
2024 holiday insights 
for subscription apps
Discover why apps thrive during 
Black Friday, Christmas & New Year 
and how you can do the same.
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The busiest time for apps 
The holiday season is a huge opportunity 
for subscription apps, but each holiday brings 
different results. During Christmas and New 
Year s̓, trial sign-ups and first payments 
increase, while Black Friday shows a drop 
in those areas. 

Our data from the U.S. market reveals top 
spending during Black Friday, Christmas, 
and New Year. Yearly and lifetime 
subscriptions perform well during Black 
Friday, while weekly subscriptions decline. 
At Christmas, itʼs the opposite – weekly 
subscriptions see stronger numbers.

This report breaks down the trends, 
highlighting what s̓ driving holiday growth and 
offering practical ways to make the most of it. 

Check it out, and if you share it on social, 
tag Adapty – weʼd love to hear how your app 
grows!

Follow us:
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“

Vitaly Davydov, 
CEO at Adapty

https://www.linkedin.com/company/adaptyio
https://www.linkedin.com/company/adaptyio
https://x.com/AdaptyTeam
https://x.com/AdaptyTeam


Adapty is #1 
in EMEA region
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1B 
users served

Trusted for usability and customer service

8K 
apps

Trusted by 8,000+ apps 



BOOK A DEMO

https://adapty.io/schedule-demo/?utm_source=slide-4&utm_medium=ebook&utm_campaign=2024-holiday-report
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We analyzed key metrics like 
the number of installs, first payments, 
and revenue from initial purchases 
to understand how holidays impact 
your app s̓ performance.

By tracking first payments, we aim 
to minimize churn and reduce reliance 
on renewals.

How holidays 
can affect 
your app 
performance

“



Installs spike sharply during 
Christmas and New Year
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Number of installs
2023-10-09    135238
2023-10-16    135564
2023-10-23    135664
2023-10-30    125803
2023-11-06    127073
2023-11-13    129182
2023-11-20    111242
2023-11-27    114319
2023-12-04    112024
2023-12-11    112437
2023-12-18    108101
2023-12-25    130032
2024-01-01    173216
2024-01-08    146760

Black Friday
Christmas
New Year

New YearChristmasBlack Friday  With the New Year, everyone s̓ into setting goals and 
making positive changes. Theyʼre looking for apps to help 
them start fresh – whether that s̓ getting in shape, 
learning something new, or getting organized.

By tapping into this ‘new year, new meʼ mindset, you can 
attract motivated users and give your app a great boost 
during this time. Depending on your marketing plans, LTV, 
and user lifecycle, you can amplify this effect by 
increasing your paid budget, offering discounts or promo 
deals, or using both.

Kevser Imirogullari, 
CEO & Cofounder, OtherWayAround

“

Share of installs

▇  share of total installs (Oct 2023 to Jan 2024) by week, %



Christmas and New Year see 
a strong rise in trial periods 
and first payments

Trials
2023-10-09    11773
2023-10-16    12642
2023-10-23    12575
2023-10-30    10547
2023-11-06    10541
2023-11-13    10098
2023-11-20     8041
2023-11-27     8588
2023-12-04     9274
2023-12-11     9847
2023-12-18     9287
2023-12-25    11766
2024-01-01    15671
2024-01-08    14705

First payments
2023-10-09    1273
2023-10-16    1298
2023-10-23    1249
2023-10-30    1216
2023-11-06    1268
2023-11-13    1127
2023-11-20    1145
2023-11-27    1296
2023-12-04    1035
2023-12-11     906
2023-12-18     840
2023-12-25    1403
2024-01-01    1863
2024-01-08    1440
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This doesnʼt mean you should ignore Black Friday! Fewer 
trials might be due to rising CPMs and apps pushing 
towards web transactions… It s̓ still a good time to:

Leverage CRM (email, push, in-app messages) to tap into 
your existing user base (those who havenʼt yet converted 
or have canceled)

Create in-app events and promotional content to try and 
get exposure on the stores

However, for many apps, it s̓ hard to beat the performance 
in “Q5". This might be the best time to invest more in paid 
acquisition (check your own data).

