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Dating, social and community apps with paid subscriptions · US search demand · global AI visibility

Industry report · Prepared by ESA Digital · Ahrefs Site Explorer, Keywords Explorer + Brand Radar

Check interactive report

https://reports.esadigitalagency.com/industry/social-dating-apps-report.html


1. Key findings

FINDINGS

WHAT  TO  DO

Build the pages people search before and around a match: conversation starters, profile and

prompt guides, date ideas and safety explainers, each one ending in the app. Publish honest

comparisons and pricing pages for AI answers to cite, and lift install → paid before scaling

traffic: at a median of $22 a year per payer, conversion carries the business case.

Demand is about dating, not about apps. 3.4M US searches/mo across nine topics. A third

of it (1.16M) names an app or a site (“dating apps”, “best dating apps”, “hinge dating app”);

the other two thirds are what people do around dating: pickup lines and conversation

starters, date ideas and dating advice.

A

Conversation help is the biggest unbranded door. “date night ideas” (89K/mo) and “pick

up lines” (76K) are each bigger than the whole LGBTQ+ (48K) or over-50 dating (64K)

topic, and “conversation starters” (47K) and “rizz lines” (38K) are close behind. These are

page-shaped questions an app can answer before the download.

B

Traffic leaders are not organic specialists. Snapchat has the most organic traffic (7.7M/mo

on 238K keywords) and Tinder leads the dating apps (4.0M/mo). Bumble ranks for only

10.9K keywords, 56% of them in the top 3, so its search footprint is almost all brand.

Badoo’s 3.3M visits come mostly from Poland, Italy and Brazil, not the US.

C

AI answers discuss the brands but cite others on category questions. Tinder (42.5%) and

Bumble (22.3%) hold two thirds of the set’s 37.0M AI impressions/mo, mostly on prompts

about themselves (“Is Tinder free anymore?”, “How much does Bumble cost?”). Questions

like “Which free dating app is best?” are answered from hinge.co and dating review sites.

D

Payer value decides whether organic pays. A dating payer brings $22 a year at the

median. On a top-quartile funnel a Growth project returns $334K on $263K over 24 months

(ROI 27%, break-even in month 20); the same traffic at the median returns $37K.

E



2. SEO Opportunities

RELEVANT  CONTENT  IDEAS

3 956
TOPICAL  CLUSTERS

9
MONTHLY  SEARCH  VOLUME

3 403 270

CLUSTER VOLUME  SHARE IDEAS VOL/MO

Dating Apps & Sites 33.8% 465
1 163

600

Pickup Lines & Conversation Starters 24.0% 455 825 450

Date Ideas & First Dates 13.7% 370 472 900

Relationship & Dating Advice 12.4% 473 425 760

Making Friends & Communities 6.6% 439 228 720

Online Dating Safety 2.7% 442 92 520

Profiles, Bios & Prompts 2.4% 459 81 920

Niche & Over-50 Dating 1.9% 426 64 440

LGBTQ+ Dating 1.4% 427 47 960

Relevant total 98.9% 3 956
3 403

270

Total 4 041
3 441

060

How this was built

Off-topic / adjacent — excluded 1.1% 85 37 790



FINDINGS

Dating Apps & Sites (33.8%) is the largest cluster, but much of it is brand-led (“hinge dating

app”, “raya dating app”, “facebook dating app”). Pickup Lines & Conversation Starters (24.0%),

Date Ideas (13.7%) and Relationship Advice (12.4%) add half of the relevant demand as open,

unbranded queries. Niche, LGBTQ+ and safety topics are small (under 3% each) but sit right

next to the choice of app.

WHAT  TO  DO

Start with the high-volume helpers: a pickup-line and conversation-starter library, profile and

prompt examples, and date-idea guides by city and budget. Then cover “best dating apps”

comparisons and niche audiences (over 50, Christian, LGBTQ+), where the intent to install is

highest.



3. Competitive Landscape

3.1 Organic SEO — Ahrefs Site Explorer

BRAND  ORG. TRAFFIC/MO  ↓ ORG. KEYWORDS  TOP  3 BACKLINKS  ORG. VALUE  DR  

Snapchat
snapchat.com

7 656 845 238 396 73 045 564 934 032 $2.6M 93

Tinder
tinder.com

4 001 318 39 286 21 557 578 748 $2.2M 82

Badoo
badoo.com

3 346 524 26 151 13 884 4 990 728 $909K 76

Bumble
bumble.com

619 954 10 874 6 075 24 018 865 $529K 81

Grindr
grindr.com

604 434 24 344 7 657 117 590 $282K 74

Click column header → sort. Click brand row → SEO dashboard. Bars are normalized per column.

