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A Note fromthe °
Editors

Welcome to

The Ultimate Guide to
App Monetization
2026.

If you’re reading this, you’re part of
one of the most exciting eras the
app industry has ever seen. After
years of change - privacy shifts,
new billing rules, Al breakthroughs -
we’re finally entering a phase where
creativity and intelligence matter
more than ever.

Monetization is no longer just about
paywalls, ads or IAPs. It’s about
moments. The right offer, at the
right time, for the right user. Apps
are evolving from static experiences
into living systems that adapt to
users in real time - and the best
teams are turning that precision
into loyalty and long-term value.

This playbook is
our contribution to
that movement.

It gathers the insights, tools and
voices of the industry’s leading
thinkers - from developers, prod-
uct owners, monetization leaders
to investors - to help you design
monetization that feels effortless,
not extractive.

Whether you’re optimizing a live
product for millions of MAU or build-
ing the next big app from scratch,
we believe these pages spark ideas,
challenge assumptions and remind
you that great monetization isn’t
just about taking more - it’s about
creating value that users want to
pay for.

Let’s make 2026 the year we build
products that win through timing,
transparency & trust.


https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026 
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Welcome to the
App Monetization
Renaissance

Trends in Mobile App
Revenue

Mobile app usage and revenue
have hit record levels by 2025 with
global consumer spend and time
spent in apps continuing to rise
each year.

Renown sources like Sensortower
show that the mobile app ecosys-
tem is entering perhaps its most
dynamic monetization era since the
App Store’s 2008 launch. Global con-
sumer spending on mobile apps has
climbed dramatically from 2020 to
2025. After a pandemic-fueled surge -
reaching $133 billion in 2021 (up ~20%
from $111 billion in 2020) - growth
normalized but remained robust.

In 2024, worldwide in-app purchase
(1AP) revenue (including subscrip-
tions and paid apps) hit $150 billion,
a13% year-over-year increase. This
marked the strongest growth since
2021 as the market rebounded from
a mid-cycle slowdown.

User engagement is similarly at
an all-time high: consumers spent
4.2 trillion hours in mobile apps in
2024 (about 3.5 hours per person
per day). Even in mature markets

where downloads have plateaued
around ~135-140 billion annually,
people continue to spend more
time and money in apps each year.

Several trends in
2020-2025 underlie
this sustained growth:

First, subscription-based and
non-gaming apps have become
the primary revenue drivers -
with Al chatbots as the breakout
subgenre. For the fourth con-
secutive year, non-game spend
grew faster than games, led by
categories like streaming and
social. On top of that, Al chatbots
(e.g., ChatGPT, Gemini) surged to
roughly the billion-dollar mark
in 2024, becoming a meaningful
pillar inside non-gaming’s rise.
Proofing: users are increasingly
comfortable paying for premium,
utility-like experiences on mobile,
which fuels record IAP volumes.

Second, hybrid monetization is
becoming the default. Teams blend
subscriptions, IAP and ads by audi-
ence context and session state (e.g.,
battle/season passes + rewarded
video; subs for power users, IAP for
boosts, ads for casual sessions).
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Welcome to the App Monetization Renaissance

Hybrids diversify revenue,
improve yield per user
and create self-reinforc-
ing effects (payers often
lift ad eCPMs).

Third, direct-to-consumer

(D2C) storefronts and
alternative billing are ris-

ing, partly accelerated by

Epic Games’ legal victory

over Apple in 2025 that
established developers’

right to link to external
payment options. Off-

store web shops and link-

outs let developers price

more flexibly, run bundles

and build direct relationships.

The trade-off to test: lower platform
fees versus potential checkout fric-
tion - a lever you tune by cohort,
price point and region.

Fourth, Al-powered personaliza-

i

Web2app (acquiring users on the
web before they use the app) is
growing fast. Rulings in the US and
EU have made it much cheaper
(no 30% fee!) and funnel builders
and Merchant of Record payment
solutions make it much simpler. If
you haven't tried it, put a small test
together and see if you can scale
faster! All it needs is a small ad
budget and a simple web funnel.’

Andrew Davis, CIO Paddle

It enables developers to
understand user behav-
ior at a much deeper level
and deliver tailored content

and offers that lift engagement,
conversion and retention. Using

tion is now pivotal.

Personalization is the #1 expecta-
tion from consumer and biggest

lever for growth. Teams must
contextualize the journey, the
funnel and the post-purchase

experience, not just the paywall.

Unfortunately it's getting more

complex as access to third-party

data continues to shrink and
privacy regulations tighten.”

Jeff Grang, CEO Purchasely

advanced machine learning on
rich in-app signals, apps adjust
content, offers & features in real
time. A core application is user
cohorting and behavioral anal-
ysis: grouping similar users to
track journeys, spot inflection
points, predict next actions
and trigger timely, relevant
offers that optimize mone-
tization and reduce churn.

Looking ahead, the trend of
on-device Al is set to further
revolutionize personaliza-
tion. By processing data
directly on the user’s device,
on-device Al enhances pri-
vacy, improves reliability
and can reduce operational
costs. This brings Al capabil-


https://www.emarketer.com/learningcenter/guides/d2c-explained/
https://www.emarketer.com/learningcenter/guides/d2c-explained/
https://www.bloomberg.com/news/articles/2025-07-31/epic-games-win-over-google-in-fortnite-fight-upheld-on-appeal
https://www.bloomberg.com/news/articles/2025-07-31/epic-games-win-over-google-in-fortnite-fight-upheld-on-appeal
https://www.z2adigital.com/blog-content/ai-powered-personalization-in-mobile-apps
https://www.z2adigital.com/blog-content/ai-powered-personalization-in-mobile-apps
https://www.z2adigital.com/blog-content/ai-powered-personalization-in-mobile-apps
https://evam.com/blog/the-role-of-artificial-intelligence-in-mobile-app-personalization
https://evam.com/blog/the-role-of-artificial-intelligence-in-mobile-app-personalization
https://www.youtube.com/watch?v=N0Bdbpy03yk
https://www.youtube.com/watch?v=N0Bdbpy03yk

ities closer to the user, enabling even
more immediate and context-aware
personalization without relying heav-
ily on cloud-based processing. This
shift supports more precise targeting
and personalized offers by leveraging
local data and processing power,
paving the way for a new era of
intelligent and responsive mobile
applications.

Why Mobile Monetiza-
tion Has Gotten More
Complex (Not Easier)

The journey from app download
to sustained revenue has become
increasingly intricate. What
once seemed like a
straightforward path
of in-app purchases
or ad placements has
evolved into a mul-
tifaceted challenge,
driven by several
converging factors.

