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CQD techahead

EXECUTIVE PERSPECTIVE

Conversion and differentiation
inthe Al era

[3 The competitive question

Digital health businesses are competing for a
place in consumers' routines at a time when
general Al assistants can already answer
questions and personalize information. The
purchase decision increasingly includes @
practical comparison: what additional value
does a dedicated service provide?

For executives, conversion strategy now
needs to address that competitive question
alongside the familiar challenges of
onboarding, pricing, and retention.

EDJ The evidence argues for precision

The evidence argues for precision. Health and
Fitness subscription benchmarks show
substantial variation in conversion, while
differences between access models narrow at
annual retention. A newer study also finds that
trial patterns depend on plan duration and Al
classification. These observations support
targeted testing rather than a single rule for
every health product. [1][5]

Three investment questions

Three questions should guide investment.
Can consumers see the paid value before
committing? Does the experience help them
make useful progress? Can the business
deliver that value at a sustainable cost?
Answering them requires product design,
commercidl measurement, and service
operations to work from the same definition
of value.

TechAhead | Conversion and Retention in Digital Health | October 2026

@ The paid proposition

Our assessment is that the strongest paid
proposition connects a useful digital
experience to d service people can rely on.
The additional value may be a completed
workflow, relevant context carried across
Interactions, access to appropriate support,
or continuity over time. A conversational
interface can help deliver those benefits.

Its commercial value depends on what the
consumer is able to accomplish.

Q The operating experience

Healthcare makes the operating experience
especially important. A wellness subscriber
mMay seek progress toward a goal.

A virtual-care user may value convenient
access and dependable follow-up. A person
managing a continuing condition may need
continuity and accessible support. These
situations create different reasons to begin,
pay, return, and renew.

G This report

This report examines those questions through
consumer research, subscription evidence,
and an analytical view of Al-native
experiences. It considers how specialized
health apps can earn a role alongside
personal intelligence tools, how trial and
pricing decisions can support that role, and
how leaders can judge whether conversion
gains improve the underlying business.

02 / 20
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01 CONSUMER CONTEXT

The consumer already has
a digital health toolkit

a An existing set of habits and tools

Digital health products enter an existing set of habits and tools. In U.S. national data, 65%
of individuals were offered and accessed their online medical record or portal in 2024.
Separately, a December 2025 survey found that 32% of U.S. respondents had used an Al
chatbot for health information. The measures describe different populations and
behaviors; neither measures willingness to buy a subscription. [2]]3]

a A recognizable role .
O A clear purchase journey

An additional app therefore needs a
recognizable role. It might help someone
prepare for a consultation, maintain a
wellness routine, coordinate an available
service, or understand where to obtain
support. More information is useful when it
reduces effort or enables an appropriate
next step.

The purchase journey should explain that
role in familiar language. Users need to
understand what the service does, when it
will help, and why it deserves continuing
attention. Broad promises of personalization
provide less guidance than a clear account
of the task and service being offered.

Exhibit 1 | Digital access and Al use are distinct signals

2 65% 2 32%

accessed a portal have used health Al

U.S. iIndividuals in 2024 U.S. survey in December 2025

Sources [2] and [3]. National portal access in 2024 and survey-reported ever-use of health Al in December
2025. Different samples and denominators.

TechAhead | Conversion and Retention in Digital Health | October 2026 03/ 20



C’D techahead techaheadcorp.com

02 COMPETITIVE CHANGE

Personal intelligence
changes the comparison

Exhibit 2

Competition can occur across the task
&} Personal intelligence journey

Personal intelligence is used here to describe

Al assistance that draws on permissioned

individual context across interactions. One

concrete example is Google's January 2026 1 Find information
announcement of Personal Intelligence, which |
described opt-in connections between Search and explain
Gemini and services including Gmail and

Photos. The launch illustrates a direction of

product development; it does not establish

clinical capabillity or healthcare subscription

conversion. |6}

{B 2 Use personal context

Remember preferences

O The strategic implication

For a specialized app, the strategic
Implication is that conversation and basic
personalization may become less distinctive.
A consumer may begin a task in an assistant
they already use rather than install another 3 Complete a task
app. That is a competitive hypothesis, not @ @

: Coordinate actions
measured forecast of app displacement.

