
Drinks Activation Toolkit 

BRILLIANT IDEAS
BEAUTIFULLY DELIVERED



WELCOME TO OUR DRINKS ACTIVATION TOOLKIT
Over the past two decades, at Quantum, we have built up an unprecedented amount of experience in the drinks category, 
ideating and implementing campaigns across experiential, digital, promotional and shopper requirements both in the on 
and off-trade. Working with some of the most exciting brands.

This has allowed us to build up a best-in-class Activation Toolkit for the drinks category.

We hope you find some of these principles and ideas both exciting and inspiring, and that we can, in some way, help you 
to deliver exceptional experiences for your customers and consumers, leading to the future growth of our category and 
our industry. 

We have split this toolkit into on and off-trade to help provide you with the tools to deliver, and receive, more from your 
marketing activations.INT
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THE QUANTUM DRINKS ACTIVATION TOOLKIT 

ON-TRADE ACTIVATION 
Approach to Winning in the On-Trade
The Process
The Principles Unpacked
Your Activation Toolkit and Inspiration
The Right Mechanics

OFF-TRADE ACTIVATION 
Approach to Winning in the Off-Trade
The Process
The Principles Unpacked
Your Activation Toolkit and Inspiration.
The Right Mechanics 

ENGAGING THE TRADE
AN INTRODUCTION TO QUANTUM
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IT'S TIME TO THINK DIFFERENTLY 
There’s no way to avoid the fact that the on-trade landscape has, in recent times, changed dramatically, 
and certainly shows no signs of slowing down.

Changes in global markets, increasing uncertainty and a cultural shift in what consumers want have 
created some challenges and a degree of difficulty. 

It means bars and brands have to thoroughly analyze what they are doing to stay ahead and grow. But 
while these somewhat uncertain times present us with a few challenges, they also drop the gauntlet 
and offer us some incredible opportunities at the same time.DO
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The excellent news… there is something we can do about it!

The simple truth is that as an industry there is scope at every level, and every outlet, on every night, 
to do better. And by better we mean better for everyone:

BETTER FOR BRANDS

More people enjoying 
the products we create 

and the experiences
we deliver.

BETTER FOR BARS

More people coming 
through the doors 

spending more, and 
doing so more often.

BETTER FOR 
BARTENDERS 

Better relationships 
with your customers.

Better career 
opportunities. Better 

wages and tips.

BETTER FOR 
DRINKERS

Better quality drinks. 
Better drinks available. 
Better, more exciting 

and engaging 
experiences.EX
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INCENTIVE
VISIBILITY

Give People A Reason To Act

People Will Only Ask For What They Can See

ADVOCACYGive People Something To Talk About
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The great thing is, by working together as brands, bar owners and bar staff we really can create value for everyone involved in 
the on-trade, to the benefit of the people that we serve. Believe it or not, the odds are heavily in our favour.

The experience economy is ever-growing, with consumers readily admitting they look for unique and memorable experiences 
over tangible things. This puts us in an excellent position, and if we work together and work intelligently, we can help to drive 
the category forward.

The steps are in theory quite simple, but implementing them is another thing altogether. That’s where we can help you. 
As an agency, we specialise in drinks marketing in the beers, wines and spirits sector. We’ve helped some of the world’s 
largest brands roll out exemplary programmes, which ensures the on-trade environment will continue to grow from strength 
to strength. And we do this by creating value for customers’ brands, and of course, the drinkers.

…Here’s a short list of just some of the steps we can take to help ensure the future growth of this unique and exciting industry.

76% of consumers say they want brands to provide more 
interesting and exciting experiences in bar, and that they will 

stay longer in bars that deliver these experiences.
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SERVE YOUR DRINKERS FIRST 
Start your modeling based on the needs of your drinkers and guests. Why are they there and what are they looking for from the 
experience? Think about this in terms of a guest mission.
  
Get to know them intimately.
This can be a great way to start understanding and breaking down their needs, and to find ways to meet and exceed those needs 
in new and interesting ways. 
This will then help you when you to start thinking about the correct type of activation to serve the needs of your drinkers and the 
customer. 
As brand owners or industry professionals we all have an objective and a need to fill, but we must approach this by considering 
what can we do for our guests to make them want to change their behaviour.
Understand the role that you play for them, and remember that good marketing is about inspiring people.
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KNOW YOUR LANDSCAPE AND BREAK IT DOWN 
As brand owners, make sure you have a clear understanding of the make-up of your on-trade estate. As the challenge increases 
to provide new and exciting drinking experiences, the on-trade has become more diverse and complex.
This is a good thing as it helps drinkers have reason to go out; however, this has led to the lines becoming blurred.
The challenge here is to capture all the outlet types and create a manageable plan to support them effectively. The issue is that 
with an estimated 150 different outlet types, creating a manageable landscape is not as easy as it once was.

THE STEPS 
Start with an in-depth analysis of the landscape, look for the commonalities, and combine similar outlets into broader 
categories.
Align this to a value model by understanding where the most significant part of your volume comes from, focus the attention on 
these segments and support them accordingly.
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PICK YOUR PARTNERS 
Work out the outlet partners that are well placed to work with you. Clearly the needs of a mainstream eatery will be 
different to that of a high-end cocktail bar, so make sure you work with outlets that share your desire and commitment to 
effect change. 

