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Forget loyalty points. Gifting is the new customer retention strategy.
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TL;DR: Corporate Gifting

The Trend: Businesses around the world have been spending more on gifts for 
their clients since the pandemic.

Why It Matters: It’s no longer enough to rely on points-based loyalty schemes 
to keep customers engaged and happy. Gifting offers an alternative to poorly 
performing loyalty programs. 

What It Means for Marketers: Corporate gifting is the new customer retention 
strategy. It offers increased ROI, referrals, and returning customers. 



Global corporate gift 
spending more than 
doubled during the 

pandemic.

Source: AIThority



Businesses around the world are spending more on gifts for their clients

As of October 2021, the average spend 
on a corporate gift was $125, a 66% 
YoY increase from 2020.

Over 80% of C-suite executives 
surveyed believe that gifts generate 
measurable positive ROI.

Keeping connected to customers is 
key. Gift-giving fosters connections in 
an increasingly online world.

Sources: Forbes, Giftpack, and AIThority



Gifting offers an alternative to poorly performing loyalty programs 

Loyalty programs are on the rise: 90%+ 
of companies have one.

But our understanding of customer 
responses to loyalty programs has not 
kept up with investment.

Seventy-seven percent of 
transaction-based programs fail in the 
first two years, and 23% of customers 
have a negative or nonexistent 
reaction to loyalty efforts.

Sources: Statista, McKinsey, Shopify, and Capgemini 



Why Gifting Matters:

One gifting campaign 
can result in a 36% 

increase in referral rates 

Nineteen percent of 
customers return within 

90 days of gifting

Gifts can produce a 28% 
ROI on lapsed customers

Source: &Open

Return on 
Investment (ROI)

Returning 
Customers

Referrals



Gracia, a Japanese 
ecommerce gifting 
platform, has received 
$14m since its launch in 
2017.

&Open, a luxury 
corporate gifting 
platform, raised $33m+ 
in Q2 2022.

The startup focuses on 
customer retention and 
services numerous big 
brands.

VC is flowing into gifting startups

Sources: &Open and Crunchbase



Large companies are also using 
gifting to target employees, since 
worker retention is at an all-time 
low. 

Wellbox, for example, is a platform 
for businesses to send gifts to their 
workers that made $4m+ in 
revenue in its first year.

Source: HubSpot Blog

https://blog.hubspot.com/the-hustle/the-reinvention-catering-boss-builds-a-7-figure-corporate-gifting-business


Gone are the days of relying on a points-based loyalty 
scheme to keep your customers engaged and happy. 
Brands increasingly need to work harder to retain 
customers, and &Open provides an elegant solution to 
this conundrum.

HAYLEY BARNA
Birchbox co-founder and 
partner at First Round Capital

Source: TechCrunch
GIF Source: FounderMade YouTube



Direct mail marketing offers attractive ROI in the face of rising digital advertising costs. 
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TL;DR: Direct Mail Marketing

The Trend: Direct mail marketing campaigns are on the rise. Growth is 
expected to continue as D2C marketers increase future investments.

Why It Matters: The price of digital ads is skyrocketing across the board and 
consumers are becoming fatigued by the sheer volume of digital ads.

What It Means for Marketers: Direct mail marketing, with superior response 
rates and ROI, offers an attractive alternative to digital marketing. 



“Digital interactive” 
response rates — 

physical mail used to 
drive readers online — 

are roughly double what 
they were five years 

ago.

Source: 25 Direct Mail Trends for 2021

https://www.whosmailingwhat.com/blog/direct-mail-trends-2021/


There has been a resurgence in direct mail marketing 

Direct mail volumes in 2022 are already 
up 34% from 2020. 

It’s expected that volumes will continue 
to rise as D2C marketers increase future 
investments.

Average direct mail marketing budgets 
increased 191% from 2020 to 2021.

Eighty-four percent of marketers agree 
direct mail dramatically increases 
digital campaign performance, including 
conversion rates and ROI.

Sources: Brand United, NAPCO Research,  25 Direct Mail Trends for 2021

https://www.whosmailingwhat.com/blog/direct-mail-trends-2021/


Direct mail offers an alternative to expensive paid search advertising 

The price of digital ads is skyrocketing 
across the board, making it difficult for 
marketers to find meaningful ROI.

At the same time, 75% of consumers 
agree that the sheer volume of digital ads 
is becoming overwhelming. 

Organic search has become way more 
competitive than paid: Recent research 
suggests that it’s 5x more valuable than 
Google Ads. 