Sylvain Gauchet,
Director of Revenue Strategy, Babbel

“

While Black Friday shows a 
noticeable decline in both.

Share of trials

Share of first payments

New YearChristmasBlack Friday  

Number of trials

Number of first payments

New YearChristmasBlack Friday  

▇  share of trials (Oct 2023 to Jan 2024) by week, %

▇  share of first payments (Oct 2023 to Jan 2024) by week, %



Despite lower trial sign-ups, 
Black Friday still shows 
a significant increase in revenue 
from first purchases

Revenue of first payment
2023-10-09    27701.668733
2023-10-16    29781.052309
2023-10-23    28764.195035
2023-10-30    28365.079876
2023-11-06    29260.963087
2023-11-13    29279.515782
2023-11-20    36433.820416
2023-11-27    38574.339770
2023-12-04    24658.580996
2023-12-11    22441.068654
2023-12-18    20579.120000
2023-12-25    40785.010032
2024-01-01    58102.860000
2024-01-08    38752.600000
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Black Friday isnʼt just for e-commerce, it's a prime opportunity 
for apps and games to tap into consumersʼ love for deal 
shopping. Many brands see their revenue jump to 2-3 times 
their average daily sales during this period. To make the best out 
of the opportunity, focus on attractive, time-sensitive 
promotions that create a sense of urgency and excitement. 
Irresistible offers can capture attention and drive significant 
revenue.

Also, if you haven't explored web-to-app before, now s̓ the 
perfect time to dive in! It s̓ a great excuse to maximize your 
profits with minimal effort – a simple payment page with key 
information can do the trick. No need for complicated funnels; 
just seize the moment.

Alper Taner, 
App Marketing Specialist & Consultant

“

Because shoppers on Black Friday are in a buying 
mood - theyʼre hunting for deals and ready to 
spend. People might skip the trial and buy right 
away if your offer is really tempting. 

To make the most of Black Friday, offer irresistible 
discounts or special deals. By focusing on 
immediate sales instead of trials, you can tap into 
shoppersʼ eagerness to grab a great bargain.

Сomment from Alper 

“

New YearChristmasBlack Friday  

Share of first payment revenue

▇  share of revenue from first payments (Oct 2023 to Jan 2024) by week, %



Adapty s̓ Paywall Builder and A/B testing 
tools paired together are a game changer 
for anyone trying to do high-velocity 
testing and find quick wins.

Mike McSweeney,
Chief Product Officer,
Moodworks Inc.

Adaptyʼs Paywall Builder 
will help you create 
the perfect paywall 
with holiday-ready 
templates
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TRY FOR FREE

“

https://app.adapty.io/registration?utm_source=slide-9&utm_medium=ebook&utm_campaign=2024-holiday-report
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We analyzed what s̓ behind 
the holiday revenue spikes 
by focusing on key factors like first 
payments, subscription types, 
and user behavior.

The analysis reveals how different 
subscription types perform, helps 
define pricing strategies, and guides 
your overall holiday campaign 
approach.

Whatʼs driving 
holiday revenue 
growth

“



First payment prices spike 
during holidays, peaking on
Black Friday

Average price of first payment
2023-10-09    21.692771
2023-10-16    22.926137
2023-10-23    23.029780
2023-10-30    23.288243
2023-11-06    23.058285
2023-11-13    25.934026
2023-11-20    31.764447
2023-11-27    29.718289
2023-12-04    23.801719
2023-12-11    24.742082
2023-12-18    24.353988
2023-12-25    28.987214
2024-01-01    31.171062
2024-01-08    26.855579

11

This means users are willing to spend more on their 
initial purchases during these holidays. Additionally, 
the psychological effect of events like Black Friday 
leads people to rush to find good deals and make 
more emotional purchases compared to off-season 
behavior. It s̓ a perfect opportunity to offer premium 
packages or higher-priced options.