Clearly if you are one of a range of similar drinks on the bar, investing highly in supporting those outlets may not be the 
most sensible plan. 

It’s about more than just volume too. Create a clear vision for the flagship outlets where your audience can be found, and 
work with your outlet partners to create value for them and you. 
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RANGE IT RIGHT
After convenience and location, a good range of drinks is the most critical factor in venue choice. The range of drinks 
available is now one of the top four criteria in customer’s venue selection.

A portfolio approach can be a real advantage, ensuring that you are offering the right range of drinks for the outlet and 
the occasion.

Be clear on what drinks are behind the bar, what they say about the bar and the role they play in the drinker’s 
experience. Where possible, bars should try and both stock drinks and create a perfect serve that that the drinker can’t 
replicate at home.

Oh, and don’t be afraid to try something new! Bring theatre, intrigue, and excitement to the bar.
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EDUCATE
For many of the brands and organisations we work with in the drinks space, education is a key driver of growth both 
from a trade and consumer perspective. 

65% of drinkers at premium drinking occasions want staff to 
know more about the drinks they serve.
We need to encourage bartenders to look at ways to bolster their knowledge of the brands they sell.

More knowledge is a clear way to engage with the consumer, enhance relationships and therefore increase the chances 
of receiving tips. As brands and outlets, let’s make sure we focus on giving our outlets the tools they need to reward 
their staff for what they know, and how they share it.
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CREATE EXPERIENCES THAT MATTER
In the battle for footfall, it's not just the other bars that we have to contend with; it's people creating experiences in 
the comfort of their own home. It's our job to make sure that we create tangible value for our guests for making the 
effort to come out.
This is a massive topic in its own right, and if you would like some more advice on how to design and implement 
an experience that creates an impactful and memorable activation, please drop us a line.
For this toolkit we have segregated experience into two categories, that we will look in to in a little more detail later: 

THE PLACE I WANT TO BE
Developing a house style to deliver exceptional experience 

SOMETHING SPECIAL, SOMETHING NEW 
Delivering exceptional experiences that surprise and delight  
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THE HOLY TRINITY - 3 GOLDEN RULES 
If a  campaign is to work in the on-trade, you have to win on three fronts.  

SOMETHING IN IT FOR EVERYONE
If you want your activations to really work, make sure your campaign is clear on its objectives from the outset, and you know 
the key stakeholders that need to deliver across all touch points so you can tailor your activation and sell in tools effectively.

 

RTM OR MOT
Who are you are selling to? This 
is normally ‘route to market’ or 

‘managed on-trade’

BAR OWNERS AND 
BARTENDERS

Who is the facilitator or person 
who is going to deliver the 

campaign?

THE CONSUMER
Who is the person you’re 

trying to reach?
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ROUTE TO MARKET AND MANAGED ON-TRADE (MOT) CAMPAIGNS
Make sure your partners know what’s in it for them, and tailor your messaging and approach accordingly.  
If you are selling to a distribution route to market partner, you will probably want to make the message and campaign as clear, 
straightforward and focused as possible. If you're working with MOT, it's best to work on a more open basis, providing them with 
example campaigns that you can customise to them and their outlets, creating bespoke activations.
Either way, ensure your campaign includes an incentive that can be activated easily throughout the chain, and directly rewards 
increased sale and distribution points. Provide your RTM teams with a suitable incentive for new listings or kits placed.

VISIBILITY IS ESSENTIAL
Make sure your RTM campaign includes staff posters, desk drops, and anything to remind them what the key elements of the 
campaign are, and what’s in it for them. 

REWARDS BASED ON KITS SOLD
There is little that incentivises distribution sales partners more than financial incentives -  normally this is in the form of 
vouchers or gift cards. Depending on your model, this might be a tiered approach with £x for varying levels of kits sited.

TEAM-BASED REWARDS
From experience, we know that individuals work harder to achieve team incentives than they do for individual rewards. 
These can range from team experiences to nights out and financial rewards.
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Why not have a look at some of the brands that 
we have helped to build true, measurable loyalty with their trade estate 
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UNLEARN WHISKY WITH 
GLENFIDDICH

Driving Rate of Sale through route to market

D  I  S  C  O  V  E  R

https://www.qm-eu.com/work/driving-rate-of-sale-for-glenfiddich-with-unlearn-whisky/


IN 
TH

E T
RA

DE
LO

YA
LTY



TRADE LOYALTY CAMPAIGNS 
There are several key business challenges that make trade loyalty programs an ideal solution for many brands. We are not 
shying away from the fact that there is a huge debate about trade loyalty schemes, to see a more in-depth study have a look at 
our blog on the subject what’s my loyalty worth to you? However when executed well, they can provide a way to drive 
tangible, long term business value for both the brands that use them, and the retailers. Delivering them well isn't easy - as 
always the devil really is in the detail - but when activated well they can help brands drive their strategic relationships and 
create communication channels with their customer base. The following steps will certainly help:

BEGIN WITH A GOAL TO CREATE VALUE FOR ALL 
The key metric we use to judge the effectiveness of a program is to analyse if both parties - the supplier and the retailer - would 
miss it if it wasn't there. Are both businesses benefitting from it, and has it been set up to solve a real business issue?

MAKE IT SIMPLE 
If you work in the pub trade the last thing you need is another job. The benefits of the program should be clear and easy to 
understand. points must be easy to earn and rewards simple to redeem.