Sources: The Drum, Insider Intelligence, Terakeet, Brand United  



Direct Mail Performance:

Seventy percent of 
consumers consider direct 

mail more personal than any 
online channel 

Average ROI on a direct mail 
campaign is ~30% — 

outperforming paid search 
and online display ads

Direct mail response rates 
are between 5% and 9%, 

compared with the average 
email CTR of <2%

Source: Design Distributors and MSP

Response Rates Return on 
Investment

Personalization



Big brands are increasingly utilizing direct mail campaigns

Source: Who’s Mailing What 



Postcards in particular are a high-growth niche

Sources: Who’s Mailing What and Tampa Bay Newswire

Postcards are gaining popularity 
with marketers.

One possible reason is that they 
are relatively fast to read, and 
recent research shows that less is 
more when it comes to direct mail 
word count.

Postcard Mania, a full-service 
direct mail company focusing on 
postcards, reportedly made ~$84m 
in revenue last year — a 30% YoY 
increase from 2020. 



With all the changes in online media platforms like Google 
and Facebook, direct mail delivers better results than ever, 
with fewer restrictions.

SETH GREENE
Author and  marketing expert 

Source: Trends Interview
GIF Source: Harmon Brothers YouTube



Retro is back, baby. There are plenty of ways to make old school the new cool.
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TL;DR: Retro Resurgence

The Trend: Old school is the new cool. Retro search terms are going wild on 
Amazon, and ’80s-themed products and experiences are seeing renewed 
interest.

Why It Matters: Millennials and Gen Zers alike are increasingly seeking out 
simpler, pre-social media times, and they’re willing to pay for nostalgia.

What It Means for Marketers: Marketers can take advantage by leveraging the 
’80s aesthetic in their ads and messaging.  



Weekly searches for 
“retro home decor” have 
increased 290% in the 

US in the last year.

Source: Jungle Scout



Direct mail is just the tip of the iceberg when it comes to the retro trend 

Old school is the new cool.

Subscribers to the r/Retro subreddit 
have doubled to 10k+ since 2020, and 
r/80sDesign has hit 86k+ subscribers. 

Retro search terms are going wild on 
Amazon — examples of US 90-day 
search volume increases include:

● “Retro games” +103%
● “Retro mini fridge” +96%
● “Retro kitchen” +56%

Sources: Jungle Scout and Subreddit Stats



As millennials move into middle age, their 
nostalgia and spending power are at 
all-time highs.

At the same time, Gen Zers are increasingly 
seeking out simpler, pre-social media 
times. 

Marketers are taking advantage. For 
example, Vacation, a popular sunscreen 
brand launched in 2021, is one of the most 
notable adopters of the ’80s aesthetic. 

Millennials and Gen Zers are driving the nostalgia economy

Sources: The New York Times, Bloomberg UK, and Vacation



Shutter Lovin’

Film, old-school cameras, and 
darkrooms are in vogue. 

Experiences

Consumers are skating back to 
retro experiences like roller rinks 

and arcades.

Gaming

Old-school games and accessories 
are hugely popular on retro 

subreddit.

Retro Niches Making a Comeback:



Big brands are leveraging the ’80s aesthetic in their ads

Source: Eye on Design

From the ’80s: From 2021 and 2022:



 It was just a simpler time… and everything feels so not 
simple right now. The chaos of being always on, always 
connected, on social media… [I’m] kind of dreaming of a time 
before all of that, when there was no pressure to be on 
Instagram or get likes.

MARTY BELL
Poolsuite and Vacation 
founder

Source: Glossy 
Image Source: Twitter 



Audio content growth is reaching new heights, but search and discoverability is due for an 
overhaul.
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TL;DR: Audio SEO

The Trend: Audio is increasingly becoming a preferred content format for 
many consumers who are tiring of visual media. Podcast growth is outpacing 
the early days of the internet.

Why It Matters: As the library of audio content grows, discoverability has 
become a lot more difficult and audio search is due for an overhaul. 

What It Means for Marketers: Marketers are increasingly experimenting with 
tactics and tools that make their audio content easier to find, including 
interactive media, short clips for social media, and audio analytics.  



The world of podcasts 
is growing faster than 
the entire internet did 

back in the early 2000s.

Source: Sounder



Audio content growth is reaching new heights

Audio is increasingly becoming a 
preferred content format for many 
consumers who are tiring of visual 
media.

Spotify alone hosts 3m+ shows — that’s 
~43x the number of titles on Netflix, 
Disney+, and Apple TV+ combined.

Audio content — which includes 
podcasts, audio books, editorial, audio 
catalogues, and social media audio — is 
emerging as a real asset in the content 
marketing space.

Source: Internet Live Stats and The Podcast Host



But the tools that help listeners discover new audio content haven’t kept up 

Audio search is due for an overhaul. 

Sixty-five percent of people who’ve 
never listened to a podcast say the 
reason is that they don’t know 
where to start. 

Audio SEO — how well audio 
content ranks on search engines — 
is set to follow in the footsteps of 
the traditional SEO industry, which 
has ballooned to ~$80B in just 25 
years.

