


We compiled these trends from
over 100 brands, comparing
year-over-year data for the date
range May 1, 2026, to May 31,
2026.

This industry update is brought to you by:

cohereOne

As the premier direct-to-consumer marketing partner serving Retail
Brands, CohereOne’s insights and experience grant us an
unrivaled depth of visibility into the industry’s performance. Our
team of marketing professionals has broad experience and a track
record of successfully launching or growing consumer-facing
brands.

J.SCHMID

J.Schmid is a creative and branding agency that helps brands
harness the power of human emotion. We're not just designers.
Our team of direct marketing experts understands the nuances of
selling. We don't view any single channel as a stand-alone piece,
but rather part of a brand's integrated, cohesive marketing mix.
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May 2026:
Traffic Outpaced Orders as
Shoppers Prioritized Value

MAY 2026 vs MAY 2025

Orders -1.3%

Demand -“1.1%

May showed that consumers remain engaged. Sessions increased
more than 8%, but that growth did not translate into orders. Orders
and demand declined 1.3% and 1.1%, respectively.

Conversion held steady in apparel and home, while outdoor and
specialty retailers experienced year-over-year declines. Average
order value remained close to last year, though some brands are
seeing pressure on basket size. Across categories, consumers
remain thoughtful and value-conscious.

Higher food and fuel costs continue to influence discretionary
spending. Households are actively managing finances, with the
savings rate declining to around 2.6%. This suggests consumers are
largely maintaining their lifestyles rather than making sharp
cutbacks.

Overall sentiment remains measured, but demand is steady.

Economic indicators point to slower yet stable growth. Consumers
are cautious but still active in the market.
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How Smart Mailers Will Respond to Upcoming
Postage Increase (Pl World)

The USPS has proposed another postage increase set to take effect in
July 2026, and for many marketers, the first reaction is
predictable: “Should we mail less?” That’s the wrong question.

The better question is: “How do we make our mail work harder?” Because
despite rising postage costs, direct mail continues to outperform many
digital channels in response, recall, engagement, and trust. The marketers
seeing the best results today are not abandoning mail. They are becoming
more strategic with it.

Poor strategy costs more than postage ever will. I've seen campaigns with
mediocre targeting, weak creative, and generic offers waste thousands of
dollars while highly targeted, well designed mailings generate exceptional
ROI, even at higher postage rates.

When direct mail is done correctly, it still commands attention in ways
digital advertising often cannot. Consumers are overwhelmed online.
Physical mail still has the ability to slow people down, create interaction,
and build trust. That matters.

Read the Full Article:
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https://www.piworld.com/post/how-smart-mailers-will-respond-to-upcoming-postage-increase/
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TREND #2

Brands are catching World Cup fever even
without official sponsorships (Modern Retail)

From major splashy ad rollouts by Nike and Adidas to sponsorships by
Anheuser-Busch and Coca-Cola, there is no shortage of brand
collaborations for this summer’s FIFA World Cup.

But not all brands will pour millions of dollars into official sponsorships.
Some smaller U.S. startups, like Crumbl Cookies and Olipop, are getting
into the spirit of the World Cup with watch parties, soccer-themed products
and more, taking advantage of their to matches to get in on what
will perhaps be the biggest cultural moment of the year. With millions of
tourists descending on North America in the coming month, brand
executives feel like they have to find a way into this moment.

According to a new Bank of America Global Research report, the 2026
World Cup is set to be the biggest to date, with 75% of the world set to
engage with the event in some way. “Sectors best positioned to benefit
from the World Cup include beverages, sportswear, restaurants,
broadcasting, social media and online betting,” the report said.

Read the Full Article:

cohereOne + J.SCHMID



https://www.modernretail.co/marketing/the-rise-of-proximity-marketing-how-brands-use-guerrilla-tactics-to-get-in-on-big-pop-culture-moments/
https://www.modernretail.co/marketing/brands-are-catching-world-cup-fever-even-without-official-sponsorships/

TREND #3

How brands are celebrating 250 years of
America amid political polarization (Retail Dive)

Last summer, a record-low 58% of U.S. adults said they were “extremely”
or “very” proud to be an American, . That figure was down
nine points from the previous year, and down nearly 30 points from when
the firm first polled Americans about their pride in January 2001. While
Gallup has yet to reveal this year’s findings, 2026 so far has delivered
month after month of political polarization and , Which has
taken a toll on consumers.

But even as the that have ensnared brands like Bud Light and
Target continue — this time with a red, white and blue facade — there is
still value in being associated with America. For example, Brand Keys’
25th annual index of patriotic brands includes a top 10 featuring
institutions like Coca-Cola, Ford, Disney, Amazon and Walmart —
companies with big marketing footprints and bigger market values.

