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n-premise contests and glveaways are grear incen-
dves for custommers o spend dme and money in

On-premise contests and giveaways are a great way
to keep your patrons involved in your bar,
and offer incentives to keep them coming back.

" N

plus much’maere!

of gour rppe of esmblishiment and your type of customer.
Odds On Promodons and parent company Hole In One

your bar. For the ownerfoperator, 1 iwized pro-

Ii ional, of Reno, Mevada, specialize in helping the an-

grama can help retain costomer amenton, endure

repeat visis, and garner publicicy for your estab-
Hehmenr. Plos, in a world domdnaved by mobile communica-
dong, you can also use these promodons o develop an online
dambase o successfolly marker furere promotions.

Through the summmer, Helneken i8 runding e ‘Plug Inm
Sumemer” campaign, offering consumers exciting opporrunites
and experiences ar the bar, while ar the same tme providing
of-premise operators the tesources they need oo increase sales
of Heineken and Heineken Light

The Plug Into S = hall bar parrons o
pest thede music knowdedge while inviing them o order a
Heineken. When they do, they are asked o choose a card fromm
a special deck, which includes a message detailing a service
enhancement they will recefve couwrtesy of the brand. Prizes
range from mosde downloads, merchandize like beer koosles,
r-shirts, branded Fender Guitars, or a grand prize invitadon m
some of the most anticipated muosic events of the season.

Hedneken Light 3-D mble-renr technology will allow the
pareon 0 scan of R the code on their casd for instant
acoess o an Pod applicadion in erder o fetrieve thede prizes.

“Summer {& the season when consumers spend more dme
out with friends ar their favorite local haons,” sadd Belen
Pamukoff, Channel Markedng Manager, Heineken TISA. “Our
Blowrour “Plug Into Swmmer’ program hag the elemens
ingpire conswmers o gedze the moment by participating with
Heineken through unique in-bar applcarioms™

By geuing involved with an on-premise promoton like
Heinekens Plog Inre Summer’, you can encourage yoor
parrons o order a premivum produect by leming them knowr
there’s aomething in it for them, as well. However, if vou are
looking to host & conest or givesway program independentdy of
i big name brand, there are opdons available w auit the needs
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premise ownet'operams host prize contess and glvesways in
their establishmens by insurgpe thelr promodon for wp 1w a
million dollars. Popuolar they run include brackered
championshdp challenges, dice rolls and Prishee mases, pool
rnaments, o even viden scrach n' wing. However, Amy
Fanwer, Markering Wrirer for the company, sap Odds On
Promotons can insure just aboor any ope of prize—juse ler
them know what you want oo do and they will work with you o
customi®e pour promotion.

“You can choode from ower 100 existing conrese and pro-

Tor the left, Odds On Promotions Prize Vault gives
patrons a chance o win what is inside by cracking the
code. Below, Heinekens “Plug Into Summer*

invites paiross io use these inleractive 3-D table tenis
for a chance o win a prize.
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motlons, or create one of your own,” she says. “Por example, a
wesrern-themed bar may want 1o do a horseshoe toss 02 oppoged
o an olive mes inve mardni glagees. If you can dream it up, we
can probably fnd a way w insuee ic”

The process of working with Odds On Promaotions s premy
srraighrforerard. Owners need o frar decide what irds they'd like
o give away, essentially choosing a prize thar will appeal 1o thelr
parrnns and draw in new ones. Nexr, after speaking with a rsk
manager, the company will decide hoer much i will cost the bar
et 1o insure the prize based on cermain factors including the
woal cosr of the prize, the probabiliy of the event nccurring (a
win}, and the number of anempre thar will be made w win the
ptze (i e a weekly deawing, of a one-tdme coarestF).

Similar to the way car insurance works, the cost o the bar
owner 15 a fracdon of the ol insured amount. “You can run a
seasat-long $10,000 kek-rerurn contesi—if the opening or sec-
ond half kekoff is remrned for a mochdown, o rondomly select-
ed parron wina the cash—for abour §1,700, or abour 125 a
weelk,” says Zak Woodhead, Risk Manager at Odds On.

Odds On provides s cliene with regleoraton and podat-of-
sale material 1o help run the contest (including dhose oversized
checks!). However, Fanrer advises owners running prize promo-
dons o advertide the event and ger as many customers involved
as podaible. “Prormote the daylighs oot of in® she says. “Really
ger ol there and give folks a chance o win the prize.

“hleo, be prepared if you do have a winner,” she contnnes.
“Have a press release ready o gend our, &0 you can caplialize
immediately and ger the publicior frorm having a winnes.

Aside from a grand peize, Fanrer alao suggesms having a con-
soladon prize—a logo Tshirt or free round of drinks—for those
customers thar participated. This, she says, s a way of showing
your appreciation of thelr dme and money, and furdther inereases
the chances thar these patrons will return and sign up for your
next contest “We have sepear customers that come back year
after year to ingure conrests,” she gays. “Tr's whar the bar owner

This bar's *64 Days af Summer? cross-promation
with MGD 64 gave patrons a chance to win 564,000
through a summer-long dice roll contest, insured

by Odds On Promotions.

rrukes of it—even if they don't have a winner, they enjoy e They
come back becase it helps drive waffic into their busineszes

Odds On is also able o help bar owners ger up online and
LeRl-ro-win promotions wheee the bar owner {8 able o crears a
coniact dambase 1o bemer communicare with and market oo thels
CUSIOMErs via 1ext, email or socdal nerworking.

According e Rick Bardea, CEO and Presidenr of Screen
Works Media, San Diego, California, mobile engagement iz a
highly effective way o get your parons involved in vour promo-
thans. Specializing in in-srore, mobile and social markedng apph-
cations, the companys parent-pending WAFFIL™ display frame
has been successful ar the cn-premise level in actively engaging
consumers i online conrests while they are ar the bar.