Source: Edison Research 



Brands are turning audio into snackable visual content for social media 

Source: Audiogram and Headliner 



VC is flowing into startups that make audio content more discoverable

Adori Labs, an end-to-end 
interactive podcasting platform 
for audio creators and 
publishers, has received $2.6m 
in VC funding. 

Sounder, an audio intelligence 
and analytics platform for 
increased discoverability and 
engagement, has raised 
$21.2m.

Fathom, an AI-driven podcast 
player and audio search engine, 
has raised $14.9m.

Interactive Podcasts: 
Adori Labs

Audio Intelligence: 
Sounder

Audio Search Engines: 
Fathom Source: Crunchbase 



 When we started a couple of years ago there were roughly 
400,000 active podcasts globally. Now there’s over 1.4 
million. There’s more and more audio content being added, 
and discovery is a lot more difficult. When Google launched 
back in 1999 or 1998 in a Stanford dorm room, there were 
fewer websites on the internet than there are episodes 
created daily in 2020.

DAN DAUGHERTY

Source: Linktree 
Image Source: Twitter 

Co-founder and COO of 
Sounder



It’s just the beginning. Brands need to hop on the NFT train to connect with Gen Z.
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TL;DR: NFT Marketing

The Trend: The NFT market is large and growing. Big-name brands are already 
incorporating NFTs into their marketing strategies.

Why It Matters: It’s becoming increasingly important for brands to leverage 
NFTs to reach Gen Z consumers, many of whom believe that NFTs are here to 
stay.

What It Means for Marketers: There are many ways for marketers to 
participate in the trend, from subscription services to games to exclusive 
communities. 



The size of the global 
NFT market is forecast 

to accelerate at a 
compound annual 

growth rate of 34% from 
2022 to 2028.

Source: SkyQuest



Big-name brands are already using NFT marketing, with others set to follow

According to a June 2022 study, the global NFT 
market size is  expected to grow ~680% from 
$16B in 2021 to $122B in 2028.

Consumers are confident in NFTs’ staying 
power: 80% of NFT owners and the 
NFT-curious believe that NFTs are not just 
hype. 

Despite setbacks in the overall crypto market in 
2022, the number of NFT owners in 2028 is 
estimated to be 65m people — a 533% increase 
from current ownership.

Big brands are taking advantage by leveraging 
NFTs in their marketing strategies.

Sources: UTA, SkyQuest



It’s increasingly important for brands to leverage NFTs to reach Gen Z consumers

NFT marketing is fast becoming an 
important way for brands to connect 
consumers — particularly Gen Zers.

Ninety-two percent of NFT owners and 
the NFT-curious believe that brands 
have a role in the NFT space.

Forty percent of the same consumers 
like it when brands create NFTs 
connected to physical goods or 
rewards.

Sources: UTA

While the "profit" group will come and go, others — pride, product, fandom, and 
access — appear to have more staying power for brands.



Novel ways that marketers are using NFTs:

E.g., Bored Breakfast 
Club’s coffee subscription 

service

Subscription 
Services

E.g., Cameo’s NFT “pass” 
for exclusive access to the 

Cameo metaverse 

Exclusive Access

E.g., Louis Vuitton’s “Louis 
the Game” mobile app

Gamified 
Marketing

E.g., Neon’s NFT vending 
machine

Real-World 
Campaigns



Bored Breakfast Club is a coffee 
subscription service that uses NFTs to 
establish an exclusive online community of 
coffee enthusiasts.

Anyone who owns one of their NFTs is 
entitled to free shipments of exclusive 
coffee blends. 

The NFTs also unlock access to an online 
community, live events, content, and 
discounts on additional bags of coffee.

GIF Source: Bored Breakfast Club YouTube

Bored Breakfast Club: NFT Coffee Subscription



Cameo, Liquid Death, and Wrangler: NFTs for exclusive community access

One of the most common 
ways that brands use NFTs is 
for exclusive community 
access.

NFT owners often gain 
access to Discord 
communities, virtual events, 
merch, and real-life physical 
collectibles. 

Examples from Cameo, Liquid Death, 
and Wrangler are featured on the left.



Louis Vuitton has 
released their “Louis the 

Game” mobile app, 
which includes 30 

embedded NFTs that 
could only be collected 

by playing the game.  

Louis Vuitton and Gap: Gamified NFT Collections

Gap has also 
incorporated a gaming 
component into their 
NFT collection to 
encourage continued 
customer engagement. 



Brands are experimenting with 
real-world NFT marketing campaigns.

NFT platform Neon launched the world’s 
first NFT vending machine in NYC in 
February 2022.

The machine accepts fiat currency, 
making it possible for people to invest 
in NFTs using their credit card — 
without the need to convert to crypto 
first. 