<. Differentiation and participation

The response can include differentiation and
participation. A specialized service can
provide a dependable place to complete a
task, while assistants may become entry
points where integrations and member
permissions dllow. Leaders should evaluate
both possibilities against the actual
capabilities, economics, and accountability of
their service.

4 Stay involved

(D

Support follow through

Potential point of competition at every stage

TechAhead strategic assessment. The stages describe
potential points of competition, not a vendor capability
audit.

TechAhead | Conversion and Retention in Digital Health | October 2026 04 [ 20
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02 COMPETITIVE CHANGE

Where a specialized health
service can earn its edge

Exhibit 3

Potential sources of differentiation

Deliverable capabilities

A durable position should rest on

capabillities the business can actually
deliver. Relevant information with clear Demonstrated member value

permissions, reliable execution, and a Useful outcomes and evidence of delivery
responsible support pathway provide

possible foundations. Their importance
varies by product: a wellness
subscription and a clinical service have
different obligations and operating

models. Accountable support

A clear owner when help is needed

Q Useful, permissioned context

Context alone is not a guarantee of
differentiation. The information must be
useful to the task, kept accurate, and
handled in a way the member Actions completed across the service
understands. Likewise, an integration

creates value when it helps complete @

service rather than merely adding

another data source.

~\ Connected execution

Permissioned context

{2

Relevant information with member control

@ Demonstrate the outcome

The strongest claim is specific and
demonstrable. An operator might show
that users can complete an intended
task, receive timely assistance, or
continue a useful program. These
outcomes should be measured locally.
An app should not assume that its

healthcare label gives it an advantage
over a general assistant. TechAhead analytical framework. Each layer requires evidence

D Conversational access

Questions explanations and summaries

of delivery; the order is a strategic interpretation rather than a
measured ranking.

TechAhead | Conversion and Retention in Digital Health | October 2026 05/ 20
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03 EXPERIENCE DESIGN

Connect conversion to
experience feedback

\:\ Look beyond payment O Preserve member choice

A purchase funnel captures the sequence to A human-centered intelligent experience can
payment, but it gives an incomplete picture of a use explicit preferences, task context, and
continuing service. Member intent, the first observed friction to select a more relevant next
useful experience, and subsequent use can step. It should preserve member choice and
iInform how the product improves. The purpose keep important terms understandable.

of the feedback loop is to identify where people Personalization becomes useful when it reduces
fail to obtain the value they expected. work or improves task completion.

Exhibit 4

A feedback loop for experience and membership value

Intent
Understand the task

G 4

Learn Useful First value
Improve the journey p rOg ress Make progress

® o
Use Commit

Receive the service Choose membership

U"‘ Link experience and measurement

The proposed operating loop links experience and measurement. Capture the intended task, help the
member make progress, present an appropriate offer, observe the service received, and use the evidence

to improve the journey. A higher conversion rate is one outcome to examine alongside cost, satisfaction,
and retention.

TechAhead conceptual model linking the member experience to operating evidence.

TechAhead | Conversion and Retention in Digital Health | October 2026 06 / 20
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03 EXPERIENCE DESIGN

Generative Ul can reduce
the work of navigation

4 Compose approved components

Generative Ul describes interfaces assembled or adapted in response to a user's task and context. For
this report, the useful implementation is selection and composition of approved interface components.
It does not require an unconstrained model to invent every screen.

E An appointment preparation task Q Keep consequential actions dependable

Consent, billing terms, accessibility, and
confirmation of consequential actions should
remain dependable. Teams can test whether
adaptive navigation improves task completion
and reduces assistance requests, then examine
subsequent conversion. Faster onboarding or
higher conversion should be reported only after
a defined evaluation.