Anton Marchanka,  Ex-General Manager, 
Mosaic Group, Ex-General Manager, Daily 
Burn, Ex-VP of Marketing, Apalon

“
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Average price of the first payment
▇  average price of first payments (Oct 2023 to Jan 2024) by week, $



Number of weekly subscription first payments 
over time

 2023-10-09    157
2023-10-16    159
2023-10-23    148
2023-10-30    112
2023-11-06     98
2023-11-13     86
2023-11-20     58
2023-11-27    121
2023-12-04    107
2023-12-11     80
2023-12-18     73
2023-12-25    116
2024-01-01    105
2024-01-08    136

Number of monthly subscription first 
payments over time
2023-10-09    555
2023-10-16    549
2023-10-23    511
2023-10-30    493
2023-11-06    559
2023-11-13    434
2023-11-20    368
2023-11-27    448
2023-12-04    429
2023-12-11    354
2023-12-18    334
2023-12-25    392
2024-01-01    562
2024-01-08    494
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Annual and lifetime subscriptions peak during 
Christmas and New Year, showing that holiday deals 
drive people to commit longer.

Holiday spike: Annual and lifetime 
subscriptions peak during Christmas and 
New Year, showing that holiday deals drive 
people to commit longer.

Weekly & monthly trends: Both decline in 
December but recover in January, 
suggesting a seasonal shift toward 
annual/lifetime options.

Long-term preference: Higher numbers for 
annual and monthly subscriptions suggest a 
stronger user preference for longer-term 
plans.

Weekly & monthly decline in December but recover 
in January, suggesting a seasonal shift toward 
annual/lifetime options.

Share of weekly subscription first payment 
▇  share of weekly subscription first payments (Oct 2023 to Jan 2024) by week, %

Share of lifetime subscription first payment
▇  share of lifetime subscription first payments (Oct 2023 to Jan 2024) by week, %

Share of monthly subscription first payment
▇  share of monthly subscription first payments (Oct 2023 to Jan 2024) by week, %

Share of annual subscription first payment
▇  share of annual subscription first payments (Oct 2023 to Jan 2024) by week, %

New YearChristmasBlack Friday  



Annual subscription prices 
increase by 18% on Black Friday 
and 13% at Christmas / New Year, 
while weekly and monthly stay 
the same

week
2023-10-09    6.024847
2023-10-16    6.156856
2023-10-23    5.559341
2023-10-30    5.883036
2023-11-06    5.592041
2023-11-13    5.466744
2023-11-20    4.709045
2023-11-27    5.948678
2023-12-04    5.426897
2023-12-11    5.190000
2023-12-18    4.715479
2023-12-25    5.093103
2024-01-01    5.751619
2024-01-08    5.872353

month
2023-10-09    11.532308
2023-10-16    11.674909
2023-10-23    11.690247
2023-10-30    11.815371
2023-11-06    12.590256
2023-11-13    13.098611
2023-11-20    13.124160
2023-11-27    13.119151
2023-12-04    13.812058
2023-12-11    13.552209
2023-12-18    13.460418
2023-12-25    13.211756
2024-01-01    12.198274
2024-01-08    12.912283

year
2023-10-09    36.939109
2023-10-16    39.038677
2023-10-23    38.055647
2023-10-30    36.345353
2023-11-06    35.983608
2023-11-13    38.716791
2023-11-20    44.197849
2023-11-27    45.097564
2023-12-04    37.067694
2023-12-11    37.106589
2023-12-18    36.099745
2023-12-25    39.289841
2024-01-01    43.170877
2024-01-08    39.572754
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This shows that people are willing to pay more 
for long-term plans during the holidays. It s̓ a great 
opportunity to promote your yearly subscriptions – 
even at higher prices – because users are ready 
to invest in long-term value. 

Consider focusing your holiday offers on annual plans 
to make the most of this trend.