“0ur WAFFIL products work collectively in an interacrive
engagement communications pladoem,” says Ensieo. “We pot up
loww-cost, customizable prine displays on the font of LECD or

-

wisourcing a consultancy to hring your coneept to

fruition is another option for the on-premise owmner

lookdng to auccesainlly market an upcoming or on-
going promotion. Alchemy Marketing 1a a complete mar-
keting, advertlaing, and consulting company that brings
new, ereative waya to drive busineas for the hospitality
industry. Whether finding an effective promotional strat-
eqy or working with a new venue to mest thelr masximum
potential, Alchemy can help the on-premise owner reach
his or her promotional goala.

One Step Back, Two Stepa Forward
Ho two promotions are ever the same, no matter how aim-
{lar they may appear. The alightest vardation in crowd,
weather, or location can drasteally alter an evendng. If
you have a alow night, there's a reasm why. You need to
idemtify what the wealmeas i, create a plan, and execute
it.

Are your epeciala and promos appealing? Are you tar-
geting the appropriate erowd? Theae are all things to con-

| gider when hoating eventa and improving salea.

Using a Consultant to Market Your Promotion

n

Sometimes it's difficult to take a atep back and identify
improvements that should be made. Alchemy

provides a freah aet of eyea to help identify what can be
imprmeerd to hoost your sales, and will work with you to
implement a plan to reach your goala.

Coordination

Every great ewent consists of three parts: the concept, the
wenme, and the eponsors. Too often these pleces are dis-
connected, ut each 1a wital to have a truly succesainl
event. When companies combine thelr efforta and share
the coat of promoting, advertising, and branding, the oat-
come is expomentially better. Thia jodnt effort pulls
together pre-exdating andiences from each company and
introducea them to the other active participants. Alchemy
HMarketing links concept, wenue, and sponsar, defines o
each part's efforte are heet apent, and allows the event to
reach its ulimate potential

For mare information on Alchemy Marketing,
vialt wvw.alchemymarketdng. com.
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plasma TWs with a hook, such as *“Vooe forYour Favoriee Hooters
Gird™ or “Jodn Our WVIP List™ or “Text Here oo Win Tickers.” By
defaulr, the eyes are focused on the TVe already, eapecially in a
lor of aporrs bars, and ar some podnt during the night or while
warching the game, the parron engages with the apparanus.

“Whe combine social media on the backend, g0 some of the
responge mesaging can say “Join our Facebook fan page ™ We're
rying oo engage the consumer a2 well as push the brand meagage
back oot inte the soclal media warld along with mobile,” he says.

These days, people spend an extraordinary amount of dme
on their phones, especially their smarr phones; Blackberry's,
Diroids, and iPhones all demand user amention and function as
the gole commumcarion pladform and a grear source of enter-
minment and acceds o mulimedia. Using the WAFFIL prod-
wets, bar camers can easily and cosr-effectively reach their cus-
mmer bage o promote specials, evens and conpests using
mobile applications. “The goeal s for the bar owners wm build
their mobile database, and thar's something they've been unahle
o do,” saye Enrco. “Pre-WAFFIL, they put up mble rens, bar
there wasn 't aiywhere you conld showcare 8 compalgn foe ‘text
of vore fof this prodoct”. Feom an on-premdse perspectve they
can increage their mobile databases, repurpose it and marker
back our those customers.™

Enrlen sdpulates thar the cosm involved in seming up a
WAFFIL program in your bar varies depending on whar is
iwalved: there ik a monthly fee for the owner who is hosting and
managing the social media and maobile applications. However,
some of hle cliens have used the oppormenity w share the coss
with their suppliers in a cross-promotional venmre, which allevi-
ates cogts for the owner, and also provides an oppormundty o
gonrce ouside vendors for prize incenives.

“We deploved a March Madness campaign where the
WAFFIL s looked like baskerball backboards in parelve Minnesora
bars through a disreiburor of Coors Light and local Sun Coonery
Adrlines,” saps Enrico, who notes thar the auccess hag prompred
an expanaion of the promodon oo mode baes, “The aieline saw an
apporunicy o engage apeclfic pacrons withinWesrern Minnesora,
and donared a free flighr o Las Viegas, Coors Light placed the
WAFFIL frames in a nodeeable area throoghowr the bars, and
we had over 1,000 encrang into the contest. The bar owners
Lowed in becanse it was growing thelr individual mobdle dambases
o which they could re-marker™

With all of these on-premyse promotional options avadlable, ic
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The WAFFIL display frame
can be customized to soit yoor
concept. Here, a sports har
has basketball backboards
eross-promoting Coors Light
and the texi-to-win contest.

iz impormant
temember that the
long-term  benefits
for your bar come in
the experiences
these excitdng con-
reats and giveaways
provide for pour cus-
woiness.  And  re-
appropriating your markedng or adverdsdng bodger w reach
those customers throngh online media will encourage them 1o
remrn o your establishment o pardcipare in furure evenrs,

“There 1s a shift in dds indusey w posh social and mobile
media,” says Barico, “The BOTs that we're receiving are five-mo-
one on fevenue versus adverdsing spend. Typically ir's dree-mo-
one. The ways that we ger our o marker 8 generating more
revenue for these bar owners, which ks moge profic™ T

“Pours foster
*Beter Dasign

Invented By Bortenders for Bartenders...
TEXT BAR2237 to 88411 TO GET THIS STORY

stanlard o e rais moy apply




	Page1-2_prntscrn.pdf
	Page3-4_prntscrn