Consider a member preparing for an
appointment. A conventional menu asks the
person to locate records, questions, and support
INn separate areas. An intent-led experience can
bring the relevant steps together. The illustration
below shows the design hypothesis; it is not a
deployed product or a performance case study.

Exhibit b5

The same task through two interface approaches

Menu first Intent led

v HEALTH SERVICE ( J HEALTH SERVICE

What would you like to do?
Home

Prepare for my next appointment

My information
1 Gather relevant records

Programs 2 Prepare my questions

3 Find available support

Appointments
Review next step

Support

lllustrative interface concepts. Adaptation is limited to approved components and confirmed actions.

TechAhead | Conversion and Retention in Digital Health | October 2026 07 / 20
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04 THE PURCHASE DECISION

Make the free to paid
boundary understandable

.\

+«— Compare with care

Define the free experience o .
Broad subscription benchmarks show median

A free experience needs a defined purpose. It Day-35 paid conversion of 10.7% for hard-

may establish understanding, demonstrate a paywall apps and 2.1% for freemium apps. These
useful task, or provide a limited service. Paid are different app groups, not the result of
access then needs a clear expansion of value changing access policy in a controlled

that the user can connect to their situation. experiment. Their audiences and acquisition

strategies can differ. [1]

Exhibit 6

Initial paid conversion differs by access model

Day 35 paid conversion

2.1%

0% 3% 6% 9% 12%

Freemium

@ Make the expansion of value explicit

Healthcare offers should explain the immediate benefit and any continuing service. A useful
comparison identifies included support, relevant conditions, total charge, and renewal terms. The
commercial test should evaluate net value per eligible entrant, including activation and later

member quality.

Source [1]. Median app-level download-to-paid conversion within 35 days. Broad subscription population; not o

headlthcare forecast.

TechAhead | Conversion and Retention in Digital Health | October 2026 08 / 20
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04 THE PURCHASE DECISION

First value requires
clarity and confidence

= 82.1%

Trial starts on download day

(2 65.8%

Low trust in responsible Al use
In Health and Fitness, 82.1% of recorded trial

starts occur on the day of download. This timing
measure concerns people who start a trial,
rather than the share of all downloads that
become trials. It makes the first encounter an
important place to establish a useful
experience. [1]

Confidence is a separate consideration. A U.S.
survey published in 2025 found that 65.8%
reported low trust in their health system to use
Al responsibly. The data were collected in 2023
and concern health systems, not current trust in
every digital health product. 4]

Exhibit 7

Health and Fithess funnel reference points

g, ®
6.9% 37.7% 2.9%

Download to trial Trial to paid Download to paid

within 30 days among trial starts within 35 days

Source [1], printed pages 51, 57 and 63. Separately calculated medians; these measures cannot be multiplied to construct

a representative funnel.

@ Make the first useful action understandable

A first session should make the service, its limitations, and the next step understandable. Request
information when it is needed for the task and explain its purpose. A useful action might be starting

an appropriate program, preparing for an appointment, or locating available help. Measure whether
users complete that action and understand what they receive.

TechAhead | Conversion and Retention in Digital Health | October 2026 09/ 20
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05 TRIAL DESIGN

Annual plans require a
deliberate evaluation window

5] Design for the commitment

Trial design should reflect the commitment being requested and the experience the product can
deliver. Annual purchase decisions warrant a clear account of benefits across the paid period.
Additional evaluation time is useful only if the consumer can do something meaningful with it.

;\ Two different denominators What does another week accomplish?

A newer app study separates conversion and first The practical question is what another week of
renewal by billing duration. The annual-plan evaluation accomplishes. For wellness, it might
results below compare groups by trial duration. allow repeated use of a program. For virtual care,
Conversion measures trial starts that become It might establish how access works. A trial

paid; first renewal measures paying cannot demonstrate a service that has not yet
subscriptions that pay again. The two series have become available. Test the duration alongside
different denominators. [5][8] benefit delivery and cost.

