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For the alcoholic beverage industry, the “reset” narrative we spotlighted last year has hardened into
something more structural in 2025: moderation is mainstreaming, habits are shifting, and value-seek-
ing is now baked into behavior—all layered on top of ongoing policy shifts and tariffs. Even when con-

sumers "treat themselves,” they're doing it more selectively, choosing the right occasion, the right
price point, and the right format.

But it's not all doom and gloom for industry marketers. People still want to gather, they're just drinking
differently. That means brands still have room to grow, but they have to earn it harder.

In this “subdued but opportunity-rich” reality, winning brands are selling meaning: occasions, identity
and cultural membership. To help navigate these shifting cultural forces, we've put together a primer
on the key trends reshaping alcohol demand across the U.S. and Europe, along with the marketing
playbooks proving effective right now.

Market Snapshot

v US: Volume Down, but the Behavior Story is Changing

The key takeaway for the US market in 2026 is that fewer people are drinking, and those who are
drinking are making more deliberate choices.

54%

of U.S. adults
report drinking
alcohol in 2025,
“the lowest level
in nearly
90 years”

5.1%yoy

growth in
non-alcoholic
beverages,
while alcoholic
beverages fell
1.8%.
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50%

of Americans
planned to
drink less
in 2025 - a
44% increase
since 2023

$925M

in off-premise sales
of non-alc drinks.
Up 22% YoY, and is
expected to be
worth close to $5B
by 2028

3%YOY

The first half of 2025
saw total U.S. alcohol

beverage sales
decline 3% YoY

but the decline isn't
evenly distributed:

19.6%

Ready-to—Drink
saw dollar sales
increasing, but
growth concentrat-
ed in spirits—based
RTDs, up +19.6%.

Spirits were down
-6.0% in volume
-5.0% in revenue

71%

of consumers report
cutting back, and
almost one in four
25-35-year-olds have
stopped buying
alcohol altogether.

25%

of 25-35
year-olds
have stopped
buying alcohol
altogether.

T
Wine fell sharply at

-8.7% volume
-8.5% revenue

Europe: Flat Consumption, Heavier Constraints

27%

of EMEA consumers
plan to drink more of
Low- and no-alcohol (a
clear growth pocket)
55% describe non-al-
coholic drinks as “more
refreshing.”

1
Tequila, is up
+1.1% in volume
<> +0.7% in revenue

[=) ol

oA

Regulation adds
complexity: production,
labeling, packaging, and

responsible-use rules vary
by country and
significantly impact
operations and marketing
strategies.
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ven Market Forces Reshaping the Industry

@@ 1 Gen Z's Sobriety Surge

Gen Z is changing the rules of social lubrication, and often deciding alcohol isn't part of the equation.
Roughly 3 in 5 drink rarely or not at all and this shift is showing up in behavior, not just sentiment:
39% plan a 'dry lifestyle’ year-round (not just Dry January), and 41% said they planned to visit a
sober bar in 2025.

60% 39% 41%

drink rarely or plan a 'dry lifestyle’ planned to visit a
not at all year-round sober bar in 2025.

The implication for marketers isn't simply that “Gen Z doesn’t drink”, it's that they expect a different
value exchange: the social experience still matters, but the ethanol content is optional. Health and
mental wellbeing are major drivers, but finances play a role too—making moderation feel less like a
short-term challenge and more like a lifestyle identity.

2 RTDs (Ready-to—-drink): Still The Growth Category

@ RTDs are now firmly the fourth major pillar after beer, wine, and spirits—and the only one showing
consistent volume growth. The bigger story is that RTDs are reshaping where and how alcohol
shows up: casual hangs, pregame moments, impromptu gatherings, and “try something new”
behavior. That shift is pulling consumption away from more traditional rituals like buying a full-size
bottle, ordering a standard bar pour, or building a cocktail at home. RTDs match how people
actually socialize now: low—key, low-effort, and variety—friendly.

And as shoppers become more value-conscious across categories, RTDs are benefiting from a
very specific trade: they offer an accessible entry point to premium spirit experiences at a lower
commitment level. In an era of selective treating, that smaller price point—and the built-in conve-
nience—is making all the difference, especially among Gen Z and Millennials.

ol

3 The Premiumization Paradox

The premiumization narrative is fracturing. In North America and Europe, premium growth has
cooled compared to emerging markets, and what's left is more selective and more situational:
specific occasions, specific tiers, and only when the upgrade feels earned—-say, with a story that
makes the purchase feel “worth it.” This selective premiumization is especially clear in the RTD
cocktail segment, where novelty and flavor experimentation make indulgence feel special.