3.2 AI Visibility — Brand Radar (impressions/month)

BRAND  CHATGPT  AI  OVERVIEWS  AI  MODE  TOTAL  ↓

Tinder
tinder.com

6 002 854 6 118 314 3 573 475 15 694 643

Bumble
bumble.com

2 955 159 3 265 091 2 009 582 8 229 832

Snapchat
snapchat.com

3 127 078 2 057 613 1 507 267 6 691 958

Grindr
grindr.com

1 721 187 1 453 860 953 717 4 128 764

Badoo
badoo.com

999 702 845 847 373 272 2 218 821

Click column header → sort. Click row → ChatGPT citation prompts. Brand Radar matches brand names, not

domains.

3.3 AI Share of Voice

Tinder 42.5% — the 5 brands in this set hold 36 964 018 AI impressions/mo across ChatGPT, AI
Overviews & AI Mode.

Tinder 42.5% Bumble 22.3% Snapchat 18.1% Grindr 11.2% Badoo 6.0%

https://snapchat.com/
https://tinder.com/
https://badoo.com/
https://bumble.com/
https://grindr.com/
https://tinder.com/
https://bumble.com/
https://snapchat.com/
https://grindr.com/
https://badoo.com/


FINDINGS

The five brands hold 37.0M AI impressions/mo across ChatGPT, AI Overviews and AI Mode.

Tinder leads (42.5%), then Bumble (22.3%) and Snapchat (18.1%). Their cited ChatGPT

prompts are mostly about the brands themselves: price, free tier, “How is Bumble different to

Tinder?”. On category questions (“Which free dating app is best?”, “What is the most discreet

dating app?”) answers cite hinge.co, feeld.co and dating review sites. Snapchat is cited across

unrelated how-to prompts, which inflates its share. Hinge is not in the set: “hinge” is a common

word, so its Brand Radar count is mostly noise.

WHAT  TO  DO

To be named in category answers, publish pages that answer them directly: honest app

comparisons, free-versus-paid explainers, and safety and verification guides. AI engines pull

pricing and feature facts from the brand’s own help pages, so keep them current and specific.



4. ROI Forecast

INDUSTRY  BENCHMARK

×

PACKAGE

×

PERIOD

Forecast outcomes

BREAK-EVEN

Month 20
24M  REVENUE

$334K
24M  ROI

27%
24M  PROFIT

$72K

Investment

PROJECT  COST

$263K
PUBLISHED  PAGES

600

Parameters

PACKAGE  INPUTS

Pages / month 25

Monthly cost $11K

CONVERSION  FUNNEL  · STRONG  TIER

Visit → Install 6.6%

Install → Paid 4.5%

Revenue / payer / yr $40

CONTENT  PERFORMANCE

Months to peak 7

Avg visits/page 180

Success rate 60%

AI  / GEO  LIFT

LLM ratio 0.1x

LLM conv boost 2x

Dive deeper — change parameters in the ROI calculator

– Open the interactive model to adjust assumptions yourself.

Cumulative Revenue vs Cost

$334K

$251K

$167K

$84K

$0
1 5 9 13 17 21

Revenue Cost

Traffic Growth

254.6K

191.0K

127.3K

63.7K

0
1 5 9 13 17 21

+LLM +Brand Organic

Weak Typical Start Scale 12m 36mStrong Growth 24m

https://roi.esadigitalagency.com/


New Paid Customers

773

515

258

0

1 5 9 13 17 21

Cumulative ROI

27%

-5%

-36%

-68%

-100%
1 5 9 13 17 21

MONTHS PAGES ORGANIC BRAND LLM INSTALLS PAYERS REVENUE ROI

1 25 0 0 0 0 0.0 $0 -100%

2 50 450 1.6K 45 140 6.3 $251 -99%

3 75 1.4K 4.7K 135 419 19 $754 -97%

4 100 2.7K 9.4K 270 838 38 $2K -94%

5 125 4.5K 15.8K 450 1.4K 63 $3K -91%

6 150 6.8K 23.6K 675 2.1K 94 $4K -87%

7 175 9.4K 33.1K 945 2.9K 132 $5K -82%

8 200 12.2K 42.5K 1.2K 3.8K 170 $7K -76%

9 225 14.8K 52.0K 1.5K 4.6K 207 $8K -70%

10 250 17.6K 61.4K 1.8K 5.4K 245 $10K -64%

11 275 20.3K 70.9K 2.0K 6.3K 283 $11K -58%

12 300 22.9K 80.3K 2.3K 7.1K 320 $13K -52%

13 325 25.6K 89.8K 2.6K 8.0K 358 $14K -46%

14 350 28.4K 99.2K 2.8K 8.8K 396 $16K -39%

15 375 31.1K 108.7K 3.1K 9.6K 433 $17K -33%

16 400 33.8K 118.1K 3.4K 10.5K 471 $19K -26%

17 425 36.5K 127.6K 3.6K 11.3K 509 $20K -20%

18 450 39.1K 137.0K 3.9K 12.1K 546 $22K -13%

19 475 41.9K 146.5K 4.2K 13.0K 584 $23K -6%

20 500 44.5K 155.9K 4.5K 13.8K 622 $25K 0%

21 525 47.3K 165.4K 4.7K 14.7K 660 $26K 7%

22 550 50.0K 174.8K 5.0K 15.5K 697 $28K 14%

23 575 52.6K 184.3K 5.3K 16.3K 735 $29K 21%

24 600 55.4K 193.7K 5.5K 17.2K 773 $31K 27%

ESA ROI Calculator · Start 10/$5.5K · Growth 25/$10.95K · Scale 40/$15.5K · peak 7 mo, success 60%, 180

visits/page, brand ×3.5, LLM 0.1×, LLM conv ×2. Funnel inputs follow the industry benchmark switch (Weak /