REWARD POSITIVE BEHAVIOUR 
Make sure your system is created with specific objectives and focuses on rewarding the behaviors and actions that create new 
value. At the same time ensure that the benefit is clearly shared and incentivised with the trade partner.
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D  I  S  C  O  V  E  R D  I  S  C  O  V  E  R D  I  S  C  O  V  E  R

CLUB PERONI
On-trade Loyalty programme

GREENE KING BEER 
REWARDS

On-trade Loyalty programme

JACK RABBIT WINE 
CLUB

On-trade Loyalty programme

https://www.qm-eu.com/work/on-trade-loyalty-engagement-platform/
https://www.qm-eu.com/work/greene-king-beer-rewards/
https://www.qm-eu.com/work/jack-rabbit-trade-loyalty-program/
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Never forget the importance of bartender engagement, and ensure your campaign considers this most important gatekeeper. 
The on-trade is spectacularly varied in terms of bartender experience and it's an extremely transient industry. From the 
professional industry leading mixologist through to the bartender who is on his first shift at the local pub, we've made it our 
business to know how to engage and incentivise bartenders through education, status and rewards.

Bartender training and advocacy programs are a must, but be warned, you won’t be the only brand vying for their attention, so 
stand out and execution is critical.

Time and time again we continually see that a considerable part of the success of any promotion, or indeed any brand in an 
outlet, comes down to the key gatekeepers, namely, the bartenders. To follow are a couple of ways you might work with your 
bartenders to ensure you get the results you need.

 1/3rd of on-trade consumers will change 
their choice based on staff recommendation 
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65% of consumers want their bartenders to know more about the 
drinks they serve - and that's just the start...

GIVE STAFF THE TOOLS AND INCENTIVES THEY NEED
Training programs are a great way to drive advocacy. When asked, bartenders are all looking for a way to provide their guests 
with a better experience. Make sure you understand the level of ability, knowledge and skill your audience has and use the tools 
available to communicate with them. 

In the beer industry, only 23% of consumers in the on-trade receive the perfect serve. This is a huge 
problem. We recently went out to a popular, well-known hotel bar, one of the biggest most respected (and more expensive) 
hotel chains, and the beer served was awful. Having paid over £6 for the beer it left us saddened by where we still are on this 
issue.

Simple, regular training programs supported by spot checks and incentives can make a massive difference in the level of quality 
and advocacy, which in turn leads to increased rate of sale.
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Central to our approach to advocacy is the knowledge that one thing that motivates all people is status, 
and bartenders are no different.

At the heart of successful advocacy programs is a way to deliver a tangible benefit to the individual, 
enhancing their standing and their careers, their ability to find a better role and ultimately charge a 
premium for their services, and of course deliver more value to their guests.

By creating and rewarding advocacy, we really can move the needle for any brand.  Here are some case 
studies of successful national and global advocacy programs that we have delivered for our clients.AD
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Take a look at some of the brands that we have helped deliver some game 
changing bartender advocacy programs on a global scale.
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PIlSNER URQUELL
The PU Ambassadors, taste academie 

and tapster program

D  I  S  C  O  V  E  RD  I  S  C  O  V  E  R

BRUGAL 1888
The Sipping Society and Global Bartender 

advocacy program 

D  I  S  C  O  V  E  RD  I  S  C  O  V  E  R

CAORUNN 10 YEAR SWITCH
Global Bartender Advocacy and Off-trade 

activation

ASAHI
Perfect pour and advocacy toolkits

D  I  S  C  O  V  E  R
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GLENFIDDICH
Bartender advocacy

https://www.qm-eu.com/work/pilsner-urquell-influencer-strategy/
https://www.qm-eu.com/work/driving-rate-of-sale-for-glenfiddich-with-unlearn-whisky/
http://www.qm-eu.com/work/brugal-1888-sipping-society-and-the-global-nearly-neat-competition
http://www.qm-eu.com/work/caorunn-gin-10-year-switch/
https://www.youtube.com/watch?v=1Q_mw4VnjlM


It’s often been said that if you’re not measuring, you’re not marketing. 

Site visits and mystery shops can be a great way to measure and reward your bartenders, but as with all things 
marketing, they can be done well and deliver value, or be done badly and be an expensive investment.

We've delivered several successful nationwide campaigns delivering real results and step changes for our 
brands.

Make sure you understand your bartenders and that you’re offering the right kind of incentive.
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The consumer expects more, and it’s our role to make sure we are giving them what they want. But the good news is with 
people going out less, they are happy to spend more to ensure they have the best possible time. 

Ensuring that your campaign is targeted to the individuals that are most likely to be interested in your offer and catering 
specifically for them, can make a difference.

MARGINS   
Give drinkers a reason 

to pay more

FREQUENCY
Give drinkers a reason to 

drink more often

TRADE ACROSS 
Give drinkers a reason to trade 
into a category either as new 
drinkers or to convert them 

from other segments

Every brand will have different objectives, but essentially the 
main drivers in growth that we use to guide our activations are:
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VOLUME 
Give drinkers a reason to 
drink more per session

The route to developing great consumer-led promotions 
is to ensure you know what your consumer wants and 
more specifically, what they want from you in the 
moment. So start by getting to know your consumer 
intimately, and give them a reason to change their 
behaviour in your favour.



