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Connecting 
with a new era 
of consumers

In Vol. 01, we explored the 
rapid advancements in Tech 
that are shaping the future 
of marketing. 

Now we shift our focus to the 
human side and the fascinating 
ways people are adapting, 
evolving and redefining their 
experiences with a world that 
is changing around them.

Our team presents five key 
consumer trends that should 
be top of mind for marketers 
in 2025 and beyond.

Tom Dunn
Founder, CEO
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In-stream ads turn to 
entertainment to capture 

viewersʼ attention  

Customers lean into AR 
- a new paradigm of 

brand experiences

Brands are making 
biohacking simple to 
win over consumers

Minimal phones are 
helping consumers fight 

the great tech overwhelm

Building brand authenticity 
through micro & nano 

influencers



Current state of play

The era of ad-free streaming is over. Amazonʼs 
Kelly Day reports subscriber churn has been 
“much, much less than we anticipated.ˮ  

Ad-supported streaming subscriptions are 
projected to rise through 2025. This new 
model rewrites the rules, turning ads into 
memorable moments of engagement.

Netflix has even proved that ads can be an 
enjoyable part of the watching experience. 
Through a partnership with Google Lens and 
Emily in Paris, viewers could shop their 
favourite outfits straight from the screen. 

TLDR

SOURCE ↗

Platforms like Netflix, Amazon Prime, and 
Disney+ have locked ads into paid tiers — 
and itʼs working. For brands, the message 
is clear: if consumers are streaming, 
theyʼre watching ads. The only question is 
if yours is worth their time.

Kantar confirms 
ad-supported streaming is 
now mainstream, and 
Performance Marketing 
World finds that ads on 
streaming services are 
seen as 23% more 
trustworthy than those on 
video-sharing platforms.

23%

IMAGE CREDIT ↗

Return 
of the Ads
In-stream ads turn to entertainment 
to capture viewersʼ attention  

TREND 01

IMAGE CREDIT ↗

https://arstechnica.com/gadgets/2024/10/amazon-prime-video-is-getting-more-ads-next-year/
https://research.mountain.com/insights/ad-supported-streaming-will-continue-growing-in-2025/#:~:text=Major%20streaming%20services%20are%20seeing,from%20just%203%25%20in%202022.
https://about.netflix.com/en/news/emily-in-paris-fans-can-lens-every-look-thanks-to-google-netflix-partnership
https://www.performancemarketingworld.com/article/1907001/ads-streaming-tv-deemed-23-trustworthy-video-sharing-platforms
https://www.broadbandtvnews.com/2025/02/13/kantar-says-sport-and-ad-tiers-reshaping-streaming-market/
https://about.netflix.com/en/news/emily-in-paris-fans-can-lens-every-look-thanks-to-google-netflix-partnership
https://www.telecoming.com/blog/emily-in-paris-x-google-a-product-placement-revolution/


Whatʼs next

TOASTER TRENDSPOTTER 
Tom Bransby
Content Strategist, EMEA
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Viewers expect ads as engaging as their shows. 
Prioritise storytelling, humour, and interactivity.

Digital storefronts mean streaming ads are no longer 
just for awareness – theyʼre built for real-time 
conversions, turning screens into sales channels.

With ad-supported tiers now the default, CTV is now 
a non-negotiable in any serious marketing plan.

TREND 01
RETURN OF 
THE ADS

IMAGE CREDIT ↗

Audiences expect seamless entertainment 
from start to finish. Creativity matters more 
than ever with great storytelling, humour, 
and interactive formats now the baseline. 

The smartest brands are blurring the line 
between entertainment, advertising, and 
commerce. Digital storefronts, in-ad 
purchasing, and real-time transactions are 
turning streaming into a full-funnel sales 
channel, where engagement doesnʼt just 
stop at awareness — it ends with checkout.

https://retailtechinnovationhub.com/home/2025/2/3/super-bowl-lix-becomes-shoppable-as-fox-corporations-tubi-agrees-partnership-with-shopsense-ai
https://www.thedrum.com/opinion/2025/02/07/shoppable-ads-will-change-tv-sports-starting-with-the-super-bowl-weekend


SOURCE ↗

TLDR

AR experiences are mostly accessed via mobile devices today 
making it easy for people to explore digital layers but brands like 
Snap with Spectacles and Meta's Orion are exploring wearables that 
hint at a more seamless, hands-free future.

Current state of play

AR is showing up in unexpected places, like turning pub 
visits into a walk through local history or adding mixed reality 
to how we enjoy entertainment. Turning everyday moments 
into something richer and more meaningful.

Companies like XReal are teaming up with auto and tech 
brands to enhance the moments people already love, like 
gaming or solo driving—by adding AR that feels more 
intuitive, immersive, and personal.

As consumers are showing a growing 
preference for immersive experiences 
and greater engagement with them, tech 
brands are innovating and pushing 
boundaries, prototyping groundbreaking 
ways to bring AR experiences to life.

expected mobile 
augmented reality AR 
users worldwide by 
2028, up from an 
estimated 1.03 billion in 
2024.

