ELLIGENCE

BY GPJ

December 2023

From networking and wellness to Al companions and malls, consumers
are reimagining experiences with an eager, all in attitude.
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Forget LinkedIn—
find me in the ice bath

This trend was spotted by Josh Fischer | Se

Extreme networking and team-building activities are attracting

execs and employees.

Many executives are foregoing happy hours and workshops, and
are instead seeking out networking and team-building experiences
that encourage participants to step outside of their comfort zones.

The “Top Gun CEO" is a genre of leadership favouring simulated military training and competition, like F-35

flight simulators and NASCAR pit crew experiences where coworkers change tyres on actual race cars. Others

in the tech world are hosting networking parties with saunas, cryotherapy sessions, cold plunges, mercury-free

salmon by a sushi chef, and talks by doctors on longevity. Companies are even specialising in “immersive

training” to satisfy demand for more extreme corporate experiences.

For high-intensity people who are getting bored of frictionless online connections, challenging and unique

experiences are a welcome alternative. Participants describe these full-contact experiences as unifying and

uninhibited, leading to more open conversations and leaving more lasting impressions.

broader trend of people craving deeper, more visceral, and more memorable experiences. As experience

designers, we should look for less traditional ways for attendees to connect, feel, and experience more.



https://www.nytimes.com/2023/07/30/business/were-in-the-era-of-the-top-gun-ceo.html
https://www.wsj.com/lifestyle/workplace/cold-plunge-business-trend-1ca8dedc?mod=lifestyle_lead_story
https://granddynamics.com/
https://www.gpj.com/experience-futures/experience-futures-full-contact-experience/
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Meet your future
plus-one

This trend was spotted by Josh Fischer | Senior Strategjist fro

People are increasingly turning to Al companions

for companionship.

New Al voice features now allow you to talk (instead of type) with
ChatGPT or your very own personal assistant! Similarly, Meta has
launched celebrity chatbots that will eventually have voice

features and is developing customisable Al friends for Instagram.

Other platforms offer explicitly romantic services like erotic roleplaying or dating practice. While some

stories report on the broken hearts of users when chatbot companions change or are discontinued, the

optimistic hope is that Al companions can combat loneliness in highly specific ways, such as for the

elderly or astronauts.

As a loneliness epidemic and artificial renaissance converge, Al relationships will only increase with

companies like Character Al claiming that users spend two hours daily on the platform on average. As

these services mature, companies should explore how they might enhance consumer experiences.


https://www.hhs.gov/surgeongeneral/priorities/connection/index.html
https://arstechnica.com/information-technology/2023/10/people-are-speaking-with-chatgpt-for-hours-bringing-2013s-her-closer-to-reality/
https://arstechnica.com/information-technology/2023/10/people-are-speaking-with-chatgpt-for-hours-bringing-2013s-her-closer-to-reality/
https://www.maginative.com/article/pi-now-lets-you-talk-back-and-forth-with-ai-like-you-would-with-a-friend/
https://variety.com/2023/digital/news/meta-ai-chatbots-snoop-dogg-mrbeast-tom-brady-kendall-jenner-charli-damelio-1235737740/
https://techcrunch.com/2023/11/01/instagram-spotted-developing-a-customizable-ai-friend/
https://thenextweb.com/news/bloom-launches-erotic-ai-roleplaying-chatbots
https://blush.ai/
https://www.tweaktown.com/news/90437/people-are-falling-in-love-with-this-ai-chatbot-and-getting-their-hearts-broken/index.html
https://www.washingtonpost.com/technology/2023/03/30/replika-ai-chatbot-update/
https://mountainlake.org/ai-companions-combat-lonliness-for-older-adults/
https://www.space.com/astronauts-artificial-intelligence-companions-deep-space-missions
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Wellness with
a view

This trend was spotted by Elizabeth Bikowski | Senior Strateg

Wellness tourism is booming, and it has some big implications
for events in 2024.

The global wellness economy is booming, and wellness tourism—

travel that is motivated by the desire to improve personal well-

being—is the fastest-growing facet of the wellness economy.

Its growing popularity is largely due to its role as an antidote to

the rise of burnout. These experiences offer opportunities for travelers to reduce stress and re-prioritise their

physical, mental, and emotional well-being through spa getaways, yoga or meditation retreats, etc. There

are strong links between wellness, productivity, and inspiration, and more and more employees are citing

wellness benefits as critical to work satisfaction.