Once you have identified the key audiences, what's important to them, and are ready to build a campaign that 
integrates across all stakeholders, you are going to need a campaign mechanic.

Every activation should be used to help build affiliation and advocacy, as well as delivering the behavioral 
change we need to grow the brand and wider category. 

The following is a breakdown of the promotions we use to deliver on the needs of our clients.   

CHANCES TO WIN
Providing drinkers with an exciting way to 
win something for buying one or more of 

your drinks
EXPERIENCES IN BAR 

Providing drinkers reason to go out 
and drink your drinks 

GIFT WITH PURCHASE
Driving purchase and brand affiliation 

with an exciting gift  

ADDED VALUE OFFERS 
Providing drinkers interesting food 

and drink solutions 

MULTI-BUY  
Rewarding loyalty and group serves  
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EXPERIENCES IN BAR
If there is one thing that is front of mind for all on-trade outlets at this time, it's the battle for footfall. 

As we are no longer competing with other outlets, but with a swing in the market between drinking in outlet to drinking at home 
(on crucial drinking occasions), if we are to continue to remain relevant, we have to raise our game.

54% of drinkers 
say they will stay 

longer in a bar if there 
is a free activity
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A PLACE I WANT TO BE
It was Starbucks that coined the phrase, but creating the idea of the third space was by no means original. As someone who 
spent a good deal of time socialising in bars, it's imperative to create an environment where people want to be.
For Brands
Chances are, you will have the best practice experience examples to inspire and share with your customers, so be generous with 
this. If you're developing POSM, think about what you can bring to the overall experience. If you're just putting signage up, you 
can expect to be ignored. Understand what you're adding to the environment.
Bartenders
You’re there to make consumers’ experiences enjoyable. Customer service is everything – welcome guests with a smile, 
remember their names and drinks – make them feel special.
Bar Owners
Have a house style of hospitality. Check that your staff members are getting the basics right – from the greeting and waiting 
times to the quality of the serve. Incentivise and reward your bar staff for making your guests feel special, and offer them the 
chance to improve their skills through regular training – you can also work with your brand partners and use their training tools. 
Run short questionnaires with customers to find out what’s working and what’s not, and offer guests unexpected rewards.CO
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SOMETHING NEW - SOMETHING COOL - SOMETHING SPECIAL  
We've got to remember that our industry is not selling drinks and food, we are selling an experience. Today's consumer is driven 
by a desire for new experiences, and a desire to enhance their status by sharing those unique and memorable experiences– it is 
our job to ensure this is happening.

78% of millennials said they would share a photo of an experience if it was cool or funny

For Brand Owners
Develop a platform that means something to the guests in an outlet. Bring something new, something exciting, something that 
gives consumers real value. Ask yourself, what experience do you want to create and how do we make that memorable and 
unique to us? 
Be proud of what you're doing and why you are doing it; consumers are more interested in the experience of the brand than the 
product itself. And critically, create a scalable activation that can be executed on different occasions, at different levels, in 
different outlet types.
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SOMETHING NEW - SOMETHING COOL - SOMETHING SPECIAL  

Bartenders
It's your show, so bring theatre to the bar, own the performance – show consumers something they have never seen before. 
Showcase your passion for your industry, and the thought and care you put into your drink creations. Remember as a bartender; 
you're always on stage.

For Bar Owners
Work with your brand partners to help create excitement for your guests. Know your guests intimately and marry your brand 
partner’s audience to them.

Meet and work with your partners to deliver activations that will surprise and delight your guests; this could range from drinks 
tastings and food pairings to limited edition availability of particular drinks and cocktails.
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Why not have a look at some of our recent case studies that show how we have brought brand 
experience to life in outlet..

PILSNER URQUELL
Outlet activation with wooden barrels and 

brewers and makers

FREIXENET PROSECCO GARDEN
Brand Experience

D  I  S  C  O  V  E  RD  I  S  C  O  V  E  R

KOZEL
Experience in outlet and street food 

partnerships

D  I  S  C  O  V  E  RD  I  S  C  O  V  E  R

ASPALL
Experience in outlet and activation roadshow

HOPCRAFT
Integrated Experience

D  I  S  C  O  V  E  R
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https://www.qm-eu.com/work/freixenet-prosecco-garden/
https://www.qm-eu.com/work/pilsner-urquell/
https://www.qm-eu.com/work/kozel/
https://www.qm-eu.com/work/aspall-family-picnic/
https://www.qm-eu.com/work/hop-craft-brand-innovation/


Visibility is essential
For better results, please, please, please support your campaign with visibility. In many occasions simple bar tender advocacy 
and visibility can have a massive impact. Make sure you use the right approach for the outlets you are activating in, but visibility 
is one of the key drivers in bar. We've studied eye-tracking and consumer pathways at length and we know where the most 
effective places are that get the most attention, both in physical areas and on other media such as menus and apps.

The good news is that 43% of consumers in outlet are looking for new food and drink experiences, but people will only ask for 
something they can see. 

For some, it’s menu features, for others, it’s POS. Work out where you need to put your brand and make sure it gets there. 