Exhibit 8

Annual plans by trial duration

I Trial conversion I First renewal

Trial starts that become paid Paying subscriptions that pay again

0% 10% 20% 30% 40% 50%

I -+

R R N 3s%

4 days or fewer

5 to 9 days

N R R i 43
10 to 16 days

S A I 44.6%
17 to 32 days

(S O O N I <7

Source [5]. Median app-level rates. Observational groups; no causal uplift is established.
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05 TRIAL DESIGN

techaheadcorp.com

Monthly and Al plans show

different tradeoffs

DI:D Read conversion alongside renewal

For monthly plans, trial conversion is 46.6% in the 10-to-16-day group and 43.7% in the 17-to-32-day
group. First renewal is higher in the latter. Among monthly Al apps, conversion falls from 38.5% to 31.8%,

while renewal is nearly unchanged. 5]

AIA Account for the cost of evaluation

These patterns argue for a plan-specific test. A
longer evaluation period can delay payment
and increase delivery cost. In an Al-enabled
product, the incremental cost may include
additional model use, retries, and support. That
cost needs to be weighed against the value of
the members acquired.

Exhibit 9

Selected trial groups on monthly plans

I Trial conversion

57 Monthly plans

0% 25% 50% 75% 100%

10 to 16 days

17 to 32 days

Optimize the mature cohort

For healthcare services, evaluation time should
cover the intended task and allow a fair
assessment of the offer. An appropriate test
may vary by product, acquisition route, and
benefit cadence. The result to optimize is
contribution from a mature cohort, with clear
reporting of conversion and renewall.

I First renewal

&} Monthly Al apps

0% 25% 50% 75% 100%

10 to 16 days

17 to 32 days

Source [5]. First renewal is conditional on an initial payment. The two panels describe different app populations; compare

within each panel.

TechAhead | Conversion and Retention in Digital Health | October 2026
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06 PRICING

techaheadcorp.com

Choose a pricing model
people can understand

6:[6 Balance usage and willingness to pay

Al-enabled services need to account for
variable delivery cost as well as
willingness to pay. Practitioner guidance
identifies subscriptions, credits, and
hybrid structures as ways to handle
different usage patterns. This is a pricing
framework rather than a controlled
conversion benchmark. |7}

O

~., Start with a recognizable service unit

For consumer health products, the choice
should start with a recognizable service
unit. A program, defined review, or
Included allowance can be easier to
understand than a count of tokens.
Professional-service benefits need their
own clear terms. Technical usage and
access to contracted care should not be
conflated.

@ Keep limits and charges simple

The comparison below sets out choices to

iInvestigate. A hybrid model is one option

where recurring access and variable-cost

tasks coexist. Its value depends on
comprehensible limits and predictable
charges. Complex credit rules can make
an otherwise useful product difficult to
evaluate.

TechAhead | Conversion and Retention in Digital Health | October 2026

Exhibit 10

Pricing structures and the questions they raise

m Structure
\_7 Subscription with allowance

Potential fit

Recurring use within a defined service

Question to resolve

Can members understand the included benefit

Structure
Credits or task packages

Potential fit

Occasional bounded tasks

Question to resolve

Is the unit meaningful and the cost predictable

A Structure
N~ Hybrid

Potential fit

Recurring access with variable tasks

Question to resolve

Can limits and additional charges remain simple

Framework informed by [7], with TechAhead analysis of

consumer-health implications. No model is universally
preferred.