At the same time, the premium middle is under pressure. Premium-and-above beer declined 2%
globally, and in the U.S. some premium craft players have faced closures—while in parts of Europe,
particularly the UK, premium segments have been supported by continued growth in world beers
and stout. Tequila is the clearest exception to this uneven pattern, seeing sustained interest in
premium tiers ($20-$100).

WWW.SNipp.com 4
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u 4 Packaging is Becoming Paramount

| The bottle isn't just a container anymore: it's doing triple duty as a compliance requirement, a trust

signal, and an always—-on media unit that rides home with the consumer. As transparency expecta-
tions rise, scannable packaging is helping prove legitimacy (brand story, responsible-use guid-
ance, nutritional information) while nudging a next step (recipes, serving cues, pairings).

In Europe, this shift is structural. EU wine labeling rules requiring detailed ingredient and nutrition
information took effect in late 2023 and are now table stakes for any brand selling into the region.
More broadly, the EU's evolving approach to labeling and ingredient transparency forces produc-
ers to keep revisiting their designs as requirements shift. This adds operational cost and complexi-
ty—but also creates a new front door for consumer education and brand differentiation.

5 Sustainability Goes Regulatory

Sustainability has crossed the threshold from a “nice brand story” to non-negotiable operating
requirement. In Europe, sustainability is increasingly tied to compliance and procurement realities—
the EU’s PPWR mandates 10% reusable alcohol packaging by 2030, (40% by 2040) and pushes
producers toward materially different packaging choices. In the U.S., policies like California’'s SB 54
(Plastic Pollution Prevention Act) are accelerating packaging innovation. This means that sustain-
ability decisions are no longer just marketing-led: they're supply-chain-led, legal-led, and
finance-led. Consumer expectations are also hardening into purchase criteria:

60% 49%

of U.S. respondents would pay globally consider sustainability
more for sustainable packaging commitments when buying beverages

But the nuances matter: sustainability resonates most when framed as better performance—not
just as virtue—and a ScienceDirect whisky study reinforces this: production efficiency was the
strongest positive lever for eco—oriented, highly involved consumers.

Al

6 Digital Goes From Search to “Ask”

Digital now shapes alcohol discovery and purchase decisions both online and offline—but the real
opportunity isn't e-commerce alone. Post—pandemic, the online alcohol sector experienced a
‘poorer than expected performance’, and IWSR’s 2025 e-commerce study points to a slower,
more practical path forward: growth driven less by DTC and more by omnichannel grocers and
on-demand delivery, while marketplaces are driven by social commerce and Amazon dynamics.

At the same time, Al is becoming the discovery layer on top of the entire funnel: consumers
increasingly “ask” for recommendations and shortlists before they ever hit a retailer search bar or
shelf. Adobe Analytics reported U.S. online Black Friday spending of ~$11.8 billion in 2025 and
linked the surge in part to Al-assisted shopping behavior. The implication for alcohol brands is: be
machine-legible and compliance-ready.

WWW.SNipp.com 5
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7 Tariff Roulette: Planning in the Dark

In 2025, tariffs became a day-to—-day operating issue—not only because duties can be higher, but
because the rules can shift quickly and even policymakers have signaled uncertainty.

The impact is uneven by category. In U.S. whiskey, for example, Jim Beam shutting down bourbon
production at one Kentucky distillery for a year to manage its supply of liquor against the drop in
demand.

Across categories, vulnerability depends on whether a product has close substitutes. Premium,
geographically-protected products (Champagne, Prosecco, Tequila, Scotch or Irish Whiskey, etc.)
may hold price increases longer because their consumers can absorb them-but sustained tariff
pressure can still push buyers toward alternatives or lower—priced tiers over time. In response,
producers are leaning on sharper pricing and promotion management, tighter inventory planning,
supply chain optimization, and focusing on less exposed parts of the portfolio.

“Consumers haven’t stopped spending, but they’'re choosing with sharper intent. Here,
‘value’ doesn’t always mean the lowest price; it means the best return on experience.
Whether it's a sweepstakes, a loyalty perk, or an exclusive digital drop, smart
promotional mechanics are increasingly the tie-breaker that turns consideration into
purchase.”

Chris Cubba
CRO, Snipp
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These playbooks come from campaigns working right now: brands reaching consumers who
drink less, expect more, and buy based on identity, not product.

