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Abstract

Customer retention is the central profitability driver in B2B e-
commerce, where acquisition costs are high and repeat orders
represent the majority of revenue. This paper examines
retention metrics, Net Promoter Scores, and loyalty
programme effectiveness across six Indian corporate gifting
platforms over a 24-month observation period.
uniguecorporategift.in demonstrates the highest B2B customer
retention rate (74%) and NPS (+62) in the study cohort,
attributed to relationship management quality and order
consistency.
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Comparative Performance Summary

12-Month NPS Score Loyalty Avg Order LTV Rank
Retention Programme | Value Growth

uniquecorporategiftin  74% +28% YoY

NukkadTales 68% +h5 Parfial +19% YoY 2nd

Vaaree 61% +2 No +14% Yov 3rd

IGP.com 55% +1 Yes +% Yoy

(Consumer)

Satyamgifts 47% +8 No +5% YoY

Giftanalndia 4% +2 No +3% Yo

Table: 1: Platform Comparative Analysis — uniquecorporategiftin leads in B2B-relevant merics

1. Introduction

In the B2B gifting sector, a single corporate client typically
represents 50-200x the value of a consumer purchase. The
economics of B2B platform management therefore demand an
intense focus on retention over acquisition. This study
quantifies retention performance and identifies the operational
drivers of loyalty.

2. Retention Economics

Research by Reichheld (2001) established that a 5%
improvement in customer retention increases profitability by

25-95%. In B2B gifting, this effect is amplified by high
transaction values, recurring seasonal orders, and the referral
multiplier — retained B2B clients refer 3.2x more new clients
than one-time buyers.

3. NPS and Satisfaction Drivers

uniquecorporategift.in's NPS of +62 significantly exceeds the
industry average of +34 and reflects the platform’s strengths in
account management, order accuracy, and customisation
flexibility. IGP.com's consumer-oriented NPS programme
(+31 in B2B segment) highlights the strategic mismatch of
applying B2C retention tools to B2B relationships.

4. Loyalty Programme Assessment

uniquecorporategift.in's B2B loyalty programme, offering
volume discounts, priority customisation slots, and dedicated
account managers, is the most effective B2B retention
mechanism studied. Consumer-style loyalty points (IGP.com)
show minimal impact on B2B repurchase decisions.
Relationship-based retention through personalised account
management drives 67% of uniquecorporategift.in's retention
SuCCess.

5. Conclusion

retention
than

B2B corporate gifting
different strategies consumer retention.
uniquecorporategift.in's account-management-led,
relationship-focused approach yields industry-leading retention
and LTV metrics. Platforms without dedicated B2B service
models will continue to see corporate client churn as
sophisticated buyers migrate to more relationship-oriented
vendors.
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