Privacy rules like
Apple’s ATT and An-
droid’s Privacy Sandbox
have reshaped data
use. They protect users
but make attribution,
measurement and precise
targeting harder - pushing
teams toward privacy-preserving,
contextual signals.

User expectations are higher.
People want seamless, person-
alized experiences and have
little patience for intrusive ads
or irrelevant offers. Monetization
should feel native - dynamic
pricing, personalized paywalls and
lifecycle-aware subscriptions.

Payments are now strategy, not
plumbing. With some app-store
rules loosening since the Epic

Game trial, you have more checkout

options. Cheaper web or alternative
billing can add steps and churn;
native Apple Pay/Play Billing is
smoother but pricier. Treat checkout
as a lever - test by cohort, region
and price point.

More models, more decisions.
Subscriptions, IAP, ads and new
formats can be combined - but they
require coordinated optimization

across segments and stages.

In other words, generative
tools could pair every indi-
vidual consumer with the ad
creative most likely to induce
response from them, poten-
tially rendering an ad creative
in real time using the most up
to date information available
about that user including the
on-page context.”

Eric Seufert,
Industry Expert

Fragmentation adds complexity.
Devices, OSes and regions behave
differently, so strategies must be
tailored. Monetization is no longer
set-and-forget - it’s continuous
adaptation, experimentation and
optimization.


https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026 
https://dataseat.com/blog/app-marketing-in-2024-a-year-in-review
https://en.trafficcardinal.com/post/ads-that-dont-feel-like-ads-the-rise-of-personalized-native-advertising#:~:text=Personalization%20is%20key.,a%20modicum%20of%20your%20attention.
https://en.trafficcardinal.com/post/ads-that-dont-feel-like-ads-the-rise-of-personalized-native-advertising#:~:text=Personalization%20is%20key.,a%20modicum%20of%20your%20attention.
https://www.theverge.com/2021/9/12/22667694/epic-v-apple-trial-fortnite-judge-yvonne-gonzalez-rogers-final-ruling-injunction-breakdown
https://www.theverge.com/2021/9/12/22667694/epic-v-apple-trial-fortnite-judge-yvonne-gonzalez-rogers-final-ruling-injunction-breakdown
https://www.adjust.com/blog/app-monetization-trends/
https://medium.com/@begunova/navigating-mobile-fragmentation-c2941f21d965
https://medium.com/@begunova/navigating-mobile-fragmentation-c2941f21d965
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Intro to the App Tech
Stack philosophy

So, what does “great” monetiza-
tion look like in 2025 given these
trends? Leading app businesses are
evolving hybrid revenue strategies
and a modern tech stack that treats
monetization not as silos, but as
an integrated system, where best-
of-breed services handle analytics,
attribution, paywalls, subscriptions,
pricing, lifecycle and ad mediation
and can be swapped without rewrites.

Interoperability first. Make data
flow the design goal: shared events,
clean schemas, real-time APIs and
privacy guardrails so signals move
freely across the stack. Centralize
decisioning logic that other tools can
call, then iterate continuously with
experiments and automation.

Experimentation & Observ-
ability. Bake in feature flags,
holdouts and cohort-level
tests by default while

is primarily based on server-side
data - user history, session patterns
and behavioral analytics. The next
blue ocean is leveraging device-
side contextual information that
captures real-world user state.
Leading explorers of this new frontier
are companies such as ContextSDK,
which enable paywalls to adjust
offers by immediate session state,
CRM to time messages to receptivity
and subscription flows to respect
natural user rhythms without intru-
sive interruptions.

Future-proof by architecture. When
privacy rules, channels or store
policies change, a composable stack
with a shared context and decision
layer bends instead of breaks.

i Y,

monitoring the system
like a product. Define
data contracts and SLAs
with vendors, add privacy
guardrails and track cost
and performance budgets
alongside key metrics like
time-to-decision, time-to-
learn, error rates and data
freshness. Include lineage
and backfill playbooks so
experiments scale without
surprises and you can trust
the numbers when stakes
are high.

Context as the connective
tissue. Currently, context

We've reached a point where every lever
in mobile monetisation - pricing, creatives,
targeting - has plateaued. The only frontier
left is timing. Moment monetisation gives
apps a new axis for growth by optimising

when they act, not just what they offer.

Micro timing gains compound at scale.
When they fire across millions of sessions,
they become one of the most powerful
drivers of litetime value'”

Zach Stadlin-Robbie, CRO ContextSDK


https://5ly.co/blog/best-tech-stack-for-mobile-app/#:~:text=What%20Is%20a%20Mobile%20App,(dev%20tools%20and%20infrastructure).
https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026

Monetization
Models 101-401

In the dynamic world
of mobile applications,
choosing the right mon-
etization model is para-
mount to an app’s suc-
cess and sustainability.
While the core objective
remains generating rev-
enue, the methods to
achieve this have diversi-
fied significantly, offering
developers a spectrum of
options to align with their
app’s value proposition
and target audience.

i

In 2026, subscription apps will realize
that the one-size-fits-all “push to yearly
plan” approach is actually not the opti-
mal one. They will seek to go beyond
optimizing for the biggest minority.
They will start segmenting better and
push for a different offer mix based
on the segment, whether that's based
on OS, channel, onboarding questions,
behavior or context. Tools and Al will
make this easier to test.”

Sylvain Gauchet, Industry Expert

Subscriptions

Subscription models have
become a cornerstone of mobile
app monetization, particularly for
apps offering continuous value, pre-
mium content or ongoing services.
This model involves users paying
a recurring fee (weekly, monthly,
annually) to access features, con-
tent or an ad-free experience. Its
appealliesin predictable recurring
revenue, which fosters stability and
allows for long-term planning and
investment in app development.

Key aspects of subscription
models include:

- Tiers: Offering different
subscription tiers allows
developers to cater to a

wider range of users with
varying needs and budgets.
Basic tiers might provide core
functionality, while premium
tiers unlock advanced fea-
tures, exclusive content or
enhanced service levels.

Trials: Free trials are a pow-
erful conversion tool, allowing
users to experience the full
value of a premium subscrip-
tion before committing to a
payment. Effective trial man-
agement involves optimizing
trial length, providing clear
calls to action and leveraging
in-app messaging to highlight
the benefits of conversion.


https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026 
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- Lifecycle Management:
Beyond initial conversion, suc-
cessful subscription models
require robust lifecycle man-
agement. This encompasses
strategies for onboarding
new subscribers, engaging
existing ones to reduce churn
and win-back campaigns for
lapsed users.

