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AppsForum Lisbon was a genuinely great experience. The
talks were insightful, but the best part was connecting
with people who are actually in the trenches testing
things out. I walked away with a ton of real, usable notes.
Definitely worth going!

Diogo Castro, Growth Marketing Lead, Dogo
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We were delighted to host our inaugural Appsforum Lisbon,
bringing together leaders from across the mobile app
ecosystem for a day of insights, discussion, and networking. 

It was fantastic to see such strong engagement from
speakers and attendees, all sharing ideas on the challenges
and opportunities shaping app growth today.

The conference made one thing clear: the app growth
landscape is evolving fast. With discovery now influenced by
AI, social platforms, and communities, teams need to rethink
traditional ASO and acquisition strategies. Success comes
from pairing creative-led growth with strong onboarding,
retention, and hybrid monetization models to drive
sustainable, long-term user value.

A huge thank you to everyone who joined us and helped make
the event a success. We look forward to seeing you at future
Appsforum events in 2026 and beyond!
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Attendees

86%
Attendees would attend again 

*

*Out of attendee responses

20
Countries

100+
Companies
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Attendee
Breakdown
Job Titles 85%

Attendees found the
agenda ‘very’ or
‘extremely’ useful

85%
Attendees found the
networking ‘very’ or
‘extremely’ useful



The sessions were insightful and
practical, and I walked away with
several ideas I can apply
immediately in my day-to-day work. 

Appsforum Lisbon is a great
event if you want real talks.
Strong content, relevant people,
and very honest discussions
about growth, monetization, and
ad quality. I left with ideas I can
actually test in our apps

Marta Ventura
Performance Marketing Consultant

Thank you so much for the fantastic event and
the great vibes! I’m sure that next year will be
even bigger and more impactful. I can't wait to
see how it grows!

WHAT ATTENDEES SAID

Ksenia Zelenskaya
EMEA Sales, YouAppi

Nastassia Hubarevich
Senior Ad Monetization Manager

Digitalchemyy
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HYBRID MONETIZATION
PLAYBOOK
Cristian Rotari, Monetization Lead, Zing Coach

Cristian argued that most apps under-monetize their audience by relying on a
single revenue model. Subscription-only products capture value from a small
segment of high-willingness-to-pay users but leave the majority of demand
untapped.

Hybrid monetization solves this by layering revenue streams: ads,
subscriptions, in-app purchases, upsells, partnerships, and affiliate offers, so
different user segments can monetize in different ways.
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Most users will never subscribe. A tiny
minority is price-insensitive, a small

group is moderately sensitive, and the
majority won’t pay anything at all. Hybrid

monetization captures value for all.

Subscriptions leave
revenue on the table

Advertising converts attention into
revenue. But ad economics require scale:
low DAU or short session depth leads to
weak ad ARPU. Ads are fundamentally a

volume business.

Ads monetize the
non-paying majority

Between subscriptions and free users sits
a middle layer: upsells and IAPs.

Consumables monetize urgency, while
non-consumables monetize access: adding
ARPPU without replacing subscriptions.

Upsells unlock mid-
tier monetization

Affiliate offers, partnerships, and
physical products extend monetization

beyond the app itself. A hybrid ecosystem
allows each revenue stream to capture a

different segment of user demand.

Ecosystem monetization
compounds revenue
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DESIGNING SUBSCRIPTION
FUNNELS THAT CONVERT
Julie Buzhynskaya, Senior Product Designer, Growth and Monetization,
Impala Studios

Julie explained that subscription conversion rarely happens at the
paywall alone. Instead, it results from a structured funnel beginning
with App Store messaging, continuing through onboarding, and
culminating at the paywall.
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App Store positioning and
onboarding prime users to

understand the product’s value
before encountering a paywall.

Conversion starts
before the paywall

Users subscribe to outcomes rather
than features. Messaging must

clearly reinforce the value moment.

Value clarity drives
subscription decisions

Decision fatigue lowers conversions.
High-performing paywalls typically

limit plan options and highlight a
recommended choice.

Simplicity increases
conversion

Free trials, transparent pricing, and
flexible cancellation reduce

purchase hesitation.

