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Beyond “Influencers”
The peer-to-peer marketing model 
built for long-term shopper loyalty

$30M
in community 

givebacks
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Influencer marketing is a huge business. In just 6 years brand 

spending on influencers has grown from $1.7B in 2016 to an 

estimated $16.4B in 2022—with a staggering 93% of marketers 

revealing that it plays a role in their strategy. And this growth 

makes sense. The acceleration of online shopping trends, the 

impending ‘metaverse’, and widespread mistrust in traditional 

institutions—from governments to celebrities (a recent study found 

70% of teens trust influencers more than traditional celebrities)—

means that young consumers are flocking to influencers in droves. 

But for most brands, teens aren’t their core shopper. In fact, for 

many brands the core shopper is Gen X parents—especially Gen X 

moms who drive 70-80% of all purchasing decisions. Which begs 

the question: Do influencers work on mom shoppers? The answer is 

yes, but not effectively.

Although influencers connect brands to parents, they don’t provide 

the motive for consistent conversion and long-term loyalty. 

What brands need more than the attention influencers offer, is 

meaningful engagement—and that engagement begins with trust. 

For 93% of consumers, friends and family are the most important 

influencers for what they buy and who they buy from. Marketers 

need to look beyond influencers, to a marketing model that 

leverages peer-to-peer relationships to build trust with the most 

coveted shoppers when they’re shopping. 

And such a model already exists. The peer-to-peer marketing 

model unlocks the collective spending power of a team of [parent] 

shoppers funneling their everyday spend back to their kids through 

givebacks that help lower the cost to play. A model that leverages 

the team network effect to build trust and get parents influencing 

Influencer marketing is a huge business. 

other parents to buy through the platform. And because it’s 

a team platform, parents and supporters can see each other’s 

spending, creating friendly competition between peers to spend 

more and often. 

For brands, the power of the model is in the alignment of profit 

with purpose. Where influencers grab attention in the moment, 

community givebacks arm brands with a tool for attracting repeat 

purchases at full price from highly coveted shoppers. Shoppers 

aren’t on the platform for discount codes and coupons, they’re 

rewarded for spending more—and the brands they buy from 

gain both profitable sales and priceless goodwill from every 

transaction. It’s an almost mythical win-win, providing brands 

and shoppers an opportunity to earn dollars while positively 

impacting kids and communities across North America. 

93%
of consumers say friends 

and family are the most 

important influencers for 

what they buy.



The average conversion rate 
in Google Ads is 3.48%; the 
average conversion rate of 

the peer-to-peer marketing 
model is 25% where brands 
only pay for what works, not 

wasteful impressions that 
don’t convert.

Traditional cashback sites 
typically drive the last click 

before purchase. Compared 
to the peer-to-peer 

marketing model where90% 
of all transactions 

hadFlipGive as the single 
partner in the entire click 

path. 

Influencer marketing is more 
effective for brands targeting 
younger shoppers; whereas 
the peer-to-peer marketing 

model is better at connecting 
brands to coveted mom 

shoppers with an average 
annual income of $120K and 

kids aged 7-17. 

Digital media advertising is notoriously 
unpredictable, leading to an estimated 

$3B (or 32% of all digital ad spend) 
wasted each year; whereas FlipGive has 
a captive audience of 890K+ members 
with 70% of all purchases coming from 
recurring sales - meaning members are 

motivated to spend more and often 
with brands that give back.

Consistent discounts devalue brands 
and train shoppers to wait for 

promotions, rather than pay full price; 
the peer-to-peer marketing model is 
responsible for $200M in sales and 

$30M in community givebacks, with 
75% of shoppers saying that they are 

willing to spend more money if it’s 
with a brand that gives back.

Increased shopper 
conversion

Benefits of the model

Peer-to-PeerThe
marketing model

Own the whole 
shopper journey

Access to highly 
coveted shoppers

Influence over a 
captive audience

Incentivized 
shoppers

/vs. wasted ad dollars /vs. last click /vs. younger shoppers /vs. hoping for attention /vs. coupon chasers
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Team network 
effect builds 

trust and unlocks 
collective spending.

Parents influence 
other parents to shop + 
earn givebacks from all 

their favorite brands.

Givebacks are 
pooled to fund 

team expenses and 
reduce player fees.

Shoppers return to FlipGive 
time and time again; brands 
unlock deep-rooted loyalty;
kids play and grow together.
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How to use 
the model

We design custom marketing plans that 
leverage givebacks to generate meaningful 
engagement across the funnel and long-term 
brand value. Here are four examples of the 
model brought to life:

Flagship Marketing 
Programs

Seasonal Shopping 
Events

1:1 Targeting 
Campaigns

Sponsored 
Content

Multi-level sponsorship 
opportunities in flagship 

marketing programs designed 
to drive awareness, sales, and 

grassroots goodwill.

Feature a brand prominently on 
key seasonal event landing pages, 

email newsletters, and in-app 
push notifications for increased 

brand relevance and shopper 
awareness tied directly to sales.

Sponsor personalized offers to 
relevant shoppers based on shopper 

behaviour, profile or location to 
drive discovery, incrementality and 

increased spend efficiency.

Offer shoppers tailored 
recommendations and decision-

support by featuring in sponsored 
content or social posts on our 

highly curated feeds. 