Source: Reuters YouTube

Neon: Real World NFT Activations



Virtual pop-up stores have gained popularity as an alternative to the in-person real deal.
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TL;DR: Virtual Pop-Up Shops

The Trend: Virtual pop-up shops are gaining popularity as an alternative to 
in-person temporary retail experiences.

Why It Matters: Not only do consumers want brands to experiment with virtual 
stores, but also they offer multiple benefits to brands, like wider exposure and 
important consumer insights. 

What It Means for Marketers: Marketers don’t need to dive headfirst into the 
metaverse in order to participate in the trend. A virtual pop-up shop can be 
anything from an event to a landing page dedicated to a new product line.  



Thirty percent of 
participants in a recent 

HubSpot survey said 
that more brands 

should consider virtual 
stores in the metaverse.

Source: HubSpot



Companies like Adidas, Burberry, Gucci, Nike, 
Samsung, HSBC, and JPMorgan
 are buying up permanent retail space in the 
metaverse.

Others have been experimenting with 
temporary retail, or pop-up shops.

Hogan recently took part in Decentraland’s 
Fashion Week with a virtual pop-up store, and 
Pandora launched an in-game virtual pop-up 
called “Pandora Island.”

Sources: BBC News, Pandora Official YouTube, Trend Hunter

Temporary retail in the metaverse is gaining momentum



Brands won’t need to dive headfirst into the metaverse to participate

Source: Google Trends 

Virtual pop-up stores gained popularity 
as an alternative to the real deal 
during national lockdowns.

Despite a dip in 2021, interest is 
picking up again. 

A virtual pop-up shop is anything that 
creates a unique online shopping 
experience for your customers, 
separate from a brand’s existing 
website. 



Big-name brands have recently deployed simple virtual pop-up concepts

Virtual pop-up stores are 
popular because they are 
available to a wide audience, 
can stay open 24/7, and 
provide important insights 
on consumer behavior.

A virtual pop-up shop can be 
an event or even a landing 
page dedicated to a new 
product line. 

Some big bands that have 
already experimented with 
this format include Dunkin’, 
Lancôme, and Hoover.



Roughly 80% of B2B brands plan to maintain or increase their influencer spend.
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TL;DR: B2B Influencers

The Trend: B2B brands plan to increase their investments in influencer 
marketing campaigns.

Why It Matters: While there are many tangible benefits of influencer marketing 
for B2B brands, many companies don’t feel that they have the right skills to 
cash in.

What It Means for Marketers: There are many ways that B2B marketers can 
engage with influencers. The most successful campaigns are always on, vs. 
periodic.



Fifty-eight percent of 
B2B marketers plan on 

increasing their 
investment in TikTok in 

2022 vs. 49% of B2C 
brands.

Source: HubSpot



B2B brands are increasing their spend on influencers

Eighty percent of B2B brands surveyed in 
2020 said they planned to either maintain 
or increase their influencer spend.

B2B clients find co-branded or sponsored 
third-party content more trustworthy than 
content straight from a vendor.

Ninety-six percent of B2B marketers that 
use influencers consider their program to 
be successful.

Source: TopRank Marketing and Oktopost



But the B2B influencer space is currently underdeveloped 

Of the B2B marketers surveyed, 79% 
felt influencer strategies would 
become more important.

Despite this, 60% of B2B marketers 
feel that they didn’t have the right 
skills in house to take advantage of 
this trend and cash in on the 
benefits.

Source: TopRank Marketing and Oktopost



Why B2B Influencer Marketing Matters:

…of marketers agree that
influencer marketing

improves customer and
prospect experience.

Source: TopRank Marketing

Customer 
Experience

Tangible Results Relationship 
Building

74%
…of marketers agree that

marketing would have
better results if it included
a B2B influencer program.

63%
…of B2B marketers who use 
always-on programs are very 
successful vs. 5% who use 

periodic influencer 
campaigns.

60%



Big-name brands are successfully deploying influencer marketing campaigns 

The types of content that B2B 
brands create with influencers 
include blog posts, webinars, 
podcasts, and recorded and 
live videos.

Recognizable B2B brands 
already working with 
influencers on TikTok include: 

Source: TopRank Marketing, TikTok, The B2B Bite



 B2B marketers now have an opportunity to reimagine 
engagement to ignite a new type of connection with 
customers. Beyond designing for and measuring the potent 
for engagement, design for humans and their intentions, 
needs, and desired outcomes. Engagement becomes a 
function of intent and purpose.

BRIAN SOLIS

Source: TopRank Marketing
GIF Source: YouTube

Global Innovation Evangelist at 
Salesforce



Visit Trends.co to join the 
private community and 
access thousands of vetted 
business ideas you can 
launch in a weekend.

Want more trends?

Here’s a sneak peek of our weekly newsletter 👀