Steve Young,
Founder, App Masters

“

Average subscription price
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New YearChristmasBlack Friday  

Average subscription price
▇ Annual
▇ Monthly
▇ Weekly

New YearChristmasBlack Friday  

▇ Annual ▇ Monthly ▇ Weekly

https://www.linkedin.com/in/stevepyoung/overlay/about-this-profile/


Christmas discounts are more attractive than Black Friday deals
Average product duration share
week
2023-10-09    0.123331
2023-10-16    0.122496
2023-10-23    0.118495
2023-10-30    0.092105
2023-11-06    0.077287
2023-11-13    0.076309
2023-11-20    0.050655
2023-11-27    0.093364
2023-12-04    0.103382
2023-12-11    0.088300
2023-12-18    0.086905
2023-12-25    0.082680
2024-01-01    0.056361
2024-01-08    0.094444
month
2023-10-09    0.435978
2023-10-16    0.422958
2023-10-23    0.409127
2023-10-30    0.405428
2023-11-06    0.440852
2023-11-13    0.385093
2023-11-20    0.321397
2023-11-27    0.345679
2023-12-04    0.414493
2023-12-11    0.390728
2023-12-18    0.397619
2023-12-25    0.279401
2024-01-01    0.301664
2024-01-08    0.343056
year
2023-10-09    0.388060
2023-10-16    0.400616
2023-10-23    0.421938
2023-10-30    0.456414
2023-11-06    0.430599
2023-11-13    0.475599
2023-11-20    0.600873
2023-11-27    0.516204
2023-12-04    0.423188
2023-12-11    0.455850
2023-12-18    0.465476
2023-12-25    0.581611
2024-01-01    0.587762
2024-01-08    0.499306

Part first payments with discount
2023-10-09    0.000000
2023-10-16    0.025157
2023-10-23    0.060811
2023-10-30    0.044643
2023-11-06    0.061224
2023-11-13    0.093023
2023-11-20    0.189655
2023-11-27    0.107438
2023-12-04    0.074766
2023-12-11    0.150000
2023-12-18    0.301370
2023-12-25    0.181034
2024-01-01    0.057143
2024-01-08    0.051471

Average Discount
2023-10-09    0.557016
2023-10-16    0.539411
2023-10-23    0.518343
2023-10-30    0.495017
2023-11-06    0.503842
2023-11-13    0.539952
2023-11-20    0.538015
2023-11-27    0.544243
2023-12-04    0.556012
2023-12-11    0.536092
2023-12-18    0.554351
2023-12-25    0.572338
2024-01-01    0.481083
2024-01-08    0.446963
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Subscription duration popularity Share of first purchases with discount Average discount

New YearChristmasBlack Friday  

Discounts are more common during Black Friday 
but are more attractive during Christmas

▇  share of first purchases with discount 
(Oct 2023 to Jan 2024) by week, %

▇  average discount by week, %▇ Annual ▇ Monthly ▇ Weekly



Focusing on weekly subscriptions 
during the holidays isnʼt effective, 
as attractive annual offers shape 
user expectations
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During the holidays, consumers are on the lookout for the best 
value, and well-anchored yearly offers are very enticing. Annual 
plans often win out over weekly subscriptions because they 
promise bigger savings, especially during a season focused on 
long-term commitments like New Year s̓ resolutions.

For fitness, education, and utility apps, this is super key. 
Cognitive biases like overconfidence and the planning fallacy 
lead users to believe they'll stick to their plans and hit their 
goals, making longer-term subscriptions seem like a no-brainer.

To capitalise on this, focus on promoting your yearly 
subscriptions. These offers not only shorten the payback period 
but are also what customers are most drawn to during this time.

Nathan Hudson,
Founder & CEO, Perceptycs

“

New YearChristmasBlack Friday  

Average LTV

week
2023-10-09    39.640579
2023-10-16    36.681220
2023-10-23    36.436014
2023-10-30    38.027903
2023-11-06    36.686347
2023-11-13    38.875552
2023-11-20    35.227757
2023-11-27    37.432872
2023-12-04    36.307490
2023-12-11    35.711695
2023-12-18    34.614922
2023-12-25    32.917044
2024-01-01    35.588156
2024-01-08    36.610516
month
2023-10-09    49.461188
2023-10-16    50.206518
2023-10-23    53.603242
2023-10-30    53.667508
2023-11-06    53.539103
2023-11-13    52.774615
2023-11-20    53.542704
2023-11-27    48.909134
2023-12-04    53.706935
2023-12-11    56.041117
2023-12-18    57.006698
2023-12-25    60.937810
2024-01-01    56.227105
2024-01-08    59.673735
year
2023-10-09    60.468162
2023-10-16    53.365324
2023-10-23    54.850221
2023-10-30    58.678796
2023-11-06    57.418555
2023-11-13    51.953540
2023-11-20    54.980355
2023-11-27    49.131351
2023-12-04    48.418496
2023-12-11    52.744726
2023-12-18    57.628723
2023-12-25    53.790713
2024-01-01    51.764376
2024-01-08    52.636494