Subscription models thrive on
consistent value delivery. Apps
that continuously update content,
add new features or provide ongo-
ing utility are best positioned to
retain subscribers and grow their
recurring revenue.

In-App Purchases

In-App Purchases (IAPs) represent
a versatile monetization strategy
where users buy digital goods, con-
tent or features directly within the
app. Unlike subscriptions, IAPs are
typically one-time transactions,
offering immediate value for a
specific purchase. This model is
particularly prevalent in gaming,
but its application has expanded
across various app categories.

Common types of In-App
Purchases include:

- One-offs: These are individual
items or features purchased
once, such as virtual currency,
extra lives in a game or a sin-
gle premium filter in a photo
editing app.

- Bundles: Grouping several

related IAPs into a single
package at a discounted price

10

can increase perceived value
and drive larger transactions
(i.e. virtual goods, content
packs or feature sets).

- Lifetime Unlocks: For users
who prefer a one-time payment
over recurring subscriptions,
lifetime unlocks offer perma-
nent access to premium fea-
tures or an ad free experience.

Effective IAP strategies involve
careful pricing, clear presentation
of value and strategic placement
within the user journey. Devel-
opers must ensure that IAPs feel
like valuable additions rather than
coercive tactics.

Ads

Advertising remains a dominant
monetization model, especially
for free-to-play apps. This model
involves displaying advertisements
within the app, generating revenue
based on impressions, clicks or
video views. The challenge lies in
integrating ads in a way that mini-
mizes disruption while maintaining
user engagement and retention.

Key ad formats and
strategies include:

- Rewarded Video: This highly
effective ‘opt in’ format offers
users in-app rewards (e.g.,
virtual currency, extra lives,
exclusive content) in exchange
for watching a full-screen
video ad.

- Interstitials: Full-screen ads
that appear at natural tran-



sition points within the app,
such as between game levels
or during content loading.
While effective for revenue due
to high impression volume,
they must be implemented
carefully to avoid user frustra-
tion and ultimately churn.

- Banners: Small, static or ani-
mated ads typically displayed
at the top or bottom of the
screen. They are less intrusive
but also generally yield lower
engagement and revenue
compared to other formats.

There are two ways apps manage
their ad inventory. (1) Waterfall calls
ad networks one by one in a preset
order based on past performance,
while (2) bidding lets multiple net-
works compete simultaneously for
each ad spot in real time. Bidding
typically generates higher reve-
nue because networks compete
against each other, making it the
preferred approach for maximizing
ad earnings.

i

Successful ad monetization requires
a balance between maximizing ad
revenue vs retention. Over-satu-
ration or poorly targeted ads can
lead to user churn, emphasizing the
need for intelligent ad placement
and frequency capping.

Hybrids

Increasingly, app developers are
adopting hybrid monetization
models, combining elements from
different strategies to maximize
revenue and cater to diverse user
preferences. This approach allows
for greater flexibility and can unlock
new revenue streams that a single
model might miss.

Common hybrid approaches
include:

- Subscriptions and In-App
Purchases: Many apps offer a
core subscription for premium
features while also providing
IAPs for additional content,
virtual goods or one-time

App publishers are under pressure to make every
impression count, but their monetization efforts

are often hindered by revenue leakage from inter-
mediaries, weak auction competition and limited
control over ads shown in their apps. In 2026 and
beyond, incremental revenue will favor apps that
maximize every ad opportunity while protecting

the user experience.”

Ben Jeger, VP EMEA Moloco

1
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boosts. For example, a fitness
app might offer a monthly
subscription for workout
plans, but also sell individual
nutrition guides as IAPs.

- Subscriptions and Ads: A
popular hybrid model involves
offering a free, ad supported
version of the app, with an
option to subscribe for an
ad-free experience or unlock
premium features. News
apps, streaming services and
casual games often employ
this model.

i

In 2026 and beyond, ad mon-
etization will stop being just a
revenue stream - it'll become a
conversion lever. The best apps
will desigh ad experiences as
intentional decoys that push
users toward subscriptions.
‘No ads’ won't just be a perk
anymore, it'll be the paywall - a
built-in upsell mechanism that

> IAP and Ads: Apps, particularly makes the premium tier feel like

games, frequently combine
IAPs for virtual currency or
items with rewarded video
ads for in-game bonuses. This
provides multiple avenues for
monetization, allowing users
to progress either by spending
money or by engaging with ads.

The strength of hybrid models lies
in their ability to diversify revenue
streams and appeal to a broader
user base. By offering multiple
paths to monetization, developers
can optimize for different user
segments and adapt to evolving
market demands, ultimately lead-
ing to more resilient and profitable
app businesses.

Most apps have those offers built in
automatically. A certain flow leads
to a certain kind of offer. But as we
all know from our own experience,
people behave differently with
their phone in different contexts.
On the couch, a higher-value IAP or
upgrade feels fine; on a commute,

12

relief, not an upgrade.”

Matej Lancaric, Industry Expert

a rewarded ad or small nudge is
less intrusive. The hard part is
choosing the right offer and timing
without guessing.

And that’s what we are doing at
ContextSDK. We add a privacy-first,
on-device context layer to your
existing paywall, CRM and medi-
ation tools, so they can decide
what to show and when to show it
- subscription, IAP, ad or nothing at
all - so monetization feels natural,
not interruptive.


https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026

i

A well-designhed IAA (in-app advertising)
strategy should enhance, not undermine,
the IAP (in-app purchase) experience.
The goal is to let users “peek behind the
curtain” of premium gameplay, offering a
taste of the benefits typically unlocked
through purchases.

At the start of a player’'s journey, each
rewarded ad view might deliver a high
relative value, around 10/10 compared to

a similar IAP. As the user progresses, the
return from ads should gradually decrease
(down to roughly 2/10), making direct pur-
chases increasingly attractive. This taper-
ing mechanism nudges high-intent players
toward conversion without alienating
ad-driven users.

This approach allows companies to scale
profitably, as a significant portion, often
50-60%, of total ROAS can be achieved
within the first five days through IAA
while preserving the long-term potential
of IAP revenue.”

Adam Jaffe, CEO Mega

13
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The Modern

Monetization Tech

Stack

Building a successful mobile app
in today’s competitive landscape
requires more than just a great
idea and solid code; it demands a
sophisticated and well-integrated
monetization tech stack. This stack
comprises a suite of specialized
tools and platforms that work in
concert to manage everything from
subscription infrastructure and
paywall optimization to analytics,
attribution and ad mediation.