1.19B

Reality 
Remix
Customers lean into AR - a new 
paradigm of brand experiences

TREND 02
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https://www.statista.com/statistics/1098630/global-mobile-augmented-reality-ar-users/
https://www.spectacles.com/
https://about.fb.com/news/2024/09/introducing-orion-our-first-true-augmented-reality-glasses/
https://www.heineken.com/ie/en/pub-museums
https://www.heineken.com/ie/en/pub-museums
https://www.xreal.com/air/
https://www.youtube.com/watch?v=nDLnvRZB2ZA
https://www.business-reporter.co.uk/customer-experience/immersive-customer-experiences
https://www.spectacles.com/


Personal devices and wearables will 
immerse consumers in new worlds, 
blending the physical and digital to 
enhance brand interactions, save 
time, and encourage discovery.

This fusion of physical and digital 
realms will unlock smarter, more 
meaningful ways to learn, connect, 
and engage with the world, 
revolutionising brand experiences.

Whatʼs next

TOASTER TRENDSPOTTER 
Tershari Johns
Junior Strategist, EMEA

TREND 02
REALITY 
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As more people embrace AR, marketers can spark 
curiosity and build deeper, more exciting 
connections.

To unlock ARʼs full potential, brands and tech 
companies must collaborate to create real value for 
people and the experiences they seek.

AR can let people try before they buy, 
with future potential for full brand immersion.

IMAGE CREDIT ↗

https://uk.shop.xreal.com/


TLDR

Current state of play

60% of people have said its extremely or 
very important to purchase longevity products, 
and 70% are planning on buying more in the future.

Biohackers are moving at pace, and innovations like 
AlphaFold offer up quicker, more affordable ways to 
understand and potentially manipulate gene function. 

Companies like Verily are supercharging precision 
health. Through wearables and data analysis Verily 
is at the forefront of extending the longevity and 
quality of peopleʼs lives. 

SOURCE ↗

The quest for longevity and enhanced 
human performance will drive the 
‘biohackingʼ trend in 2025. With the rise 
of wearable tech, AI-powered 
personalised wellness plans, nootropics 
and advanced supplements, people are 
more empowered than ever to optimise 
their health, performance and life spans.

the projected value 
of the global 
anti-aging market by 
the next decade, up 
from $47 billion in 
2023.

$80B

Who wants to 
live forever?

TREND 03

Brands are making biohacking 
simple to win over consumers

IMAGE CREDIT ↗

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/whats-new-in-consumer-wellness-trends
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/whats-new-in-consumer-wellness-trends
https://blog.google/technology/ai/google-deepmind-isomorphic-alphafold-3-ai-model/
https://verily.com/perspectives/blogs
https://verily.com/perspectives/blogs
https://blog.google/technology/ai/google-deepmind-isomorphic-alphafold-3-ai-model/
https://verily.com/perspectives/blogs
https://www.statista.com/topics/10423/anti-aging/#topicOverview
https://draxe.com/health/what-is-biohacking/
https://dontdie.bryanjohnson.com/


And against a backdrop of an 
ageing population in the UK,
with nearly one in seven people 
projected to be over the age of 
75 by 2040, what opportunities 
does this present for brands? 

With a huge portion of the 
population living longer, healthier 
lives, who will benefit from the 
increased buying power?

Whatʼs next

TOASTER TRENDSPOTTER 
Lucy Hilton
New Business Director, EMEA
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TREND 03
WHO 
WANTS 
TO LIVE 
FOREVER?

In any growing sector, developing trust is key. 
Brands that provide insight — not just products — 
build lasting credibility

IMAGE CREDIT ↗

Experiential activations can turn skepticism into trust 
and curiosity into conviction by immersing 
consumers in the real-world benefits of health data

https://assets.publishing.service.gov.uk/media/5d273adce5274a5862768ff9/future-of-an-ageing-population.pdf
https://verily.com/perspectives/sightline-population-data-monitoring-h5n1


51%
TLDR

Current state of play

Unable to exercise self control, Gen Z is turning to digital minimalist 
lifestyles and phones to rediscover the pleasures of the offline world. 

of Gen Z regularly 
doom scroll.

Fashion brands like The Row asked show guests to use 
notebooks instead of phones and Heineken prompts 
fans to drop their phones during music performances.

Resurgence of feature players Nokia with their 2780, and 
new brands like Light Phone and Punkt shows a clear 
opportunity for finite purpose limited tech user experiences.

Culture-first brands like Mattel and Heineken are creating 
limited edition minimal phones, tapping into customer 
nostalgia while also meeting new age needs like digital 
simplicity, control over time and a decluttered mindspace.

49%
of Gen Zers 
experience negative 
emotions due to 
constant scrolling.