Typical / Strong = bottom quartile / median / top quartile of the category). Revenue per payer is 12-month

subscription revenue, not lifetime value; visit → install is an estimate (no open benchmark for search

visitors). The figures fit dating and community apps with a paid tier; ad-funded social apps and messengers

earn differently.



FINDINGS

On the Growth package over 24 months, a top-quartile funnel (Strong tier: 6.6% visit → install,

4.5% install → paid, $40 per payer) turns a $263K project into $334K of revenue (ROI 27%)

and breaks even in month 20. The same pages at the median (Typical tier) return only $37K:

2% of installs pay, and a payer is worth $22 a year. In this category organic pays for apps that

already convert well.

WHAT  TO  DO

Measure your own visit → install and install → paid rates first. Below the top quartile, fix

onboarding and the paywall before buying content; at the top quartile, longer periods

compound (Scale over 36 months returns $1.3M in the model).



Sources & Benchmarks

I. Sources

Content — Ahrefs Keywords Explorer (US volumes) + ESA intent clustering

Organic SEO — Ahrefs Site Explorer

AI Visibility — Ahrefs Brand Radar (ChatGPT / AI Overviews / AI Mode; citations API limit 25)

ROI — ESA ROI Calculator + service packages

Industry benchmarks — RevenueCat, State of Subscription Apps 2026, Unbounce, Conversion Benchmark

Report 2024

II. Benchmarks

Reference ranges for a subscription-app funnel — Visit → Install → Trial → Paid — for the median app in the

category and its bottom and top quartiles. Rows marked ROI-model input feed the forecast above. All figures

are modelled estimates on the stated inputs, not guarantees.

II.A. Conversion — industry benchmarks

FUNNEL  STEP WEAK  →  TYPICAL  →  STRONG SOURCE  / NOTE

Visit → Install
Estimate; strong = landing-page
benchmark (Unbounce 2024)

Install → Trial

(30 days)

RevenueCat 2026

Trial → Paid
RevenueCat 2026

Install → Paid

(35 days)

ROI-model input. RevenueCat 2026

Revenue per payer
(12 months)

ROI-model input. RevenueCat 2026

Avg. visits per page
(peak) 180 visits

ROI-model input. Ahrefs top pages of the
five leaders (US, pages with 10–3,000
visits/mo, top 100 per domain, n=476)

have a median of ~300 and a trimmed
mean of ~520 visits/page, but those pages
carry years of links and brand pull. A
newly published page is modelled at 180.

Revenue per payer

(12 months)
$40

ROI-model input. RevenueCat, State of
Subscription Apps 2026: 12-month
revenue per payer for Communication,
Social & Community apps, dating included
(bottom quartile / median / top quartile).

II.B. GEO benchmark ranges

GEO  METRIC EARLY HEALTHY AI-HEAVY NOTES

LLM traffic ratio 0.01–0.04× 0.05–0.12× 0.15–0.30× LLM referrals as a multiple of organic

Weak 1% Typical 3% Strong 6.6%

Weak 2.1% Typical 6.2% Strong 12.1%

Weak 17.1% Typical 28.8% Strong 45.1%

Weak 0.7% Typical 2.0% Strong 4.5%

Weak $11 Typical $22 Strong $40

https://ahrefs.com/keywords-explorer
https://esadigitalagency.com/
https://ahrefs.com/site-explorer
https://ahrefs.com/brand-radar
https://roi.esadigitalagency.com/
https://www.revenuecat.com/state-of-subscription-apps
https://unbounce.com/conversion-benchmark-report/
https://unbounce.com/conversion-benchmark-report/
https://www.revenuecat.com/state-of-subscription-apps
https://www.revenuecat.com/state-of-subscription-apps


GEO  METRIC EARLY HEALTHY AI-HEAVY NOTES

LLM conversion boost +50–120% +300–500% +400–700% ChatGPT highest; AI Overviews lowest

Content success rate 30–50% 45–65% 50–70%
Service pages and how-to content rank

best

Months to peak 3–6 6–14 14–24 Per published cohort

Brand traffic multiplier 0.05–0.15× 0.20–0.40× 0.45–0.90× Fixed at 3.5× brand-lift in the model