1. Treat Moderation as Not a January-Only behavior

Consumers aren’t quitting entirely, they’'re “tempo drinking”, i.e. mixing alcoholic and non-alcoholic within the
same occasion, and using abstinence windows as a lifestyle choice rather than a one-month challenge. The
data backs this up: 92% of Non Alcohol buyers also purchase alcohol-containing products. Winning brands
are treating moderation as re—patterned demand with different timing, different formats, and different cues
(lighter, cleaner, functional, premium-when-it-counts). The goal is to win more moments within the same
consumer’s week by making “switching” (alc » NA - alc) feel normal, social, and frictionless.

Make trial effortless with retail prompts and digital flows that help discoverability

Athletic Brewing's “Athletic January” — Athletic frames moderation as mainstream and positions NA beer
ATHLETIC  as something you choose, not something you settle for. Its Athletic January idea (“there’s nothing dry
T about it") removes the sacrifice narrative and plays up playfulness. The brand reinforces it with heavy
sampling and trial, suggesting people “Ask for Athletic” in bars

Design for “tempo drinking” by giving people an easy non-alcohol choice within the same social
moment

Heineken “0.0 Reasons Needed” — Heineken 0.0 is positioned as part of the core Heineken family, making
* switching within the same occasion feel normal. The campaign uses humor to destigmatize choosing NA,
Heineken ith three spots (“Work,” “On a Diet,” “Driving”); the latter two drove 42-43% positive consideration, and
an analysis by iSpot found the ads lifted brand recognition to nearly 9 in 10 general-pop viewers.

2. Own an Occasion, Not Just a Category

If consumers are drinking less, the fight isn't just for share of wallet—it's for share of moments. The brands
gaining ground aren't targeting demographics harder; they're engineering their presence around micro-occa-

sions (tailgates, pregame rituals, Friendsgiving, girls’ night in, etc.) and building the product, creative, and
activation to fit those moments precisely.

Treat each occasion like a behavior chain:

Lead-in (what triggers the moment, what gets bought) —» In-the-moment (what's shared, shown) —» After
(how you turn one moment into the next—with retargeting cues)

Bud Light — “Bring Home the Official Tailgate”: Bud Light makes sure it doesn’t just show up at game dayj; it

llB(Iill'?T builds a tailgate system fully packaged with team cans, QR-led giveaways, and big hardware stunts. That
. means the product becomes part of the ritual, not just a beverage choice.

Guinness (UK) —"A Lovely Day for a Guinness”: Guinness leaned into the match-day moment with a
g; Premier League—-timed platform designed to make the brand feel like part of the communal viewing
GUINNESS experience, not just the drink you pick up.

Heineken — “Could Have Been a Heineken”: Heineken's research found 54% of respondents said their most
* fulfilling conversations occurred IRL—yet 49% send voice notes instead. Using the annoyance of long
Heineken WhatsApp voice notes as the trigger, the campaign converts friction into action: trade 3+ minute notes for
free beer and bar recommendations. The brand isn’t advertising connection; it's engineering it.

Molson Coors —“Just Bring the Beer” positions beer as the no-fuss solution for holiday stress, informed by
O 2S5aeh.,. data that 74% of millennials and Gen Z prefer experiences over traditional gifts. Its message: 'There are
hunters and there are gatherers. You are neither." The campaign is about making the decision effortless

WWW.SNipp.com
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3. Partner for Cultural Credibility

Traditional advertising can still build awareness. But cultural partnerships are what make a brand feel current,
especially with younger consumers whose attention is organized around creators, formats, and communities,
not brands. A useful filter: if the idea still works (and people would still share it) even without your logo, it's a
partnership that makes sense.

Choose parters with built-in trust, then contribute something the audience already values,
e.g. entertainment, access, utility, or status

Johnnie Walker + Sabrina Carpenter: this tie-in wraps the brand in a “golden age of spirits advertising”

);‘ aesthetic (grainy film, old-school sound) that feels like a deliberate creative world, not a product place-
(/& ment. Sabrina brings present-day relevance, the vintage treatment signals heritage and confidence, and

JOHNNIE WALKER |R| activations during the singer’s tour offer her versions of classic whisky cocktails to a new audience.

Bulleit + First We Feast: A content partnership that plugs into an established cultural platform (Sean Evans /
- the Hot Ones universe) rather than trying to manufacture credibility from scratch. The series uses host

Sean Evans to interview cultural voices in a format people already trust and enjoy, in order to make
whiskey feel native to conversation and community.