Dumb is the 
new smart
Minimal phones are helping consumers 
fight the great tech overwhelm

TREND 04
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https://people.com/mary-kate-ashley-olsen-the-row-paris-fashion-week-no-phone-policy-everything-to-know-8601623#:~:text=28.,notes%20the%20old%2Dfashioned%20way.
https://www.adweek.com/brand-marketing/heinekens-technology-stops-smartphones-from-ruining-gigs/
https://www.wired.com/review/light-phone-iii/
https://www.punkt.ch/en/products/mp02-4g-mobile-phone/
https://www.wired.com/story/hmd-barbie-phone/
https://www.heineken.com/global/en/theboringphone
https://www.heineken.com/global/en/theboringphone
https://www.statista.com/topics/10423/anti-aging/#topicOverview
https://www.yankodesign.com/2024/06/12/light-phone-3-is-a-digital-detox-companion-thats-more-useful-than-other-minimalist-phones/
https://www.hmd.com/en_in/hmd-barbie-phone?sku=1GF030APC1L02


While mainstream mobile 
manufacturers may not invest in 
creating pure dumb phone models, 
we see increasing traction for modes 
like focus time, sleep, offering users 
more control over digital overwhelms

Imagine your phones connecting you 
back to the present moment & serving  
as your sentient de-stress provider. 

Whatʼs next

TOASTER TRENDSPOTTER 
Divyanshu Bhadoria
Chief Strategy Officer, INSEA

TREND 04
DUMB IS  
THE NEW
SMART
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Age-appropriate phone ratings could be 
a solution for better digital well-being.

Moves like Australia banning smartphones 
for teens signal a larger cultural and business shift.

Innovation needs to keep pace with the growing 
challenge of digital addiction in youth.

IMAGE CREDIT ↗

https://www.yankodesign.com/2024/06/12/light-phone-3-is-a-digital-detox-companion-thats-more-useful-than-other-minimalist-phones/


43%
SOURCE ↗

As marketers continue facing pressures to “do more 
with less,ˮ  theyʼre turning to nano influencers 
1K10K followers), whose raw, unfiltered 
endorsements drive higher engagement than 
celebrity posts—well, unless your name is Pedro.

TLDR

of brands are shifting 
budgets to smaller 
influencers for better  
engagement and ROI.

Current state of play

Big brands like Unilever are finally catching up, 
allocating 50% of their budget looking to work with 
20x more influencers

Bumble leverages micro-influencers to share their 
personal dating stories on the app, contributing to 
a rise in downloads and subscriptions

B2B and B2C brands are turning to employees for 
authentic content to expand their reach, even 
using live-streaming to boost sales

IMAGE CREDIT ↗

TREND 05

Inflawencer 
Uprising
Manufacturing brand 
authenticity 

TREND 05

Inflawencer 
uprising
Building brand authenticity through 
micro & nano influencers

IMAGE CREDIT ↗

https://www.modash.io/blog/micro-influencer-marketing-examples
https://influencermarketinghub.com/state-of-marketing/
https://influencermarketinghub.com/state-of-marketing/
https://www.youtube.com/watch?v=urTfEEsGHds
https://www.thedrum.com/news/2025/03/13/50-unilevers-ad-spend-will-go-social-media-will-influencer-first-strategy-work
https://ronntorossian.medium.com/micro-influencer-brand-success-with-alo-yoga-bumble-nomad-lane-and-more-0c1eb906c3d0
https://digiday.com/marketing/some-b2b-marketers-are-banking-on-their-own-employees-to-create-content-for-their-brands/#:~:text=Five%20B2B%20brands%20told%20Digiday,beyond%20their%20brand%20social%20pages.
https://www.voguebusiness.com/story/fashion/are-brand-employees-the-new-influencers
https://business.tiktokshop.com/uk/blog/detail/10022471
http://voguebusiness.com/story/fashion/are-brand-employees-the-new-influencers
https://www.houseofmarketers.com/creative-influencer-marketing-campaigns-examples/
https://www.tiktok.com/@fentybeauty/video/7461080018706353451?lang=en
https://inbeat.agency/case-studies/bumble


In 2025, influencer marketing shifts 
to authentic, long-term partnerships, 
with micro influencers seamlessly 
integrating brand stories. 

AI enhances this evolution by 
identifying influencers, optimising 
content, and predicting trends. 
Brands that embrace AI-driven 
insights and organic storytelling 
will build deeper trust, engagement, 
and lasting impact.

Whatʼs next

TOASTER TRENDSPOTTER 
Zanya Fahy
Head of Strategy, EMEA / US

TREND 05
INFLAWENCER 
UPRISING
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Long-term partnerships allow your brand 
to be organically introduced. 

Leverage emerging AI platforms to identify 
the right influencers.

Relax your grip on brand guidelines 
in exchange for authenticity.

IMAGE CREDIT ↗

https://www.438marketing.com/under-the-influence-the-value-of-influencer-marketing-for-smes/


2025 TRENDS FORECAST
Vol.03         is on the way…

Thanks for reading along. 
Weʼre excited to share that our:

Joann 
DeLanoy 

EMEA

hello@toaster.co

Connect with our market leads to explore how we 
can help your business capitalise on emerging 
trends and drive your business forward.

Bhawika 
Chhabra

INSEA

Susannah 
Bard 

US

Managing Director Managing Director Managing Director

newbiz@toaster.co

General enquiries: New business:

https://www.instagram.com/toaster.co/
https://www.linkedin.com/company/toaster-ltd
mailto:hello@toaster.co
mailto:newbiz@toaster.co
https://toaster.co/