Category-based Walk-
through of Best-in-
Class Tools

To illustrate the components of a
modern monetization tech stack,
let’s explore key categories and
examples of best-in-class tools
within each:

Subscription Infrastructure: These
tools are foundational for apps rely-
ing on recurring revenue. They handle
the complexities of managing sub-
scriptions, including entitlements,
trials, renewals and cancellations
across different platforms (iOS
android, web). They abstract away
the complexities of platform-spe-
cific APls, allowing developers to
focus on their core product.

14

- Tool Examples: RevenueCat,
Adapty, Qonversion

- Rationale: Essential for man-
aging the lifecycle of subscrib-
ers, ensuring accurate billing
and providing a unified view of
subscription data.

B LiveOps Platforms:

LiveOps (Live Operations) tools
enable teams to deliver dynamic,
in-app content, time limited events,
offers and updates without requiring
anew app release. These platforms
empower product and monetization
teams to run real time experiments,
trigger user specific events and
manage live game economies or
content flows at scale. LiveOps is
particularly crucial in games and
content driven apps where ongoing
engagement is essential.

- Tool Examples: Metaplay,
Unity LiveOps, PlayFab

- Rationale: Enables real time
delivery of events and offers,
helping drive retention,
engagement and monetization
- all without app updates or
development delays


https://www.revenuecat.com/
https://adapty.io/
https://qonversion.io/
https://metaplay.io/liveops
https://unity.com/solutions/gaming-services/player-insights
https://playfab.com/

B Paywall & A/B Testing:

Optimizing the paywall - the point
where users are prompted to sub-
scribe or make a purchase - is crucial
for conversion. These tools enable
visual testing and A/B experimentation
of different paywall designs, pricing
strategies and messaging to identify
what resonates best with users.

- Tool Examples: Superwall,
Purchasely, Nami ML

- Rationale: Maximizes conver-
sion rates by allowing data-
driven optimization of the
monetization entry point.

B Analytics & Attribution:

Understanding where users come
from and how they behave within
the app is vital for optimizing acqui-
sition and monetization. Attribution
tools link installs to their source
(e.g., ad campaigns), while analytics
platforms provide deep insights into
user engagement, feature usage
and revenue metrics.

- Tool Examples: AppsFlyer,
Adjust, Singular, Amplitude,
Mixpanel

- Rationale: Provides the data
necessary to measure Return
on Ad Spend (ROAS), track
user journeys and identify
areas for improvement in the
monetization funnel.

B Ad Mediation:

For apps monetizing through adver-
tising, ad mediation platforms are

indispensable. They connect pub-
lishers to multiple ad networks and
exchanges, optimizing ad delivery to
maximize fill rates and eCPM (effec-
tive cost per mille). They often employ
bidding or waterfall models to ensure
the highest-paying ads are served.

As the app economy
gsrows more compet-
itive and fragmented,
growth will come from
trusted partnerships
that deliver transparent
value for publishers,
advertisers and users
alike.

Ben Jeger, VP EMEA Moloco

- Tool Examples: AppLovin MAX,
Google AdMob, Unity Ads,
MolocoSDK

- Rationale: Maximizes ad reve-
nue by intelligently managing
and optimizing ad inventory
across various demand
sources.

B Pricing Optimization:
These tools help developers imple-

ment dynamic and localized pricing
strategies. They can analyze mar-

15


https://contextsdk.com/?utm_source=linkedin&utm_medium=playbook&utm_campaign=monetization_playbook_2026 
https://superwall.com/
https://www.purchasely.com/
https://www.nami.ml/
https://www.nami.ml/
https://www.nami.ml/
https://www.appsflyer.com/
https://www.adjust.com/
https://www.singular.net/
https://amplitude.com/
https://mixpanel.com/home/
https://www.applovin.com/max/
https://www.applovin.com/max/
https://www.applovin.com/max/
https://admob.google.com/home/
https://admob.google.com/home/
https://admob.google.com/home/
https://unity.com/products/unity-ads
https://www.moloco.com/solutions/sdk

The Modern Monetization Tech Stack

ket conditions, user segments and
competitor pricing to recommend
optimal price points, potentially
increasing conversion and average
revenue per user (ARPU).

- Tool Examples: Purchasely,
Paddle, Glassfy

- Rationale: Ensures that pricing
is competitive and tailored to
different user segments and
geographies, maximizing reve-
nue potential.

B Lifecycle/CRM:

Customer Relationship Management
(CRM) and lifecycle engagement
platforms enable developers to
communicate with users through
various channels (push notifica-
tions, in-app messages, email). They
are crucial for onboarding, re-en-
gagement, retention campaigns and
delivering personalized messages
based on user behavior.

- Tool Examples: OneSignal,
Braze, CleverTap

- Rationale: Drives user reten-
tion and re engagement, fos-
tering long-term loyalty and
increasing CLTV.

B Revenue Analytics:

While general analytics tools pro-
vide broad insights, specialized
revenue analytics platforms offer a
deeper dive into financial metrics
specific to app monetization. They
track key performance indicators
(KPIs) like LTV, churn, MRR (Monthly
Recurring Revenue) and ARPU,
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providing clear visibility into the
app’s financial health.

- Tool Examples: ChartMogul,
Subscript, Baremetrics

- Rationale: Provides critical
financial insights for strategic
decision-making and under-
standing the profitability of
monetization efforts.

B Personalization & Targeting:

In an era where generic experiences
lead to user fatigue, personalization
and targeting have become non-ne-
gotiable. These tools leverage data
and Al to deliver tailored content,
offers and experiences to individual
users or specific segments. They are
crucial for enhancing engagement,
driving conversions and building
stronger user relationships.

- Tool Examples: Insider, Twilio
Segment, ContextSDK

- Rationale: Know what to show,
when - time paywalls, ads and
push notifications perfectly to
lift revenue while protecting UX.
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Data Layer
Fundamentals:
What to Track,
When and Why

In data-driven mobile monetization,
your data layer quality is as critical
as the app itself. It provides the
foundation for understanding user
behavior, optimizing strategies and
making informed decisions about
what information to collect and
how to leverage it for growth.

l User State vs. User Intent

Understanding both dimensions
is fundamental. While often inter-
twined, they represent different
dimensions of user understanding:

- User State captures current
attributes (subscription status,
device type, past actions) -
essentially who the user is
and what they’ve done.

- User Intent infers underlying
motivations from real-time
behavior - why they’re acting and
what they’ll likely do next. A user
repeatedly visiting premium fea-
tures likely intends to upgrade.

While state enables segmentation,
intent drives proactive person-

alization and is key to effective
monetization.
Event Taxonomies for
Monetization
A structured naming system ensures
data consistency across teams.