12 [ 20
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06 PRICING

Conversion quality depends
on delivery economics

AIA Look beyond the average A hypothetical monthly scenario

The same subscription price can support very The illustration holds monthly receipts at $20. In
different economics across usage patterns. one scenario, Al and infrastructure cost $5, other
Cost estimates should include Al processing, attributable costs are $4, and $11 remains before
iInfrastructure, support, and any professional acquisition, fixed costs, and tax. If Al cost rises to
service the package promises. Averages can $12 with other inputs unchanged, the remainder
conceal concentrated usage or expensive is $4. These are hypothetical inputs, not market
exceptions. prices or recommended margins.

Exhibit 11

The cost of serving usage changes the result

Typical usage $20 receipts

$5 $4

{B Heavier Al usage $20 receipts

$12 $4 $4

I Al and infrastructure I Other delivery costs I Contribution

DI:D Evaluate the distribution of costs

Leaders should evaluate a distribution of costs and test whether heavier use represents valuable
engagement, a product defect, or inappropriate access. Price changes, allowances, and operating
Improvements can then be assessed together. A conversion increase that weakens contribution or
service quality needs further investigation.

TechAhead illustrative monthly scenario. Fixed $20 receipts in both cases. Excludes acquisition expense, fixed costs and

tax;: no renewal is assumed.

TechAhead | Conversion and Retention in Digital Health | October 2026 13 [ 20
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O7 RETENTION

Recurring value has a different
cadence in each category

~ =28%

\_ Beginning and renewing are different

Freemium

The reason to begin a subscription and
the reason to renew it can differ. A first
interaction may establish relevance; Annual retention in broad app groups [1], not a healthcare forecast.
continuing value depends on the service Exhibit 12

that follows. Annual retention in broad
freemium and hard-paywall app groups
IS approximately 28% and 27%, despite
their large difference in initial conversion.

1]

Possible reasons to remain enrolled

Wellnhess

Progress and relevant guidance

r?\/ Measure the intended service

In healthcare, useful engagement may be Virtual care
frequent, occasional, or tied to a change D

INn circumstances. Daily app opening Is
therefore an incomplete proxy. Leaders
should understand whether a member is
receiving the intended service and can
obtain help when needed.

Access and reliable follow up

Chronic care

()

Continuity and useful support

B Explain continuing benefits

The examples below illustrate different
vadlue cadences. Genomic testing is one
further example of an episodic starting | |
event that may sit within a longer service Review and appropriate next steps
relationship. Each package needs to
explain its continuing benefits and
measure whether they are delivered.

Preventive services

{2

TechAhead category examples. Actual benefits depend on

each product and its service terms.

TechAhead | Conversion and Retention in Digital Health | October 2026 14 [ 20
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08 MEASUREMENT

Connect the purchase funnel
to service delivery

Exhibit 13

A common view of the conversion journey

g/ Define the starting population

Conversion reporting needs an explicit O]

starting population, event, and o Eligible entrants
observation period. An app download, an (v

eligible website visitor, and an employee

with funded access are different units.

Direct-purchase and partner-funded |
journeys should remain visible as

separate cohorts. 02

First useful action

B Allow the cohort to mature

A purchase is one milestone. The 03
operating view should also show whether Evaluation completed
the member activates, receives the @

iIntended service, and remains enrolled.
Long trials and delayed benefits require
mature cohorts; recent entrants may not |
yet have had time to complete the
journey.

Paid or funded access

DI:D Assess the whole business

The schematic below is a management
view, not a measured funnel. Use it to
locate the current constraint. Add
contribution, voluntary cancellation,
payment failure, and renewal to the same
cohort reporting so that local gains can
be assessed against the whole business.

Retained service relationship

TechAhead management framework. Funnel widths are

schematic and encode no observed quantities or conversion
rates.

TechAhead | Conversion and Retention in Digital Health | October 2026 15 [ 20
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08 MEASUREMENT

Test meaningful changes
and follow the cohort

Define the population and outcome before launch

Experiments should address a specific source of friction or uncertainty. A guided first task, a clearer
paid proposition, or a different evaluation window is easier to interpret when the population and
outcome are defined before launch.