▇ Annual ▇ Monthly ▇ Weekly
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Adapty provides accurate 
app subscription analytics 
you can rely on 

Adapty's analytics provides invaluable 
insights into our app's performance. 
With detailed real-time metrics like 
revenue, ARPU, and churn rate, we make 
informed decisions to optimize our 
monetization strategy.

Nikolay Chebotarev
Head of UA at Moonly.app

“
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BOOK A DEMO

https://adapty.io/schedule-demo/?utm_source=slide-16&utm_medium=ebook&utm_campaign=2024-holiday-report


Top experts reveal holiday strategies 
to boost your app s̓ success – 
covering app store presence, UA, 
and offers. 

These tips will help you attract more 
users, boost conversions, and make 
the most of the season.

Practical tips 
to help your app 
thrive this season
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Get your store listing 
ready

18

AppTweak
1. Update metadata with Holiday offers and 

keywords.

Use keywords such as “Black Friday,” “Christmas 
deals,” or “holiday gifts” into your app’s metadata. 

! Avoid promotional phrases such as “#1,” “top,"best,” or 
discounts like “50% off” in metadata. 

On Apple, use the promotional text field to create 
urgency with phrases like (e.g., “limited-time offer.” )

Pro tip: Holiday keywords like “Black Friday” start trending 
in October - prepare early for peak search traffic.

Example: Drop added “Black Friday Deals” in the US 
App Store and quickly ranked #11 for this high-volume 
keyword.

z

1. Update metadata with Holiday offers and 
keywords
Use keywords such as “Black Friday,” 
“Christmas deals,” or “holiday gifts” into 
your app s̓ metadata.

On Google Play, avoid phrases such as “#1,” 
“top,"best,” or discounts like “50% off” in 
metadata. On Apple, use promotional texts 
to create urgency (e.g., “limited-time offer.” )

Pro tip: Holiday keywords like “Black Friday” 
start trending in October – prepare early for 
peak search traffic.

Example: Drop added “Black Friday Deals” 
in the US App Store and quickly ranked #11 
for this high-volume keyword.

Alexandra De Clerck
CMO, AppTweak 

“
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Get your store listing 
ready

2. Refresh visuals with seasonal updates
Add festive touches to keep your app relevant.

● Black Friday: Showcase offers on the first 
screenshot; create urgency.

● Holidays: Use subtle elements like 
snowflakes to evoke nostalgia and 
togetherness.

Consider updating your app icon with subtle 
holiday elements to spark curiosity and 
re-engage users.

Pro tip: Use large, clear fonts. If your text isnʼt 
readable at arm s̓ length, make it bigger

Examples: Last year, apps updated 
screenshots for seasonal events, enhancing 
relevance and engagement. 

19
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Alexandra De Clerck
CMO, AppTweak 



Get your store listing 
ready

3. Leverage Custom Product Pages or 
Custom Store Listings

Use Custom Product Pages (App Store) 
and Custom Store Listings (Google Play) 
to match your app with seasonal 
campaigns.

Pro tip: Google Play allows Custom Store 
Listings for any keyword, maximizing 
targeting options - tailor your listing to user 
intent.

Example: Apps like MyScreen and Trivia 
Crack created Halloween-themed pages, 
targeting related keywords to increase 
visibility.

20

“
AppTweak
3. Leverage Custom Product Pages or Custom Store 
Listings

Use Custom Product Pages (App Store) and Custom 
Store Listings (Google Play) to match your app with 
seasonal campaigns.

Pro tip: Google Play now allows Custom Store Listings for 
any keyword, maximizing targeting options. Tailor your 
listing to user intent for higher holiday season conversions.