73% of guests in 
outlet will only 

request a brand that 
they can see
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Chances to Win
Chances to win can be a great way to create noise and stand out. Similar to the approach noted in our “what shoppers 
want” section, certain things are beneficial to consider when you're picking your prizes.
One of the most popular prizes is cash, but it won't do that much for your brand in the long-term. If you want to drive 
short-term rate of sale and volume, it may be an option, but note the promotion will only work in the short term.
Holidays and travel experiences are the next most popular and give you a chance to integrate aspirational experiences 
and link them to the brand.
Go bigger than a headline prize, we find that entry rates are far higher when there are multiple chances to win, so be 
generous with merchandise and free drinks.
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Gift with purchase
GWP mechanics are a great way to create impact, visibility and done correctly, can offer consumers a great way to trade in or 
use multi-buy offers to drive the volume of purchase. Consumers are naturally keen to get something free that adds value to 
them, but be imaginative and ensure you support this with the right campaign to create value.

Give the guest something that's going to be the positive link between the brand, the moment and the consumer.
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90% of consumers say 
that a free gift increases 

brand loyalty



Added value offers 
Food and alcohol is a massive opportunity for brands and partnering up with menu items, creating tasting platters, and many 
other solutions can help deliver those new and exciting experiences that consumers crave.

As an example, 63% of beer consumed in the on-trade is consumed with food. And as we all know 
the food margins are far higher, so creating offers with food can not only provide exciting and new experiences, but the value 
perception is great. 

But let's move on from a beer and burger for a tenner...
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Multi-buy deals
Not rocket science, but creating group serves and money saving offers with multi-buy deals in outlet is a great way to 
support volume and frequency of purchase.  

We have to challenge ourselves to think of ways that you can add more to this, creating group theatre serves done 
correctly is a great way to embed the brand in the heart of the social moment, but can also provide a way to raise 
individual status in the group.ME
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Mixed group drinking 
occasions are continuing 

to grow



Consumer loyalty
One of the lesser used activation techniques is to engage in customer loyalty; we are big fans of this but only when done in the 
right way. We specialise in trade and consumer loyalty programs that create huge value and reward positive behaviors. To hear 
our thoughts on the value of loyalty, please check out our article here “what’s my loyalty worth to you”.

Suffice to say they can be done well and create terrific value and drive loyalty, yet done poorly they are an ineffective use of 
resource. The steps are simple, but they need to start from the right intention and be handled carefully.

Why not have a look at our Kozel case study to see how we used a sampling mechanic to build a customer loyalty mechanic that 
took a beer from launch to very successful double-digit sales growth, all in the space of a year.
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https://www.qm-eu.com/whats-my-loyalty-worth-to-you/
https://www.qm-eu.com/work/kozel/
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Activating in in the on-trade is never going to be the most straightforward job in the world but with great ideas and an 
experienced team you really can create meaningful encounters with the people who matter. 

With consumers always looking for new and exciting offers and experiences the on-trade remains one of the most exciting 
places to do business.

And always remember to put the needs of your customers first; bars and managers are always open to brands that help them to 
solve their biggest problems, so make sure your campaigns deliver on this.

Footfall    Frequency of purchase   Margin
Assisting brands to win in this exciting area is a big part of how we spend our days at Quantum HQ. 

If you'd like to start driving change throughout the industry, we’d love to be part of that.

Let’s do something great together

https://www.qm-eu.com/contact/


OF
F-T

RA
DE

WI
NN

ING
 IN

 TH
E 



With most of the volume for our sector (around 80% in some categories) coming from the 
off-trade, activating it successfully has always been a battle to maximise share of wallet and 
footfall; yet it’s no secret that the existing channels are under threat.
 
With the major players coming under fire from the discounters, and the growing desire for 
experience, it’s time to start innovating and being braver in the off-trade if we are to maintain 
relevance.

If we are to succeed in creating category growth, it's clear we need to do more. It's time to 
break down the walls between brands and retail partners to create more value for the shopper. 
Get to know your retail partners better to ensure you know precisely what they want and need, 
and put this at the heart of your promotions to ensure you inspire and excite.TH
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The excellent news… there is something we can do about it!

The simple truth is that as an industry there is scope at every level, and every retail outlet to do better.  
And by better, we mean better for everyone:

BETTER FOR BRANDS

More people enjoying 
the products we create 

and the experiences
we deliver.

BETTER FOR RETAILERS

More people coming 
through the doors 

spending more, and 
doing so more often.

BETTER FOR SHOPPERS

Better drinks available. 
Increased understanding 

and appreciation 
Better, more exciting and 

engaging experiences
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PARTNERS
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EXPERIENCE 



START WITH THE SHOPPER
Take the time to find out what need or want your shoppers have, and target those. Every shopper will have an important 
mission or purpose that will align with a store format. Use this as a basis for the promotion.
As a simple example, cross-promotion meal-deals in stores that cater for people looking to grab a  'top up' meal for that 
night on their way home from work will work better in convenience than other store formats.
Value-led purchase or stock-up deals are more relevant for larger weekly shops. This is the top line, but illustrates the 
point.
  

53% of shoppers are dissatisfied with 
their beer / cider shopping experiences 

and say the category is hard to shop 
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ESTABLISH THE LANDSCAPE 
Much like the on-trade, the growing desire to offer new and innovative retail experiences has led to a blurring of lines in 
terms of new store concepts.
Store within a store, experience stores, and other new formats mean that we need to be clear about how to deliver 
best-in-class activation based on the needs of the specific shopper in a range of stores.
Create a precise segmentation of the different store types you have your product listed in, then work out why the 
shopper is there and what their mission is. This is a great place to start your planning.
Segment by channel and store format, i.e. supermarket, convenience and online, then align this to a set of shopper 
missions such as weekly shop, top up on the go, etc.

