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Introduction
——

Innovation remains essential for
business growth, but in 2025,
building great products alone
isn't enough: companies must
also focus on how they monetize
those innovations.

This year, Chargebee surveyed 473
subscription leaders across the US (313
respondents, 66%) and the UK (160
respondents, 34%) to uncover their top
strategic priorities, common challenges,
and highest-impact initiatives.

This year's findings are clear: the most
successful companies have embraced
Al and elevated monetization from a

tactical task to a core business strategy.

Among companies that incorporated Al
into their products in 2024, those who
also rethought their pricing models
were nearly twice as likely to achieve
high growth compared to those who did
not. And those who use hybrid models
are achieving the best outcomes:

companies that combine elements like
recurring subscriptions, usage- and
outcome-based pricing, or flat fees were
more than 2x as likely to increase profit
margins compared to those with

purely usage-based models.

This report shares how top leaders
are pairing innovation with strategic
monetization to drive growth in 2025
and beyond.
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96% of the 473 surveyed companies expect to grow revenue
this year, with two-thirds expecting more than 20% growth.

Al is the top tech priority and growth driver: 77% cite Al as their #1
tech investment, up 67% from 2024, and more than double the next
category (finance automation). Al adopters are significantly more likely
to forecast growth (96% vs. 69%).

The Al monetization divide: 80% of companies adding Al to their
products are also evolving their pricing. Those that aligned pricing
with Al innovation are twice as likely to expect high growth.
Meanwhile, 83% of non-Al firms made no pricing changes.

Retention anxiety splits the field, with 53% of businesses citing
customer retention as a top concern. But, Al adopters are more
focused on product innovation and CX, while non-Al companies remain
fixated on acquisition and hitting 100%+ Net Revenue Retention.

70% raised pricing in 2024, but 40% failed to align those
increases with perceived customer value, exposing a
cost-value disconnect.

Speed wins in pricing experiments: 83% tested pricing before
making changes, but those who act within a month are more
likely to see success. Top blockers: metering gaps, usage model
complexity, and technical limitations.

Pricing is cross-functional: exec teams lead pricing decisions
(29%), followed by Finance (17%), Sales (15%), and RevOps
(14%)—reinforcing pricing'’s multidisciplinary nature.

Multiple, flexible pricing models win: 67% of companies using a
hybrid pricing model (subscription + pay-per-use) expect
improved margins, compared to just 32% using pure usage-based
pricing. Subscription still features in 75% of pricing strategies.



p—

ethodology

Distribution by
Company Size

MID SIZE SMALL
($5-50M) ($1-5M)
35% 119%

For the 2025 State of Business & Professional Services 13.95%
Recurring Revenue & Finance B
Monetization, Chargebee

.. IT Services 12.90% /
surveyed 473 subscription LARGE \ ENTERPRISE

leaders across the US (313 Software 1015% gi?-soom :(lsll;ioom-lB)
respondents, 66%) and Retail & Ecommerce 9.51% " h
the UK (160 respondents,
Healthcare 7.82%
34%) through our partner
Centiment. All respondents Consumer & Packaged Goods 7.61%
manage businesses with Hospitality & Tourism
Annual Recurring Revenue 1l
. Telecommunications Distribution by
between $1 million and Job Level
$1 biIIion Gen Al / Al native
Real Estate DIRECTOR .1
Arts & Entertainment Olz;;,: EXECUTIVE
6%
Media & Marketing o
Education
o . OWNER /
FOUNDER
32%

Other - 211%

CHARGEBEE / 2025 04








https://www.reuters.com/business/imf-cuts-growth-forecasts-most-countries-wake-century-high-us-tariffs-2025-04-22/
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https://gorelay.co/t/ai-native-pmf-1-question-base-ais-very-real-cold-start-problem-managing-high-stakes-hallucinations-and-balancing-adoption-and-costs-with-a-freemium-strategy/993



https://www.chargebee.com/blog/ai-saas-growth-strategies/

STATE OF RECURRING REVENUE AND MONETIZATION

CHAPTER 04

THE PRICING WARS:
SUBSCRIPTIQMS S2 USAGE?
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https://gorelay.co/t/ai-native-pmf-differentiating-against-generic-ai-tools-lessons-on-value-and-margins-from-three-pricing-model-evolutions-and-strong-hunches-on-ai-native-building-with-sudowrite-s-amit-gupta/1003













STATE OF RECURRING REVENUE AND MONETIZATION

CHAPTER 05

WHAT'S WORKINGIN
PRICING TODAY?
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https://www.chargebee.com/pricing-labs/zapier-pricing-transformation
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Conclusion: Pricing and
Monetization Agility Is The
Competitive Advantage

As we've seen throughout this
report, optimizing pricing strategy
and monetization has evolved
from a tactical consideration to
the leading revenue-generating
initiative, with 58% of respondents
identifying it as their top priority in
2025. Leading companies how
approach pricing with continuous,

data-driven methods that align with

customer value, organizational

capabilities, and market conditions.

Successful organizations treat
monetization not as a one-time
event but as an ongoing practice
that creates meaningful
competitive advantages.

The companies that thrive in
2025 and beyond will be those
that continually evolve their
pricing approach, seeing it not
merely as a lever for revenue but
as a fundamental element of their
value proposition and customer
relationship. As our research
shows, those who master this
capability capture more value,
respond faster to market changes,
and build stronger customer
relationships—the foundation of
sustainable growth in recurring
revenue businesses.

BYENUE AND MONETIZATION

have a test running.”

Adam Lifshitz,
Senior Director of Product for Subscriptions,
Condé Nast
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https://chartmogul.com/reports/saas-billing-report/
https://www.insightpartners.com/ideas/state-of-the-ai-agent-ecosystem-use-cases-and-learnings-for-technology-builders-and-buyers/#summary_1257742304
https://web-assets.bcg.com/dims4/default/065f0b3/2147483647/strip/true/crop/2480x1322+0+0/resize/2880x1536!/format/webp/quality/90/?url=http%3A%2F%2Fboston-consulting-group-brightspot.s3.amazonaws.com%2Fd5%2F79%2Fda674e764d67957b926670885051%2Fgenerative-ai-needs-pricing-strategies-to-match-its-potential-ex04.png
https://tomtunguz.com/pricing-guide/
https://frontierai.substack.com/p/the-future-of-ai-pricing
https://graph8.com/navigating-the-pricing-maze-in-the-ai-era-our-journey-to-fixed-pricing-at-graph8-2/
https://gorelay.co/t/dropping-per-seat-pricing-after-14-years-creating-a-customer-first-usage-based-model-and-reckoning-with-an-ai-catalyzed-innovator-s-dilemma-with-help-scout-s-nick-francis/1007
https://gorelay.co/t/dropping-per-seat-pricing-after-14-years-creating-a-customer-first-usage-based-model-and-reckoning-with-an-ai-catalyzed-innovator-s-dilemma-with-help-scout-s-nick-francis/1007
https://writing.nikunjk.com/p/your-per-seat-margin-is-my-opportunity
https://sandhya.substack.com/p/the-ai-pricing-hullabaloo
https://tomtunguz.com/services-as-vector-sor/
https://medium.com/vvus/how-to-make-investors-and-your-board-love-your-usage-based-revenue-model-c9d7b4edc798