Example: Apps like MyScreen and Trivia Crack created 
Halloween-themed pages, targeting related keywords to 
increase visibility.

|  adapty.io

Alexandra De Clerck
CMO, AppTweak 



Get your store listing 
ready

21

4. Create in-app events or promotional 
content

Use Apple s̓ and Google Play s̓ in-app 
events to highlight holiday challenges or 
sales.

Pro tip: On App Store, keywords in events 
titled rank in search. Include keywords like 
“Black Friday Deals” for better visibility. 

Example: Apps across categories are using 
Halloween-themed events to increase 
engagement and visibility.

“
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Alexandra De Clerck
CMO, AppTweak 



Capture more users through 
paid UA channels

22

Q5' is the magic time for marketers! 

New year, new commitments! Key time 
for app verticals, driven by people s̓ resolutions.

Use Meta Consumer Trends to spot rising trends 
and prepare products.

Focus topics

Spikes on Jan 1 - ideal for targeting fitness, 
health, and fasting focused audiences. 

Timing and readiness are essential. Identify 
and align campaigns with trending topics.

“

Vasyl Sergienko,
Client Solutions Manager, Meta
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Capture more users through paid UA channels

23

Analyze the best media type for your target audience (e.g., 
fasting enthusiasts may prefer static photos over videos). 
Track interest trends and map out campaigns for the year, 
with Q5 being a prime time. 

|  adapty.io

Get ready to capitalize on the increased demand and lower 
competition during this magical period!

“
Vasyl Sergienko,
Client Solutions Manager, Meta



Why?

Showing a holiday offer to new users 
creates an immediate sense of value 
and urgency, encouraging quick 
conversions.

New 
users

Who and where to target holidays offers?
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● Onboarding / in-app paywall
● In-app popup / UI elements
● Pushes

Where?

● Onboarding /
in-app paywall

● In-app popup / 
UI elements

● Push notifications

Who?

New 
users



Why?

Black Friday / Christmas / New Year 
is a prime shopping season, so 
churned users may be more open 
to returning if they perceive the offer 
as a significant savings opportunity.

Who?

Churned 
users

Who and where to target holidays offers?
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Where?

● Upon cancellation & app 
opening popup / UI 
elements

● Push notifications

Who?

Churned 
users

▇ Annual
▇ Monthly
▇ Weekly



Why?

These users have already shown 
interest in your product but may not 
have upgraded due to cost. A holiday 
discount gives them a compelling 
reason.

Who?

Old free 
users

Who and where to target holidays offers?
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Where?

● In-app paywall

● In-app popup / 
UI elements

● Push notifications



Why?

Encouraging monthly subscribers 
to upgrade to an annual or weekly 
subscription offers them significant 
savings over time, locking in their 
commitment for a longer period. 

Who?

Active 
monthly 
subscribers

Who and where to target holidays offers?
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Where?

● In-app popup / 
UI elements

● Settings

●  Push notifications



Web campaigns are a powerful 
strategy for holiday promotions. 

While they require preparation – like 
building and testing web flows – the 
payoff can be substantial. 

Web campaigns open up access to a 
new audience (with only 15% overlap 
between web and app users) and can 
double or even triple revenue 
compared to regular seasons.

1. Consider web-to-app user acquisition 
campaigns

With web-to-app, you can reach new 
audience, achieve 100% marketing data 
transparency and higher LTV. 
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ox).

- Driv
e 
five 
time
s 
high
er 
con
vers
ion 
rate
s 
with 
a 
33% 
incr
eas
e in 
RO
AS 
(Go
ogle 
Web
-to-
App 
Con
nect 
data
).

Web campaigns are a powerful strategy 
for holiday promotions. 

While they require preparation - like 
building and testing web flows - the 
payoff can be substantial. 

Web campaigns open up access to a 
new audience (with only 15% overlap 
between web and app users) and can 
double or even triple revenue compared 
to regular seasons.