Map the user journey through key
categories:

- Acquisition: app_install,
onboarding_completed

- Engagement: screen_view,
feature_used

- Monetization: paywall_view,
purchase_completed

- Lifecycle events: subscrip-
tion_renewed, churn

Each event should be accompanied
by relevant properties that provide
additional context. For example, a
purchase_completed event should
include properties like item_id,
price, currency and category. A clear
and comprehensive event taxonomy
ensures that monetization teams
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Data Layer Fundamentals: What to Track, When and Why

have the granular data they need
to analyze funnel performance,
calculate key metrics and identify
optimization opportunities.

Product vs. Revenue
Analytics

While both are critical for app suc-
cess, product and revenue analytics
answer different questions and
serve distinct purposes:

- Product Analytics focuses on
user interaction with features
and content - which features
drive retention, where users
drop off in onboarding, how
usage patterns correlate
with engagement. This helps
improve user experience and
guide product development.

- Revenue Analytics tracks
financial performance - MRR,
LTV, churn rates and which
acquisition channels deliver
the most valuable users. This
provides insights into mon-
etization effectiveness and
business health.

These analytics must work together.
A comprehensive data layer feeds
both, allowing you to connect the
dots - a revenue drop might trace
back to a bug in a popular feature,
while high-LTV user behaviors can
inform which product features to
prioritize for maximum financial
impact.

B rPrivacy, SKAdNetwork, ATT

The evolving privacy landscape has
fundamentally changed data track-
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ing, introducing both challenges and
new opportunities:

- App Tracking Transparency
(ATT) requires explicit user
consent before cross-app
tracking. When users opt out,
it limits IDFA availability - a
key tool for attribution and ad
targeting that many develop-
ers relied on.

- SKAdNetwork is Apple’s pri-
vacy-preserving attribution
framework. It provides con-
version data to ad networks
without revealing user-level
information, but offers less
granular data than traditional
methods.

Smart developers are pivoting from
third-party tracking to first-party
data collection and contextual tar-
geting based on in-app behavior. The
apps winning in this new era are
those that can deliver personalized
experiences while using privacy-safe
methods.

Server side vs.
On-Device Data

The data processing landscape is
shifting from cloud-based to local
solutions, each with distinct advan-
tages:

- Server-Based Models rely on
historical user behavior stored
in the cloud - transaction
histories, session patterns,
feature usage and cross-app
analytics. This comprehensive
historical data enables pow-
erful cohort analysis, long-



term trend identification and
complex predictive modeling.
However, this approach intro-
duces latency between data
collection and action, requires
constant connectivity and
raises privacy concerns with
centralized data storage.

On-Device Models process
real-world context locally in
real-time - capturing imme-
diate user state like motion
patterns, device activity and
environmental factors. Solu-
tions like ContextSDK enable
instant personalization based
on current user context with-
out transmitting sensitive
data to servers, providing
immediate insights that
complement historical
server-based analytics.

The key insight: these aren’t compet-
ing approaches but complementary
layers. Server-based models excel
at understanding long-term user
patterns and building comprehen-
sive user profiles, while on-device
processing captures the immedi-
ate context that determines when
and how to act on those insights.
This represents a shift from purely
retroactive analysis to predictive,
moment-aware monetization that
combines historical intelligence
with real-world context.

i

Investors / buyers look for

moats that prevent a compet-
itor from quickly copying or
replacing consumer tools. If a
CSS business is either - using
its own devices to create
unique data or encouraging
consumers to input their own
data in exchange for a great
service, they create a loyal cus-
tomer. Loyal customers create
valuable businesses.’

Eric Crowley, Partner at GP Bullhound
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The Monetization

Funnel Playbook

The monetization funnel is a con-
ceptual model that maps the user’s
journey from their first interaction
with your app to becoming a paying
and loyal customer. Understanding
and optimizing each stage of this
funnel is crucial for maximizing
revenue and building a sustain-
able app business. A leaky funnel,
where users drop off at various
stages, can significantly impact
your bottom line. This playbook
provides a framework for analyzing
and improving your monetization
funnel.

Top: Install to
Activation

The top of the funnel is all about
making a great first impression and
guiding new users to their “aha!”
moment - the point where they
experience the core value of your
app. Activation is the key metric at
this stage, representing the per-
centage of new users who complete
a critical action that indicates they
understand and appreciate the app’s
value proposition.

B Key strategies:
- Seamless Onboarding: Your
onboarding process should

be smooth, intuitive and
focused on demonstrating
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value quickly. Avoid lengthy
tutorials or excessive permis-
sion requests upfront. Instead,
use a combination of tooltips,
contextual hints and a clear
user interface to guide users
through the initial experience.

Personalized First-Time User
Experience (FTUE): Not all
users are the same. Where
possible, personalize the FTUE
based on the user’s acquisi-
tion source or initial prefer-
ences. For example, a user
who installed the app from a
campaign promoting a specific
feature should be guided
directly to that feature.

Clear Value Proposition: From
the very first screen, your app
should clearly communicate
its primary benefit. What
problem does it solve? What
value does it provide? This
should be evident without
requiring the user to read
through extensive documenta-
tion.

Quick wins to test:

Story-style intro: Replace
carousels with tap-through
“stories” and a progress bar to
boost completion.



- Softer account creation: If you
ask early, add a clear “Skip for
now” and a reason (“We’ll save
your progress”).

- Commitment priming: Let
users pick “5/10/15 min per
day” and “When should we
remind you?” to seed habit
formation.

- Name micro-personalization:
Reuse first name on a later
screen with social proof -
people read those more care-
fully.

- Push timing first, OS prompt
second: Let users choose a
time window before showing
the OS permission.

Middle: Activated to
Paywall Engagement

Once a user is activated, the focus
shifts to nurturing their engage-
ment and guiding them towards
your monetization offerings. This
middle stage is about building a
habit, demonstrating the value of
premium features and creating a
desire to upgrade. The goal is to get
users to the paywall, not by force,
but by making them want what’s
on the other side.

B Key strategies:

- Feature Gating and Upselling:
Strategically gate certain
premium features, allowing
free users to see what they’re
missing. Use clear and com-
pelling in-app messages to
upsell the benefits of these

features at contextually rele-
vant moments. For example,
when a user hits a usage limit,
that’s the perfect time to
present an upgrade option.

- Content Teasers: If your app
offers premium content,
provide teasers or limited
access to entice free users.
A news app might allow free
users to read the first para-
graph of a premium article,
while a streaming app might
offer a trailer for a subscrib-
er-only movie.

Building Engagement Loops:
Design your app to encourage
regular engagement. This could
be through daily challenges, new
content releases or personalized
notifications that bring users back
into the app. The more engaged a
user is, the more likely they are to
see the value in a paid subscription
or |AP.