Barefoot Wine + NFL: Now in its fourth year, this partnership is built to make wine feel less formal and more
part of everyday American culture. By expanding beyond a single national tie-in to local team sponsor-
ships, the brand is using sports culture to make wine feel like a normal part of that setting— not an
out-of-place alternative.

J BAREFQDT

4. Lead With Values, Not Just Liquid Specs

With people drinking less and choosing more deliberately, the brands breaking through are signaling convic-
tion. That might mean an explicit social stance or a deep commitment to place, craft, and identity. Either way,
it has to be genuine—consumers are wary of performative cause marketing and have sharp authenticity filters.
They're asking: What does this brand stand for? Does it align with who | am? In a sea of interchangeable
options, values become a filtering mechanism.

Turn your brand into a signal people can participate in

BRLO — "Less Hate, More Hops"(Germany): For its 10th anniversary, Berlin craft brewery BRLO tied its beer
pricing to Germany’s 2025 federal election results: the fewer votes the far-right AfD receives, the cheaper

BRtn’ the beer becomes. Rolled out across OOH, social, and digital, it turns a purchase into a visible stance—and
gives people a clear reason to share and engage. The activation also fits BRLO’s broader positioning
around inclusion and community, so it reads as consistent rather than opportunistic.

Root your brand in place and heritage

Zubréwka — "Explore The Wild Side” (Poland): Zubréwka took a different approach to conviction: doubling

;L“BROW/@, down on provenance and heritage. The brand's first major campaign in 15 years centered on its connec-
% tion to the Biatowieza Forest, one of the last primeval forests in Europe, and the European bison. The
campaign showcases genuine connection to place in a category often criticized for commoditization.

WWW.SNipp.com 9
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5. Normalize Non-Alcoholic With Sober Celebrity Credibility

Celebrity-backed brands have often outperformed in fast—-growing categories where consumers want guid-
ance on what to choose. Non-alcoholic is exactly that kind of category: crowded, still a bit confusing, and
socially loaded. A sober (or sobriety-adjacent) celebrity can do what a paid endorser can’t: make the choice
feel normal, social, and low-stakes. They aren’t acting sober for a campaign, and their credibility makes NA
feel like a confident choice, giving consumers permission to switch without explanation.

Charlie Sheen — Wild AF Brewing leans directly into a real recovery narrative, framing sobriety as momen-
Wiid AF tum and reinvention, not deprivation. The messaging makes the product feel like an empowered choice
rather than a substitute.

John Mulaney —Years NA uses humor to puncture the stigma, making NA feel culturally current and socially
Yeal‘S" easy. 'Years feels like a beer you reach for in a cooler in a driveway, watching someone who won't get a
gas grill try to light the coals,” he says. That's the tone: a good time, just without alcohol.

Tom Holland — Bero skips the recovery narrative entirely, leaning on broad mainstream appeal. The brand
BERO benefits from his massive Gen Z reach while keeping the tone approachable and lifestyle-forward: NA as
default, not exception.

6. Design for the Feed, Not Just the Shelf

For a meaningful share of 18—34 consumers, a “new experience” doesn’t feel complete until it's shareable. If
your product doesn’t photograph well, read clearly on a phone screen, or signal a vibe instantly, you're
leaving discovery on the table (even if you win at the shelf). Statistics show over one in three Gen Z and
millennials say social media is the most effective advertising channel used to inform them about new NA
beverages.

Create shareable triggers

PP Kahlia x Dunkin’ telenovela: the campaign is a story engine with a nonsensical drama designed for social

' 1A . . . . . .

lKﬁa ..ﬁb] sharing and conversation —— built for clips, reactions, and reposts. Actress Salma Hayek bursts into a
melodramatic scene to reveal the 'imposter’ bottle is really Kahlia Dunkin' Caramel Swirl Cream Liqueur.

Make the pack an instant social thumbnail

Surfside — “sunset stripes” The can design is the brand in the case of Surfside. Its distinctive multi-colored
Surﬁgjde horizontal stripes evoke a beach sunset ("sunshine in a can"), and make it recognizable in a split second—so
every photo, cooler shot, or party post doubles as advertising.

818 Tequila — “Free the Nip”: Instead of treating 50ml bottles as a convenience format, 818 reframed

8'8 them as expression and identity—fashion accessories with collectible bag charms, tapping into Gen Z's
little treat culture', alongside Labubu dolls and lip gloss keychains. These mini bottles are designed to
show up in photos the way those little treats do.