The overwhelming demand for wellness vacations coupled with business travellers taking a bleisure

approach to their travel plans means a big opportunity for the experiential industry. As more destinations

incorporate wellness tourism into their economies, the experiential applications are exponential.


https://www.spabusiness.com/wellness-news/Global-wellness-economy-reaches-56-trn-predicted-to-hit-85-trn-by-2027/352091
https://www.readersdigest.co.uk/lifestyle/travel/wellness-tourism-rise
https://www.forbes.com/sites/ronaberg/2023/11/20/the-future-of-wellness-new-data-on-wellness-travel-mental-wellness/?sh=10a46afc36d7
https://www.euronews.com/travel/2023/08/27/wellness-tourism-is-booming-but-whats-behind-the-trend
https://www.forbes.com/sites/forbescoachescouncil/2023/08/22/the-undeniable-link-between-well-being-and-productivity/?sh=625c840d7428
https://www.foxbusiness.com/lifestyle/employees-consider-wellness-programs-critical-job-choice-report-confirms-rethink-future-work
https://www.foxbusiness.com/lifestyle/employees-consider-wellness-programs-critical-job-choice-report-confirms-rethink-future-work
https://docs.google.com/presentation/d/1H70fqhaV15FoPmYoIE9F1tM2qxP4ppU_tKHl07NdZ-8/edit#slide=id.g127ebf8ce75_1_213
https://docs.google.com/presentation/d/1H70fqhaV15FoPmYoIE9F1tM2qxP4ppU_tKHl07NdZ-8/edit#slide=id.g127ebf8ce75_1_213
https://www.voguebusiness.com/beauty/wellness-tourism-is-taking-over-cities-with-iv-drips-and-ozone-saunas
https://skift.com/blog/wellness-tourism-is-one-of-fastest-growing-parts-of-travel-to-reach-1-4-trillion-by-2027/
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The mall

This trend was spotted by Elizabet

Malls are transforming into experiential oases as they're

reshaped by a new generation.

Is there anything like going to the mall? Maybe not, at least
according to Gen Z who is spurring a rejuvenation of a third place
long since abandoned by other generations. Recent studies cite

60% of Gen 7 socialising at malls, and 66% wanting malls to make

a complete comeback. For this generation, malls offer a full omnichannel experience. Now, as

malls dre undergoing an evolution that prioritises experiences, they're retrofitting for a digitally native

audience and reimagining with green spaces, XR activations, pet playgrounds, immersive brand
pop-ups, and more.

What it Means

Malls sit at the crossroads of nostalgia and functionality, answering a growing demand for third places

and underscoring a renewed emphasis on an experience economy. As new generations place a

premium on connection, immersion, and seamless omnichannel integrations, the mall is delivering.

Key Takeaway

Experience designers can take note from the mall's renaissance as a destination. No matter the type of

experience, spaces for building connections and community can be made more effective when they're

enhanced by moments of immersion, experimentation and interaction.



https://app.stylus.com/retail-brand-comms/remastering-the-mall-new-engagement-strategies
https://www.ipx1031.com/americas-abandoned-malls-data-2023/
https://www.ipx1031.com/americas-abandoned-malls-data-2023/
https://marketscale.com/industries/retail/us-malls-gen-z-omnichannel-experience/
https://www.shoppingcentrenews.com.au/shopping-centre-news/trends/the-elevated-retail-and-experiences-transforming-our-neighbourhoods/
https://www.axios.com/2023/12/04/shopping-malls-lifestyle-experiences-gym-entertainment
https://www.axios.com/2023/12/04/shopping-malls-lifestyle-experiences-gym-entertainment
https://docs.google.com/presentation/u/1/d/1VgdU0mcBKjFED0wipZLu82-v3Ge5UdNj1iwXzPE-voQ/edit#slide=id.g127ddccb318_0_0
https://www.globaldata.com/store/report/consumer-experience-economy-trend-analysis/

OUT-THERE

EXPERIENCES

People, brands and marketers continue to push the boundaries of physical and
digital experiences, with new and creative executions popping up across the globe.

Unilever spices up

Clean=tertainment

Unilever's #CleanTok on
TikTok unveils Dirty Deeds: A
Kitchen Crime, a quirky
‘sodp opera’ turning
cleaning into
entertainment.

Lush unveils

intergalactic
universe

Lush brings Outer Space to
London with an immersive
digital exhibition in
celebration of its 2023 festive
campaign.

Mos Burger
blends breakfast

with AR
experience

Japanese fast food chain, Mos
Burger’s AR breakfast
experience lets customers dine
with their pop idols.

Coke boosts holiday

campaign with Al
rephrase

Coca-Cola infuses
generative Al-powered
holiday magic into The
World Needs More Santas'’
Holiday Campaign’


https://www.unilever.com/news/news-search/2023/unilever-launches-firstever-soap-opera-on-tiktok/#:~:text=The%20five%2Depisode%20mini%2Dseries,wrongdoing%2C%20deceit%20and%20love%20rivalry.
https://www.unilever.com/news/news-search/2023/unilever-launches-firstever-soap-opera-on-tiktok/#:~:text=The%20five%2Depisode%20mini%2Dseries,wrongdoing%2C%20deceit%20and%20love%20rivalry.
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https://www.trendhunter.com/trends/mos-burger-dine-with-idols-via-ar
https://www.trendhunter.com/trends/mos-burger-dine-with-idols-via-ar
https://www.coca-colacompany.com/media-center/coca-cola-harnesses-power-of-ai-to-deliver-holiday-magic
https://www.coca-colacompany.com/media-center/coca-cola-harnesses-power-of-ai-to-deliver-holiday-magic
https://www.coca-colacompany.com/media-center/coca-cola-harnesses-power-of-ai-to-deliver-holiday-magic