3/4 of the shoppers leave the 
beer aisle and leave without 

making a purchase
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RANGE IT RIGHT 
Ensure you have an integrated approach that matches the store format, channel and shopper demographics.
Create a range of pack formats that cater to the specific needs of the shopper, such as easy carry formats for on the go 
occasions. 
Large formats and volume value deals and packs are appropriate for weekly shops. 
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PICK THE RIGHT PARTNERS
Execution is key in any environment so you will need to ensure you are working in partnership with your retail partner.
Get to know their needs as a business and include that in your campaign planning.  
Consider developing bespoke promotions with your retailer that can help them drive footfall in-store.
Target the stores that are going to be open to the value that your activity can deliver. 
Use showcase outlets or premium retail to frame up activations as a case study. We know that consumers are happy to pay 
more in speciality retail environments due to the level of experiences in-store. Providing the training and platform to help them 
on a category level can be a great way to build stronger long-term relationships.UN
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EDUCATE 

Interaction with staff is a critical element within the off-trade store experience. Something that has always been a major focus 
of the on-trade activation package is educating bartenders, yet we seem to forget this in the off-trade environment.
With the growth of in-store experience we need to stop treating staff like transient assets and start using them to impart 
significant value to the shopper. 
The smart brands have already begun to repurpose some of the great training tools and mechanisms we deliver in the on-trade 
and start to implement them in the off-trade.
 

70% of shoppers are 
open to staff suggestion
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CREATE MEANINGFUL EXPERIENCES 
The time for shouting and promoting yourselves to consumers is over. If you really want to engage you have to get back to the 
basic rules of communications. 
Yes you've got to stand out, but so has everyone else, and when everyone is just shouting about themselves, shoppers will 
simply turn off and ignore the noise. 
Always remember that if you want to create meaning for someone, you have to do something for them. Yes you want to drive 
trial, liquid to lips or purchase, that’s a given. But these are the hard metrics, so don't start there or you will become one of the 
many brands simply begging for attention.
Make sure when you are creating your events you obsess about what you're doing for your shoppers. Become insatiably curious 
about their needs and wants, and place this at the heart of what you're doing.  
 

75% of shoppers claim the drinks 
shopping experience is not engaging. 
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THE LAW OF THREE - OFF-TRADE
If a  campaign is to work in the off-trade you have to win on three fronts. We begin all campaign planning with an understanding 
of who needs to help us, and what we can do for them to make sure the campaign is delivered effectively.  

SOMETHING IN IT FOR EVERYONE
If you want your activations to really work, make sure your campaign is clear on its objectives from the outset, and you know 
the key stakeholders that you're going to need if you are to deliver across all touch points. 

 

WHOLESALE 
Selling into convenience and 

independents 

RETAIL PARTNERS, STORE 
OWNERS AND MANAGERS
The facilitator or person who is 

going to deliver this 

THE CONSUMER
The person you are trying to 

reach 
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Once you have identified the shopper’s needs and missions, split that against the store types, and analysed the right pack 
formats, you are going to need a campaign mechanic.

Every activation should be used to help build affiliation and advocacy as well as delivering a change in shopper behaviour. 

The following is a breakdown of the promotions we use to deliver on the needs of our clients’ brands, and some examples 
that you might want to use as a starting point for your activation plans. 

ON PACK PROMOTIONS
Providing drinkers with an exciting way to win something for buying one or more of your products

EXPERIENCES 
IN-STORE 

Providing drinkers reason to 
visit the store

GIFTING & ADDED 
VALUE OFFERS 

Providing drinkers interesting food and      
drink solutions 

MULTI BUY  
Rewarding loyalty and  

multiple purchase
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IN-STORE EXPERIENCE
In today’s economy, experience is everything and believe it or not, people will spend more in a store that they see as a specialist 
provider that gives them greater engagement or experience. 
Used correctly, in-store experiences can deliver much needed theatre and excitement and provide a terrific liquid to lips trialing 
opportunity. 
More and more consumers are looking for interesting retail experiences, and we’re seeing a general move to more involving 
consultative, bespoke retail environments, where specialists help share knowledge to the enhancement of understanding.  
Avoid standard sampling tables staffed with the retailer's staff; they are dull and provide little value to the consumer or brand. If 
you can create in-store theatre for your retail partner that provides an exciting reason to enter the store, this can, if executed 
correctly, deliver value for all partners.
 

75% of shoppers claim 
the drinks shopping 
experience is not 
engaging and that they 
want new news.
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ON-PACK PROMOTIONS
On-pack promotions are a great way to create theatre and standout and used correctly can deliver a tangible sales uplift. You 
need to pick your promotions carefully and as with general marketing practice, if you have an asset that you can sweat across 
multiple channels, use it here to generate wider awareness.
 