6:[6 Match the method to the product G Follow through beyond purchase
Randomized tests can compare alternatives A near-term purchase gain should remain under
where volume permits. Smaller products can use observation. Check refunds, cancellations,
usability research and carefully documented service cost, and subsequent renewal when
changes to identify material problems, with cohorts become eligible. Generative Ul should be
appropriate restraint in causal claims. In either evaluated with the same discipline as
case, allow enough time for the intended service conventional design; a plausible mechanism is
and payment event to occur. not evidence of a percentage uplift.

Exhibit 14

Questions for a focused experiment portfolio

Hypothesis Primary observation Follow through

A guided first task reduces friction Useful task completion Subsequent paid conversion

Clearer paid value improves

. Paid users per eligible entrant  Activation and cancellations
evaluation

A different trial window fits the

: Mature trial conversion Cost and eligible renewal
service

Simpler pricing improves

: Completed purchases Support demand and contribution
comprehension

TechAhead test framework. The hypotheses require product-specific evaluation and do not imply expected lifts.

TechAhead | Conversion and Retention in Digital Health | October 2026 16 [/ 20
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EXECUTIVE IMPLICATIONS

Build an edge that survives
the next model release

Exhibit 15

Four connected responsibilities for growth

()

Q Evidence for the benefits claimed

A health app should be able to explain why its

service remadins useful as general Al capabilities 0]
Improve. The answer may include a trusted

workflow, defined access to support, relevant

context, or demonstrated continuity. The business .
needs evidence for the benefits it claims. Explcun

Make paid value legible

&} Make the investment case explicit 0 2 @

Al-native design means organizing the experience
around what the technology makes possible while
keeping service responsibilities explicit. It can

reduce navigation, adapt the next step, and Demonstrate
connect a question to an action. The investment . .
case should identify the user problem, the Deliver a useful first task

deliverable change, and how its commercial
effect will be evaluated.

03

A continuing discipline Differentiate

Conversion work then becomes a continuing
discipline. Explain the proposition, demonstrate
useful progress, test how people evaluate the
offer, and fund reliable delivery. This gives leaders
a way to judge new tools and design approaches
without confusing novelty with differentiation. O 4

Connect context to service

o Sustain

Earn ntinuing rol
~y arn daco uing role

The central question is whether the product earns o Fund and deliver ongoing value
continuing role in the consumer's health routine. A
clear answer connects acquisition to a service

people understand, can use, and have reason to TechAhead synthesis of management implications
retain. across digital health categories.

TechAhead | Conversion and Retention in Digital Health | October 2026 17 [ 20
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APPENDIX

Research scope
and interpretation

[I_] What this whitepaper does — and does not — report

This whitepaper combines published research, app benchmarks, practitioner commentary, and
TechAhead analysis. It reports no original TechAhead survey or controlled evaluation. Diagrams are
andlytical models; interface concepts and financial scenarios are illustrative.

K t horts distinct : ) : :
B eep study cohorts distinc ( J Guidance is hot validation

o Different questions and
v samples The SaaStr article discusses the

newer trial research and is not an

The State of Subscription Apps
report targets 2025 data ana

iIncludes older cohorts where The consumer resedrch uses independent dataset. Freemium
needed. Health and Fithess different samples, dates, and orovides practitioner pricing
Includes Medical but is broader guestions. Portal access, ever- guidance. Google's

than healthcare service use of Al, and trust in health- announcement illustrates a
memberships. The later trial system Al are distinct concepts. product direction, not a clinical
study covers August 2025 to July They contextualize product validation or odo;otion forecast.
2026. Renewal observations use decisions and do not estimate The generative Ul illustrations are
renewal dates and include earlier conversion for a particular concepts rather than validated
annual cohorts. These studies business. [2][3][4] performance case studies. [6][7]
should not be merged into a 8]

single cohort. [1][5]

Definitions used in the exhibits

Measure Meaning

Day 35 download to paid Installs with at least one paid subscription within 35 days
Download to trial Installs starting a trial within 30 days

Trial conversion Trial starts becoming paid subscriptions

First renewal Paying subscriptions making the next eligible payment
Median app rate Middle app value not a pooled user-level rate

Definitions follow [1] and [5]. Rates with different denominators cannot be multiplied as though they describe a single

representative app.