Reduce
perceived risk
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MASTERING THE RETENTION
FUNNEL
Sebastian Reyes Diaz, Principal Growth & Retention Lead, Flink

Sebastian reframed retention as a coordinated lifecycle rather than a
collection of isolated tactics.

 Many organisations optimise acquisition, ASO, CRM, and product
independently, creating fragmented customer experiences.
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Customer journeys operate as
loops rather than linear flows

Think lifecycle,
not funnel

Teams must agree on the product’s core
value proposition before optimising

individual channels.

Internal alignment
precedes growth

Early actions, such as onboarding
completion or first key interaction, predict

long-term retention.

Activation precedes
habit formation

Behaviour-based segmentation allows
companies to personalise messaging and

experiences.

Segmentation drives
relevance
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VOLUME IS NOT A STRATEGY: META
ADS IN THE AGE OF AI CREATIVE
Marcus Burke, Meta and App Growth Consultant

Marcus presented how Meta’s AI-driven delivery has fundamentally
changed how UA scales. Rather than distributing spend evenly
across creatives, the platform increasingly concentrates budget on a
small number of assets that generate the strongest early
engagement signals.

This creates a system where creative variation, not spend volume,
determines reach and performance. As creative effectively functions
as targeting, advertisers must design portfolios that match specific
placements, audiences, and funnel stages.
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Different formats map to different
placements and demographics. Vertical
UGC-style video perform best in Reel
placements while static formats skew

toward feed inventory.

Creative now determines
audience reach

Algorithms heavily prioritise early
engagement signals, even when those

signals are not strongly correlated
with downstream conversions.

Engagement signals
distort optimisation

Meta’s delivery system frequently
allocates the majority of spend to a small

subset of creative winners, creating
performance concentration risk.

Budget concentration
increases volatility

Creative diversification only scales
when the downstream funnel

reflects the same messaging and
intent communicated in the ad.

Funnel structure
determines scalability
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Mikayel outlined how Flo shifted part of its acquisition strategy
toward creator-led content as traditional performance creatives
began to fatigue. Instead of scaling studio production, the team
identified high-performing organic creator posts and converted them
into paid assets.

This approach uses TikTok’s Spark Ads to amplify organic
engagement signals, allowing the platform’s algorithm to scale
content that has already demonstrated strong audience resonance.

SCALING TIKTOK UA THROUGH
INFLUENCER-LED CREATIVES
Mikayel Mirzoyan, Senior Growth Manager, Flo
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High-performing creator content
acts as an early validation layer

before paid spend is applied.

Organic engagement
identifies scalable creative

Influencer content tends to perform
better because it matches the native
storytelling style of TikTok feeds.

Creator content aligns
with platform behavior

By converting organic posts into Spark
Ads, brands extend reach while preserving

the authenticity signals that drove the
original engagement.

Spark Ads amplify
proven content

Successful campaigns depend on
iterating across creators, narratives,

and audience segments until
repeatable performance emerges.

Scaling requires testing
creator–message fit
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RETHINKING ONBOARDING TO
OPTIMISE MONETIZATION
Léa Samrani, Director of Product Growth, Aperture

Léa focused on how onboarding structure directly impacts
monetization outcomes. Many teams rely on product quality or brand
recognition to drive conversions, but onboarding determines whether
users actually reach the moment where value is understood.

Her framework emphasises designing onboarding around functional,
emotional, and social motivations, rather than product features.
Aligning the onboarding narrative with these drivers can
significantly increase conversion to paying users.
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Users typically adopt products for
a mix of functional, emotional, and
social drivers rather than feature

lists.

Conversion improves when
shown real user motivations

Factors such as uncertainty, fear of
failure, or perceived effort can

delay subscription decisions even
when value is clear.

Emotional barriers slow
purchase decisions

Strengthening trust cues within
onboarding has been shown to

increase conversion to paying users
by ~39% in tested flows.

Trust signals significantly
impact conversion

Presenting the user’s transformation
story, rather than listing product

capabilities, can produce substantial payer
growth, with experiments showing up to

+72% increase in payers.

Narrative-led onboarding
drives monetization
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Networking & Branding Partners

Bronze Partner
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Global Partners
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