INTEGRATION IS KEY
A person needs to see a message on average seven times before they even notice it, so thinking about the shopper journey pre, 
during and post, or from sofa-to-store and back again, can be a great way to deliver more value for their brand.
Using social and wider media to support a campaign can help drive awareness of the campaign, and even drive shoppers 
in-store too.
There is a world of possible promotions you can use to bring your brand to life. For more information on the kind of promotions 
consumers like, see our what shoppers really want post.
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https://www.qm-eu.com/what-shoppers-want-promotions-that-really-work/


GIFT WITH PURCHASE
Gift with purchase can be motivating when you pick the right partners but can be tricky to execute in-store. 
Ensure you choose the right partner and you create an offer which is greater than the sum of the parts.
It stands to reason that the higher perceived value of the gift, the more motivating the offer, but if you work smart 
you can earn engagement by providing a gift that is useful and also demonstrates an understanding of your 
audience and their needs. 
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ADDED VALUE OFFERS 

As an extension to your brand, gifting packs can be a great way to take your brand in to new usage occasions and unlock new 
areas of growth. Consider activating in-store with a seasonal gift pack to commemorate an occasion relevant to your target 
audience, or include other items like glassware to facilitate the drinking experiences your shoppers are looking for. 

MULTI-BUY OFFERS AND FUNCTIONAL PACKS 

Multibuy offers are an obvious way to drive volume, but consider ways to add value to the offer using the shopper mission to 
drive the insight behind this.
Rather than a simple BOGOF or 3 for 2, think about ways that you can put the consumer need at the heart of the offer. 
Where volume is being driven by convenience, think about ways that you can add to that using bespoke pack solutions such as 
fridge packs for those small midweek treats, and easy carry packs for students who want value but may not have a car.   
If it’s a group occasion, build in an element of ritual to enhance the moment and embed your drink in the social moment. 
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Take a look at some of the brands that we have helped to deliver some game 
changing bartender advocacy programs on a global scale.
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FREIXENET
Bestival on pack

D  I  S  C  O  V  E  R

FREIXENET
Glassware gift packs
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PILSNER URQUELL

Wooden barrels in store

D  I  S  C  O  V  E  R

PILSNER URQUELL
Win tickets to taste of London

OLD PULTENEY
Spirit of the sea

D  I  S  C  O  V  E  R

CAORUNN GIN
10 year switch

D  I  S  C  O  V  E  RD  I  S  C  O  V  E  R

https://www.qm-eu.com/work/pilsner-urquell/
https://www.qm-eu.com/work/pilsner-urquell/
http://www.qm-eu.com/work/caorunn-gin-10-year-switch/
http://www.qm-eu.com/work/caorunn-gin-10-year-switch/
https://www.qm-eu.com/work/old-pulteny-spirit-of-the-sea/


WHAT TO DO NEXT?
Activating in the off-trade is an ever evolving challenge, and the old challenges we have always faced still exist, but as stores 
come under increasing pressure to drive footfall and create better services and experiences for shoppers, by working together 
with our retail partners we can engineer new value in to the experience. 

With consumers looking to retailers to provide new and interesting experiences, the time to start acting really is now. 

Assisting brands to win in this exciting environment is a big part of how we spend our days at Quantum HQ. 

If you'd like to start driving change throughout the industry, we’d love to be part of that.

Let’s do something 
great together
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https://www.qm-eu.com/contact/
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It’s true that our industry is pretty exciting and competitive, but the truth is 
that we are a strong community, and when we work together, we can 
achieve great things and create real value. 
One of the critical pillars of success is ensuring that we work together to 
drive the category forward.
Quantum’s work is split roughly 50 /50 between consumer and trade 
activation, and how we engage with trade partners is, of course, an essential 
element of succeeding in the drinks sector. 
The work we do is so exciting and varied. We thought it probably warranted 
its own section. 
There are several ways to create change by engaging the trade in the most 
inspiring ways.

Motivating campaigns 
throughout the chain 

Creating inspiration through 
immersive experiences 

Providing toolkits that 
inspire alignment 
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ALIGNING STAKEHOLDERS 
You’re probably aware that the success of any brand plan or organisation rests on lots of people pulling in the same direction. You can 
have the best proposition and creative campaign in the world, but without well aligned stakeholders and the buy-in of your customers, 
there is little chance it will ever see the light of day .  

CONSIDERATIONS 
If we are to deliver the kind of activation that really makes a difference, you need to make sure that every part of the chain is excited 
and on board for the journey. One way to do this is to immerse the people that matter most into the world of your brand.

There is very little that is going to get people's eyes glazing over than another powerpoint presentation quoting your stats from last 
year, so challenge yourselves to put the same level of thought in to aligning your stakeholders (internal and external) as you do 
building your plan in the first place. 

Bringing your ideas to life in an immersive way can really make the difference between a motivated and inspired team driven to play 
their role in your exciting vision, and those all important individuals forgetting all about it by next week. 

For many years we have developed exciting ways to bring brand plans to life for our clients. From creating exciting toolkits and 
engaging gifts, through to developing fully immersive brand environments in cool locations. 
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MAKING A SPLASH AT TRADE SHOWS 
If  your brand relies on the army of bartenders, influencers, resellers and wholesalers that make this exciting sector tick, trade shows 
are amongst the most important part of any on-trade program. So if you’re going to turn up, you really need to turn up in style.  

CONSIDERATIONS 
This is a great place to meet new trade partners as well as a host of other benefits. All too often the budget is used to buy the space 
with a common perception that just being there is enough. This just isn't the case. If you want to build success in these environments 
you've got to go the extra mile. Nothing says “I don't care about my business” like a pull up banner and a smile... 

It's not all about spending money think about how you can enhance the experience of the show for your guests, but thinking what can 
you offer them to make their show that bit more exciting, fun… or bearable.