TechAhead | Conversion and Retention in Digital Health | October 2026 18 / 20
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APPENDIX

Research sources
and data provenance

RevenueCat

[] ] State of Subscription Apps 2026

More than 115,000 apps, $16 billion in revenue and one billion transactions. Printed pages 3-5, 51, 56-57, 63,
UI:[I 65 and 110 support the cited definitions and benchmarks.

View source

ASTP and ONC

[2] Individuals' Access and Use of Patient Portals and Smartphone Health Apps, 2024

Data Brief 77, July 2025. HINTS 7, March-September 2024, 7,278 complete responses, weighted national
v estimates.

View source

Rock Health

[3] The tortoise and the hare of care: Health Al insights from Rock Health's 2025 Consumer
Adoption Survey

&} March 23, 2026. Online survey of 8,000 U.S. Census-matched adults in December 2025. Cited Al adoption is
ever-use.

View source

Nong P and Platt J

Patients' Trust in Health Systems to Use Artificial Intelligence

JAMA Network Open. February 14, 2025;8(2):e2460628. doi:10.1001/jamanetworkopen.2024.60628. Survey of
2,039 U.S. adults in June-July 2023.

2 2

View source

RevenueCat

[ 5] How long should your free trial be? Data from 17,000+ apps

September 28, 2026. Median app-level rates; August 2025-July 2026. Earlier annual cohorts inform renewall.
5 More than 100 eligible records per qualifying segment; small groups are directional.

View source
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https://www.revenuecat.com/blog/growth/free-trial-length
https://jamanetwork.com/journals/jamanetworkopen/fullarticle/2830240
https://rockhealth.com/insights/the-tortoise-and-the-hare-of-care-health-ai-insights-from-rock-healths-2025-consumer-adoption-survey/
https://healthit.gov/data/data-briefs/individuals-access-and-use-patient-portals-and-smartphone-health-apps-2024/
https://www.revenuecat.com/state-of-subscription-apps/
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APPENDIX

Further reading
and exhibit notes

Google

[6] Gemini introduces Personal Intelligence

January 14, 2026. Product announcement used to illustrate permissioned personal context. Launch details
@ are historical and are not presented as a current availability guide.

View source

Freemius
[7] Al app pricing models: How to choose the right one without getting destroyed by
inference costs

October 5, 2026. Practitioner discussion of subscription, usage, credit, and hybrid pricing. No anecdotal
performance percentages are generdlized in this report.

View source

Jason Lemkin at SaaStr

[8] What 17,000 Subscription Apps Tell Us About Free Trial Length

Commentary on source [5]. The trial exhibits use the underlying research and are not treated as
m iIndependent replication.

View source

DI:D cited observations a Frameworks, designs and scenarios

Exhibits 2-5 and 10-15 contain TechAhead
strategic frameworks, illustrative designs, or
scenarios. Experience-design concepts are
presented without historical conversion or
onboarding performance claims.

Exhibits 1, 6, 7, 8 and 9 present cited
observations. The annual and monthly trial
figures retain the distinction between trial
conversion and first renewal.
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https://www.saastr.com/what-17000-subscription-apps-tell-us-about-free-trial-length-annual-plans-convert-86-better-with-30-day-trials-monthly-tops-out-at-two-weeks-and-ai-apps-hit-a-wall-at-16-days/
https://freemius.com/blog/ai-app-pricing-model/
https://blog.google/innovation-and-ai/products/gemini-app/personal-intelligence/

