October 2009 

 Interviews with smartphone OEMs and mobile application store vendors. 

Secondary research  
 Industry publications 

 Vendor websites 

 Other secondary sources. 
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