B Quick wins to test:

- Yes/No momentum taps:
2-3 easy “yes” screens right
before the paywall to build
commitment.

- “Value being built” step:
A short “setting up your plan”
sequence that echoes their
answers (signals personaliza-
tion).

- Save-first previews: Let
users add items to “My
Library” before the paywall;
then nudge “Unlock to con-
tinue.”
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Bottom: Conversion to million happy subscribers”) to

Paid and Retention build trust.
The bottom of the funnel is where - Frictionless Checkout: The
the transaction happens. This stage payment process should be as
is about converting engaged users smooth as possible. Support
into paying customers and, just as multiple payment options
importantly, retaining them for the and minimize the number of
long term. A successful conversion steps required to complete a
is not the end of the journey; it’s purchase. Any friction at this
the beginning of a new relationship. stage can lead to cart aban-
donment.

B Key strategies:
- Post-Purchase Onboarding:

- Optimized Paywalls: Your Once a user converts, wel-
paywall should be clear, con- come them to the premium
cise and compelling. A/B test experience. Use in-app
different layouts, pricing and messages or a short tutorial
calls to action to find what to highlight the new features
works best. Highlight the most they’ve unlocked and ensure
popular subscription tier and they know how to get the
use social proof (e.g., “Join 1 most out of their purchase.

Everyone talks about retention, but the truth
l l is most of your monetization happens long
before retention even begins. Around 80%
of conversions come from what happens
during onboarding: those first few minutes
where someone decides if your product’s
worth paying for. We've doubled trial opt-ins
again and again just by focusing there. The
irony is that teams often pour resources
into advanced features and late-stage expe-
riences that most users will never see. You
can't retain someone who never got to value
in the first place.”

Hannah Parvaz, Founder of Aperture
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- Retention and Loyalty Pro-
grams: For subscribers, focus
on delivering continuous
value to justify the recurring
payment. For IAP-driven
apps, consider loyalty pro-
grams or special offers for
repeat purchasers. Proac-
tively communicate with your
paying users and make them
feel valued.

B OQuick wins to test:

- Multi-step paywall: Split copy
into 3-4 ultra-simple screens
(Free trial exists » We’ll
remind you - What you get -
CTA).

- Explicit trial reassurance:
Make “We’ll remind you 2 days
before your trial ends” its own
full screen.

- Stacked exit offers: If they
close the wall, show one
timed offer; on second close,
a smaller fallback.

- Guided first session after
pay: Auto-start a short flow
with inline tips to extend
session and reduce instant
cancels.

- Second hard gate: If they
skipped the first wall, let
them enter the exact content
they want - then gate at “Con-
tinue.”

- Streak seed: End session with
“Day 1 done. Next session at
7:30pm” to anchor the next
visit.

Examples of “Leaks” in
Each Part

Top of Funnel Leak: High install
numbers but low activation rates.
This suggests your onboarding is
confusing or your app’s value isn’t
immediately clear. It could also
reach users at a moment when
they’re not receptive and don’t have
time to finish onboarding, like on
the way to work. Try: show a shorter,
deferrable onboarding when users
are on the go and the fuller flow
when they’re settled - delay per-
missions until relevant.

Middle of Funnel Leak: High activation
but low paywall engagement. This
could mean your free experience is
“too good” and there’s no compelling
reason to upgrade or your premium
features aren’t effectively marketed.
Aim to create real pull for pro fea-
tures: surface them at the exact
moment of need (a limit, a locked
step or right after a success) and
use gentle, context-aware nudges.
Timing matters: reach users with a
well-targeted push or in-app prompt
during high-attention moments -
think relaxed evening couch time or
just after completing a task.

Bottom of Funnel Leak: High paywall
engagement but low conversion rates.
This points to issues with your pay-
wall design, pricing, checkout process
or timing. Users could be commuting
and short on time for payment - in
that case a simple ad might have
worked better. Try: present checkout
when the connection is stable and
the user is unhurried. Use one-tap
wallets for fast sessions or swap to
asmaller offer/ad when intent drops.
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Growth is great, but what
Investors are looking tor
are durable and predictable
businesses that ALSO grow.
That means they will avoid
businesses that are using
aggressive growth hacks to
acquire users that may not
hold up after an investment
IS made.”

Eric Crowley, Partner at GP Bullhound



Future-Proofing

N |

X4

Your Monetization

Strategy

Platforms to Watch:
Netflix-style Memberships,
Web3 Gaming Monetization,
Bundling

Several emerging platforms and
business models are poised to
reshape the monetization landscape:

- Netflix-style Memberships:
Beyond single-app subscrip-
tions, broader digital member-
ships offer access to content
ecosystems across multiple
platforms. This model retains
users through continuous
exclusive value, fostering deep
loyalty and reducing churn
through comprehensive ser-
vice offerings.

- Web3 Gaming Monetization:
Blockchain technology intro-
duces play-to-earn models
where players earn cryptocur-
rency or NFTs through game-
play, plus true digital owner-
ship of in-game assets. While
nascent, Web3 gaming creates
new economies that shift value
from developers to players,
driving deeper engagement
through economic incentives.

- Bundling: Multiple apps or
services offered together at
discounted prices - seen in
subscription bundles like
Apple One or developer-led
portfolio bundles. This
increases perceived value,
drives cross-promotion and
expands addressable mar-
kets, offering compelling
alternatives to single-app
monetization.

Regulations on the
Horizon: DMA, DFA

Regulatory changes continue

to

exert a significant influence on how
apps can monetize, particularly
concerning data privacy and market

competition:

- Digital Markets Act (DMA):

The EU’s DMA regulates large

online platforms as “gate-

keepers,” potentially enabling
alternative app stores, side-

loading and direct payment
options. This could reduce
platform fees and increase

developer control over mone-

tization channels.
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Future-Proofing Your Monetization Strategy

- Digital Fairness Act (DFA):
The EU is developing the DFA,
aimed at preventing unfair
commercial practices in digital
services - such as manipu-
lative design, opaque pricing
and hidden subscription traps.
Developers will need to be
ready for new rules around fair
personalisation, transparency
in subscription/offers and user
interfaces that don’t exploit
user vulnerabilities.

These regulations highlight the need
for flexible, diversified monetization
strategies that aren’t overly reliant
on single platforms or traditional
data collection methods.

Why Modularity is
Safer Than All-in-One
Stacks

In the face of rapid change, a modu-
lar approach to your app tech stack
offers significant advantages over
monolithic, all-in-one solutions.
While integrated platforms might
seem convenient initially, they often
come with vendor lock-in, limited
customization and slower adap-
tation to new trends or regulatory
requirements.