“As we gear up for the 250th party, more brands are viewed through a
political lens — and authentic patriotism is more important than ever,”
Robert Passikoff, president of research firm Brand Keys,

Read the Full Article:
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https://news.gallup.com/poll/692150/american-pride-slips-new-low.aspx
https://news.gallup.com/poll/710450/economic-confidence-sinks-further-worst-2022.aspx
https://www.marketingdive.com/news/marketing-trends-2023/654423/
https://www.agilitypr.com/pr-agency-news/patriotism-drives-consumer-profits-brand-keys-releases-25th-annual-rankings/
https://www.agilitypr.com/pr-agency-news/patriotism-drives-consumer-profits-brand-keys-releases-25th-annual-rankings/
https://www.retaildive.com/news/how-brands-are-celebrating-250-years-of-america-amid-political-polarization/822176/
https://www.retaildive.com/news/how-brands-are-celebrating-250-years-of-america-amid-political-polarization/822176/

Retail sales grow again in May
(Chain Store Age)

Consumers continue to show their resilience as retail sales rose for the
eighth consecutive month in May despite high gas prices and ongoing
inflation.

Total retail sales (including restaurants, but excluding automobile dealers
and gasoline stations) increased 0.42% month over month and were

up 7.19% year over year in May, according to the CNBC/NRF Retail
Monitor released by the . That compared with
increases of 0.34% month over month and 5.73% year over year in April.

Read the Full Article:
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https://chainstoreage.com/company/national-retail-federation-nrf
https://chainstoreage.com/nrf-retail-sales-grow-again-may
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APPAREL

10.6%

1.6%

Sessions Orders Demand

-2.9%

Apparel Industry

In May, sessions increased 10.6% year over year, signaling strong
consumer interest in apparel. However, this traffic did not fully

convert. Orders rose only 1.6%, while revenue declined 2.9% due to
pressure on average order value and product mix.

Interest in apparel remains strong. The challenge is converting that
interest into transactions and driving higher-value purchases.
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HOME

7.5%

Demand

-1.5%

-5.5%

Home Industry

Home brands saw sessions decline 5.5% year over year in May, with
orders down 1.5%. However, revenue grew by 7.5%, significantly
outpacing traffic and orders, driven by higher average order values.

This suggests gains from pricing, premium product mix, or larger
basket sizes, even as traffic remains under pressure.

In the near term, brands should focus on rebuilding traffic through
targeted acquisition while preserving average order value through
pricing, merchandising, and upsell strategies.
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OUTDOOR

5.8%

Sessions

-2.7%

-4.0%

Outdoor Brands

Outdoor brands saw traffic growth in May, with sessions up 5.8%
year over year. However, orders declined 2.7%, indicating the
additional traffic did not convert. Demand fell 4.0%, suggesting
pressure on average order value and a shift toward lower-priced
products.

Weather variability has disrupted seasonal patterns in some regions.
Increased competition and promotions have also made shoppers
more price sensitive and slower to convert.
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SPECIALTY

7.3%

Sessions

-6.3%
-7.3%

Specialty
|
Specialty brands saw strong traffic in May, with sessions up 7.3%

year over year. However, orders declined 7.3% as traffic failed to
convert. Revenue fell 6.3%.

Specialty products are often discretionary, making them more
vulnerable when consumers become price sensitive or uncertain.
Customers continue to browse and engage but are more likely to
delay purchases or choose lower-priced alternatives.
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TIER 1 BRANDS / $100M+

11.6%

-1.9%

Sessions

-8.9%

Tier 1 Brands

Sessions increased 11.3% year over year for Tier 1 brands, showing
strong engagement. However, orders declined 1.9% as traffic did not
convert.

Revenue dropped 8.9%, indicating pressure on average order value
and product mix. While top-of-funnel performance is strong, the
challenge is converting that traffic into higher-value baskets and
repeat purchases.
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TIER 2 BRANDS / $15-$100M

Sessions Orders Demand

Tier 2 Brands

Tier 2 brands delivered strong performance in May. Sessions
increased 11.8%, and orders rose 4.5%, reflecting healthy demand
and stable conversion.

Revenue grew 7.7%, driven by higher average order value and
favorable product mix. Growth remains balanced and efficient
heading into summer.
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TIER 3 BRANDS /| $15M or Less

Tier 3 Brands

Smaller brands saw declines across key metrics in May. Sessions

fell 2.3% year over year, orders declined 3.6%, and revenue dropped
6.8%.

The sharper revenue decline suggests customers are spending less
even when they convert. Trade-down behavior and increased
promotions are likely contributing factors. Narrow assortments can

amplify this impact, as fewer items or lower-priced purchases quickly
reduce revenue.
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