Focus on your people. We are a people business so make sure you treat your team well. You want them on their A-game here, so if 
they are slugging it out on the weekend building stands, they might not be at the top of their game when that really important partner 
turns up at the for a crucial conversation. 

They really are the face of your brand and business, so put your best people on show. Create a clear contact strategy, and make sure 
everyone knows what they need to do to make the show a success. 
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WINNING IN THE WHOLESALE ENVIRONMENT 
The wholesale channel has a unique set of challenges to consider if you want to create an effective program. In short, it’s all about 
money…  the motivations are clear and direct. 

CONSIDERATIONS 
In many cases, English is not the first language for these retailers, so complicated, brand-centric messages only serve to frustrate and 
inhibit.

The environment is highly cluttered with brands so ensuring your message is clear and easy to understand is essential, 

Magic 8’s are a great way to help ensure that your POS is used, as this can be easily implemented and adapted as required.

There are several techniques that you can employ including depot days, van sales, visibility and staff incentives. 

We've had a lot of success with creating an experience in the wholesale to treat staff and managers. It's not something that brands 
tend to do often, but it can be a great way to incentivise staff. As well as create theater for shoppers. 

Ensure that you give considerations to managers’ incentives and staff rewards to drive engagement.    
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Have a look at some of the work we’ve been doing at a global and national level to help our client’s create 
alignment in markets, engage customers and show exceptional thought leadership in their category.
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ASAHI
Global Launch Packs

SAB MILLER
Brand rooms 

FUNKIN TAPTAILS
Shaking up the ordinary at pub18 

PUBLICAN AWARDS
Integrated Experience

TYSKIE AND LECH
Manager incentives and wholesaler 

communications 

https://www.qm-eu.com/work/asahi-super-dry-brand-pack-2/
https://www.qm-eu.com/work/miller-brand-rooms/
https://www.qm-eu.com/work/publican-awards/
https://www.qm-eu.com/work/taptails-with-funkin-at-pub18/
http://www.qm-eu.com/work/


WELCOME TO QUANTUM



FOUNDED ON THE BELIEF THAT  
BRILLIANT IDEAS - DELIVERED BEAUTIFULLY

HAVE THE POWER TO INSPIRE

Quantum was set up in 2002 founded on the belief that brilliant ideas delivered beautifully                                  
have the power to inspire people, and this is the only way to create true engagement.

We’ve grown from a team of two with a whole lot of drive to an agency of 30.

Our owners are actively engaged in the day to day running of our business                                                                  
and remain the only shareholders, giving us independence and autonomy.

Acting in partnership with our clients we‘ve maintained our original client relationships                                         
growing organically and steadily through personal recommendation.
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WE CHALLENGE ALL PROCESSES
If it doesn’t add value to the outcome, we don’t do it.

WE DON’T DO HIERARCHY
We all contribute, we have different roles and responsibilities which are respected.

WE ACT AS A TEAM
We support and help each other with a collaborative approach, 

but individuals have the empowerment and autonomy to lead tasks.
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ROUTE TO MARKET CAMPAIGNS  
LOYALTY SCHEMES

ADVOCACY PROGRAMMES
INCENTIVES
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DATA ANALYTICS
TREND ANALYSIS

RESEARCH VISUALISATION
COMMUNICATION TOOLS

WEBSITE DESIGN & BUILD
APP DESIGN & BUILD

SOCIAL CONTENT CREATION
& MANAGEMENT

DIGITAL SALES TOOLS

BRAND EXPERIENCE
POP-UPS

EVENT PARTNERSHIPS
TRADE EVENTS

PROMOTIONAL ACTIVITY
POS KITS

DIGITAL TOOLKITS
SAMPLING

SHOPPER MARKETING

TRADE
MECHANICS DIGITAL

CATEGORY
AND INSIGHTS EXPERIENTIAL

ON & OFF-TRADE
CONSUMER 
ACTIVATION



CATEGORY
Developing Insight

Trend Mapping
Positioning

Shopper Stories

CUSTOMER 
MARKETING

POS Kits 
Brochure Features  

Incentives  Activation  
Loyalty Schemes

FIELD SALES
Sales Kits

Training Tools
Ambassador Programmes

BRAND
Communications 
Campaign  Events

Design & Creative Brand Story
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What to do next?
We hope that some of the ideas shared in this toolkit help provide a little guidance and inspiration to help you make a difference. 

Assisting brands to win in today's market environment really is what drives everything we do at Quantum HQ. 

If you'd like to start driving change throughout the industry, we’d love to be part of that.

Let’s do something 
great together
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https://www.qm-eu.com/contact/
https://www.qm-eu.com/contact/


This proposal is confidential and proprietary to Quantum Marketing. All rights, title and interest in and to the information contained 
in, and relating to, the proposal, including without limitation, any accompanying designs and any identifiable and original ideas or 
concepts (collectively, the “Proposal”), shall remain the exclusive property of Quantum Marketing to be held in  trust and confidence. 
The Proposal may not be used in any way (including communication to any third party) without Quantum Marketing prior written 
consent. No interest, license or any right respecting the Proposal is granted to you by implication or otherwise.

THANK YOU FOR 
YOUR TIME
qm-eu.com
Get in touch  

https://www.qm-eu.com/
mailto:info@qm-eu.com