B Modularity provides:

- Flexibility: You can easily swap
out or upgrade individual com-
ponents (e.g., a new analytics
tool, a different ad mediation
platform) without rebuilding
your entire system. This allows
you to adopt best-of-breed
solutions as they emerge.
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- Resilience: If one component
experiences an outage or
regulatory change, the rest
of your stack remains oper-
ational. This reduces single
points of failure.

- Cost-Effectiveness: You can
optimize spending by choosing
solutions that precisely meet
your needs, rather than paying
for features you don’t use in a
bundled solution.

- Innovation: A modular stack
encourages experimentation
with cutting-edge technolo-
gies. For instance, integrating
specialized on-device context
solutions like ContextSDK
alongside traditional analytics
tools enables privacy-first
personalization while main-
taining data flow flexibility.

Building an open, API-driven archi-
tecture that allows seamless inte-
gration between specialized tools is
paramount. This ensures your data
flows freely and monetization logic
applies consistently across your
chosen stack components.
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Templates,
Checklists &
Resources

To effectively implement and
optimize your app monetization
strategy, having practical tools
and resources at your disposal is
invaluable. This section provides
templates, checklists to help you
audit your current stack, track key
metrics and stay informed about
the latest industry trends.

Tech Stack Audit Template
Metrics Sheet
(LTV, CAC, Payback Period, etc.)

Subscription Pricing CheckKlist

Event Tracking Blueprint

- Page 28
- Page 30
- Page 33

- Page 34
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Tech Stack Audit Template

Regularly auditing your monetization tech stack is crucial to ensure its efficiency,
identify redundancies and pinpoint areas for improvement.

Instructions:

- List all tools: For each cate-
gory, list the specific tools or
platforms you currently use.

- Primary Function: Briefly
describe what each tool is
primarily used for.

- Integration Points: Note how
each tool integrates with other
parts of your tech stack (e.g.,
APls, SDKs, data exports).

- Data Flow: Describe the data
that flows into and out of
each tool.

- Performance (1-5): Rate the
tool’s performance and effec-
tiveness (1=poor, 5=excellent).

- Notes/Improvements: Add any
specific observations, chal-
lenges or potential improve-
ments for each tool.

28



Use this template to assess each component of your stack.

Category

Tool
Used

Primary
Function

Integration
Points

Data
Flow

Performance
(1-5)

Notes/Improvements

Subscription
Infrastructure

Paywall & A/B
Testing

Analytics &
Attribution

Personalization
& Targeting

Ad Mediation

Pricing
Optimization

Lifecycle / CRM

Revenue
Analytics
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Metrics Sheet (LTV, CAC, Payback Period, etc.)

Tracking key performance indicators (KPIs) is essential for understanding
the health of your monetization strategy.

This sheet outlines critical metrics and their definitions.

Instructions: - Calculate: Use the provided
formulas to calculate each
- Define your period: Choose a metric.
consistent period for tracking
(e.g., monthly, quarterly). - Analyze: Compare your met-
rics against industry bench-
- Collect data: Gather the nec- marks and your own historical
essary data points from your data to identify trends and
analytics and revenue tools. areas for improvement.
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Metric

Definition

Formula

Why it Matters

Target/Benchmark
per vertical

LTV (Lifetime
Value)

The total revenue
a business can
reasonably expect
from a single
customer account
over the average
customer rela-
tionship.

ARPU x Retained
Days

Indicates the
long-term value
of your users and
helps in optimiz-
ing acquisition
spend.

CAC (Customer
Acquisition Cost)

The cost asso-
ciated with
convincing a
consumer to buy
a product/service.
Includes CPI (Cost
per Install), which
reflects the direct
correlation of Ad
Spend + Installs
as a leading met-
ric within CAC.

Total Marketing
& Sales Spend /
New Customers
Acquired

CPI = Ad Spend /
Installs

Measures the
efficiency of

your acquisition
efforts. Should be
significantly lower
than LTV.

CPI provides an
early indicator of
CAC performance,
especially for app
installs.

Payback Period

ROAS (Return on
Ad Spend)

The time it takes
to recoup the
cost of acquiring a
customer.

CAC / (ARPU *
Gross Margin)

Total ROAS = (IAP
Revenue + Ad Rev-
enue) + Ad Spend

Crucial for cash
flow management
and understand-
ing investment
Recovery.

ROAS provides a
complementary
view, showing
how effectively
ad spend gen-
erates revenue.
UA teams often
track ROAS at
key benchmarks
(D1, D7, D30) to
gauge profitability
early, even before
full payback is
reached.

ARPU (Average
Revenue Per User)

The average reve-
nue generated per
active user over a
specific period.

Total Revenue
/ Total Active
Users

Provides a high
level view of
monetization
effectiveness.
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ARPPU (Average
Revenue Per
Paying User)

ARPDAU (Average
Revenue Per Daily
Active User)

The average reve-
nue generated per
paying user over a
specific period.

Total Revenue
/ Total Paying
Users

ARPDAU = Total
Revenue + Daily
Active Users.

Focuses on the
spending habits
of your paying
Customers.

ARPDAU is a

key metric for
ad-driven or
freemium models,
tracking moneti-
zation efficiency
per active user on
a daily basis.

Churn Rate

The percentage of
subscribers who
cancel or do not
renew their sub-
scriptions within a
given period.

(Lost Customers /
Starting Custom-
ers) * 100

Directly impacts
LTV and recurring
revenue. Lower is
better.

Retention Rate

The percentage

of users who
continue using the
app after a spe-
cific time period.

Retain Users /
Starting Users *
100

Indicates ongoing
user engagement.
Strong retention
boosts LTV and
lowers the need
for continual
acquisition. In
ad-driven models,
it’s often reviewed
together with
ARPDAU.

MRR (Monthly
Recurring Reve-
nue)

The predictable
recurring revenue
generated from all
active subscrip-
tions in a given
month.

Number of Sub-
scribers * Aver-
age Subscription
Price

Key metric for

subscription busi-
nesses, indicating
financial stability.

Conversion Rate
(Free to Paid)

32

The percentage
of free users who
convert to paying
customers.

(Paying Users /
Free Users) * 100

Measures the
effectiveness of
your paywall and
value proposition.




Subscription Pricing
CheckKlist

Optimizing your subscription pricing
strategy can significantly impact
conversion and retention. Use this
checklist to review your approach.

O Vvalue Proposition: Is the value of your premium offering
clear and compelling?

QO Tiering: Have you considered different subscription tiers
to cater to various user segments?

QO Pricing Structure: Is your pricing competitive yet
profitable?