How to maximise ROAS 
for holiday campaigns

“

Andrey Shakhtin,
CEO, FunnelFox
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“

https://funnelfox.io/web-to-app-funnels-guide?utm_source=online&utm_medium=adapty_report&utm_campaign=guide
https://funnelfox.io/web-to-app-funnels-guide?utm_source=online&utm_medium=adapty_report&utm_campaign=guide
https://funnelfox.io/web-to-app-funnels-guide?utm_source=online&utm_medium=adapty_report&utm_campaign=guide
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
https://support.google.com/google-ads/answer/13505586?hl=en-GB
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2. Build your audience before the peak 
season 

● Use email sequences and win about 21% 
of new users through nurturing 
(Hubspot).

“

Andrey Shakhtin,
CEO, FunnelFox

How to maximise ROAS 
for holiday campaigns

https://blog.hubspot.com/blog/tabid/6307/bid/5917/5-best-practices-for-lead-nurturing-emails.aspx
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“

How to maximise ROAS 
for holiday campaigns

3. Optimize your funnel 

● Ensure your onboarding and 
monetization strategies are fully 
optimized. 

● The higher your conversion rate and 
LTV before Q5, the more revenue youʼll 
capture.

4. Test your creatives in advance

Only 2-3% of the creatives you test will be 
scalable, meaning youʼll need to try over 
100 options to find just one that works.

Andrey Shakhtin,
CEO, FunnelFox



|  adapty.io 31

How to maximise ROAS 
for holiday campaigns

“ 5. Prepare your support team for high 
demand

More users mean more feedback. Ensure 
your team is prepared to handle issues 
smoothly, keeping refunds low and 
satisfaction high.

6. Finalize changes before Q5

Establish a no-change period 1-2 weeks 
before scaling up to avoid unexpected 
issues.

Andrey Shakhtin,
CEO, FunnelFox

Web-to-app funnels. 
User acquisition made profitable. 

SCHEDULE A DEMO

Take control post-click Automate tracking with 
Pixel and Conversion 

API
Integrate with Meta, 
TikTok, Google, and 

more
Launch web-to-app 

funnels with pre-built 
templatesSync seamlessly with 

platforms like Adapty

Web-to-app funnels. 
User acquisition made profitable. 

SCHEDULE A DEMO

Campaign 
attribution to 

optimize ROAS

No-code builder 
with СR-boosting 

templates

Seamless 
payments to grow 

LTV

A/B testing, 
analytics, and 

auto-sync for users 
& subscriptions

https://funnelfox.io/schedule-demo/?utm_source=trial_banner&utm_medium=&utm_campaign=guide
https://funnelfox.io/schedule-demo/?utm_source=trial_banner&utm_medium=&utm_campaign=guide


Create a compelling holiday offer

32

Use a 
sense of 
urgency

Make price 
comparable

Use social 
proof

Add a 
discount 

label
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Boost your app's 
revenue with Adaptyʼs 
easy no-code paywall 
A/B testing

We like it that Adapty provides deep 
customization possibilities for paywalls and 
A/B tests. For a long time we've been using 
Remote config to change elements and 
localize our paywalls in a matter of minutes 
without having to wait for another app review.

Magnús Ólafsson,
Chief Technology Officer, Smitten

“

BOOK A DEMO

33

https://adapty.io/schedule-demo/?utm_source=slide-33&utm_medium=ebook&utm_campaign=2024-holiday-report


Help us keep the insights coming –  
share this report with others!

https://www.reddit.com/submit?url=https://adapty.io/2024-holiday-insights-for-subscription-app/&title=2024%20Holiday%20Insights%20for%20Subscription%20Apps
https://www.linkedin.com/shareArticle?mini=true&url=https://adapty.io/2024-holiday-insights-for-subscription-app/&title=2024%20Holiday%20Insights%20for%20Subscription%20Apps&summary=Discover%20key%20strategies%20for%20boosting%20subscription%20app%20growth%20this%20holiday%20season!
https://www.facebook.com/sharer/sharer.php?u=https://adapty.io/2024-holiday-insights-for-subscription-app/
https://twitter.com/intent/tweet?url=https://adapty.io/2024-holiday-insights-for-subscription-app/&text=2024%20Holiday%20Insights%20for%20Subscription%20Apps%3A%20Discover%20key%20strategies%20for%20boosting%20subscription%20app%20growth%20this%20holiday%20season!