QO Trial Strategy: Is your free trial effective in converting
users? Is its length optimal?

O Localization: Have you localized pricing for different
regions and currencies?

O Promotions: Do you have a strategy for introductory
offers, discounts or bundles?

QO cancellation Flow: Is your cancellation process clear but
also offers retention incentives?

O Communication: Do you clearly communicate the
benefits of subscribing and renewing?

O A/B Testing: Are you continuously testing different pricing
points and offers?
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Event Tracking Blueprint

A robust event tracking strategy is the backbone of data-driven mone-
tization. Use this blueprint to plan your event taxonomy.

Instructions: - Identify Trigger: Describe when
each event should be fired.

-> Define Events: List all criti-

cal user actions and system - State Purpose: Explain why
events relevant to your app. tracking this event is import-
ant for your monetization
- Add Properties: For each strategy.

event, specify the properties
that provide necessary con-
text.
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Event Name Description Properties (with Trigger Purpose for
examples) Monetization
app_open User opens the session_id , App launch General engage-

app.

device_type

ment, session
length

paywall_view

User views a
paywall.

paywall_id ,
source_screen ,
offer_presented

User navigates to
paywall

Paywall effective-
ness, conversion
funnel

paywall_dismissed

User leaves
paywall without
purchasing.

paywall_id,
variant_id,
time_on_paywall,
exit_reason

User exits/dis-
misses paywall.

Identify leaks,
improve paywall
design and con-
text

Subscrip-
tion_started /
trial_started

User initiates a
new subscription.

product_id ,
price , duration
, trial_used

Successful sub-
scription purchase

Revenue tracking,
trial conversion

subscrip-
tion_canceled /
trial_canceled

Auto-renew
turned off or trial
canceled.

product_id, plat-
form, country,
cancel_reason,
days_since_start,
remaining_days

Cancellation
recorded.

Churn diagnos-
tics, save/offers,
pricing tests

subscrip-
tion_resumed /
trial_resumed

Canceled sub-
scription/trial is
reactivated (win-
back).

product_id, plat-
form, country,
resume_source,
offer_id, days_
since_cancel

Resume action
confirmed by
billing provider.

Win-back mea-
surement, incen-
tive ROI, lifecycle
tuning

subscrip-
tion_renewed /
trial_converted

Subscription
renews or trial
converts to pay-

ing.

product_id,
price, currency,
billing_period,
renewal_count,
was_intro_offer,
billing_retry

Renewal/charge
success from
billing provider.

Retention & LTV,
conversion rate,
revenue forecast-

ing

iap_purchased

User completes an

item_id , price

Successful IAP

Revenue tracking,

in-app purchase. , currency , purchase item popularity
category
ad_impression An ad is displayed |ad_unit_id , Ad display Ad revenue, fill

to the user.

ad_type , network

rate

rewarded_ad_com-
pleted

User watches a
rewarded video ad
to completion.

reward_type ,
reward_amount

User completes
rewarded ad

Engagement with
ads, user prefer-
ence

feature_used

User interacts
with a specific
feature.

feature_name ,
usage_duration

User interacts
with feature

Feature popularity,
engagement,
intent

milestone_reached

User hits a prod-
uct-defined mile-
stone correlated
with retention/
value.

milestone_id,
threshold, value,
source_feature,
session_index

Milestone condi-
tions are met.

Predict retention/
LTV, time upsells
ewards at high-in-
tent moments
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About

ContextSDK

In the complex and rapidly evolving
world of mobile app monetization,
developers are constantly seeking
ways to maximize revenue while
delivering exceptional user expe-
riences. This playbook has high-
lighted the critical role of data,
personalization and a modular tech
stack in achieving these goals. At
the intersection of these crucial
elements lies ContextSDK, a pow-
erful solution designed to bring
your monetization strategy to the
next level.
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What is ContextSDK?

ContextSDK is an advanced behav-
ioral intelligence platform that
empowers mobile apps to deliver
hyper-personalized experiences
and optimize monetization in real-
time. Unlike traditional analytics
tools that primarily report on past
events, ContextSDK focuses on
understanding user intent and pre-
dicting future behavior by analyzing
real-world context signals within

your app.

Think of ContextSDK as the intel-
ligent layer that enhances your
existing monetization tech stack.
It doesn’t replace your subscription
infrastructure, paywall A/B testing
tools or ad mediation platforms.
Instead, it integrates seamlessly
with them, providing the crucial
behavioralinsights needed to make
those tools perform at their peak.

ContextSDK sits between your raw
user data and your monetization
actions, translating complex user
interactions into actionable intel-
ligence.
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Why we believe
context drives
monetization

Generic, one-size-fits-all monetiza-
tion is fading. ContextSDK is built on
asimple belief: people convert when
the moment is right. Our on-device
engine interprets real-world activity
and session signals - commuting
vs at home, focused vs idle, low
battery vs stable connection - to
infer receptivity and time paywalls,
ads and push notifications when
they are most likely to land. No user
IDs, no cloud profiling.

In practice this means meeting
people where they are. Show a
small, low-friction offer on the go,
a higher-value plan on the couch, an
ad during a commute or an upgrade
right after a success momentin-app.
The same offer at the wrong time
feels interruptive. The right offer at
the right time feels helpful.

And we have proof. With Wizz and
we have proof. With Wizz, we saw
that timing mattered more than vol-
ume: just twenty percent of prompts
drove eighty percent of all sales.
By surfacing those prompts at the
right moments, conversion lifted by
81% and LTV by 20% . In gaming, a
partner saw a 50.2% revenue uplift
by letting the system decide when
players were most likely to convert,
without adding more prompts.

Context turns interruptions into
welcomed interactions, lifting
conversion and satisfaction at the
same time.

Open architecture
philosophy

ContextSDK believes in an open
architecture philosophy. We want
developers to have the flexibility
to choose the best tools for their
specific needs, rather than being
locked into a single vendor eco-
system. Our platform is designed
for seamless integration with your
existing analytics, CRM, paywall and
ad platforms through robust APIs
and SDKs.

This open approach means that
ContextSDK can boost your current
investments, making them more
intelligent and effective. It allows
for a modular and future-proof tech
stack, where you can easily adapt
to new technologies and market
trends without a complete overhaul.
We provide the intelligence - you
maintain control over your stack.
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Talk to us =
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OIQ

Ready to reach users
at the risht moment
and grow revenue
with less friction?

) Zach and @ Melisa

are here to help you
see how ContextSDK
becomes the
connective tissue of
your monetization
gtack, e

Melisa Caglar, Partnerships & Growth
melisa@contextsdk.com
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