WWW.SNipp.com 10
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7. Treat On—-Premise as the Discovery Engine,
Not Just a Channel

As drinking becomes more selective and situational, bars and restaurants are regaining influence as decision
environments. Off-premise still dominates (62.74% in Europe, in 2025) but on—-premise is where consumers
are most likely to discover something new and trade up. Those moments carry into retail: 61% of U.S. con-
sumers say they’ve purchased a brand in—store after first trying it in a venue.

Incentivize bartenders as trusted influencers: A single recommendation can convert uncertainty into a
confident choice, especially for newer formats and premium tiers.

Diageo — World Class: The brand’s global competition platform builds prestige and positions bartenders as
DlAGEO high-trust advocates of premium spirits. Winners showcase how brands can translate product heritage into
signature serves and immersive “perfect serve” moments.

Turn venues and events into conversion moments: On-premise + live events are where brands can
engineer moments that build cultural membership.

ABSOI-"T Absolut + Coachella: Absolut created an immersive on-site venue “House of Cosmo”, built around its
VODKA signature cocktail, amplified by Paris Hilton and cultural commentator Tefi Pessoa, with an opt-in SMS text
line for festival tips—extending the activation beyond the festival grounds.

Jagermeister + Unearthed: The brand built a touring “Jagerhaus” for the UK festival circuit—a music—first
venue showcasing emerging artists, DJs, and bands. With a VIP loft, custom cocktails, and an immersive
entrance tunnel misted with the brand’s signature herb—and-spices, it became a repeatable, ownable
branded experience.

8. Bridge Generations, Don't Segment Them

When fewer people are drinking overall, you can’t afford to market like only one age group matters. The
campaigns that hold up tend to anchor themselves in shared occasions (game day, holidays, parties) and

universal motivations, so the same idea can land with a 27-year-old and a a 57-year-old. Without feeling like
it was made for someone else.

Make the occasion feel inclusive (not age-coded)

Lipton Hard Iced Tea — “Don’t Retire the Party”. Lipton uses older creators and “retirement house” humor
[Lipton to invites older drinkers into the fun instead of treating them as irrelevant—while also giving younger
HARD

[CEnTER audiences something inherently shareable. The campaign uses a playful, cross—generational premise that

unites Boomers and Millennials in the name of one shared passion: partying, ideally with a cold hard tea in
hand.

Use cultural figures that already span age-groups

BU Bud Light — Peyton Manning: A familiar reference point across age groups: older audiences know Peyton
LIGHT| (from football, younger audiences recognize him from pop culture, commercials—even memes. The brand
borrows that broad familiarity to make the campaign feel widely encompassing.

WWW.SNipp.com
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9. Treat Your Label as a Trust Tool, a Receipt, and a
Re-Engagement Unit

The label is becoming your most consistent, highest-frequency consumer touchpoint—especially in channels
where you can't rely on paid media precision. In Europe, ingredient and nutrition disclosure requirements
(often delivered via QR e-labels) are pulling packaging and QR pathways into the center of the experience.

Make the bottle easier to choose in five seconds

Barefoot Wine — “clarity at a glance”: In its packaging refresh, Barefoot leaned into recognizability and

ﬁBAREFGDT decision support: a bigger, more legible brand mark, plus tasting cues placed on the front label so shoppers
can choose confidently without overthinking. The label does conversion work by reducing shelf confusion
and speeding up selection—especially for non—-expert buyers. Barefoot's internal “mom test” captures the
point: could a normal, busy shopper grab the right bottle quickly, without help?

Use QR as the expandable “back label”

e Pernod Ricard — QR as the compliant detail layer. The key play isn’t the QR itself; it's the logic. Keep the
Cr;;i?;‘j lii:”fi;fim physical label clean and confidence-building, and use the scan as the place to share deeper product
information (e.g., ingredients, health messaging, sustainability practices) safely and compliantly.

Turn the GR path into an owned relationship (not just a fact sheet)

Don't let the scan end in a dead—end disclosure page. Build a clear next step that exchanges real value for
opting-in — for example: serve suggestions, store locators, recipes, games/contests, perks, or limited
drops. This is how the label becomes a genuine re-engagement channel.

Jim Beam - turning a scan into participation. Jim Beam wanted to engage and reward its consumers in a
J[BEAM fun way. Snipp created an age-gated QR flow where consumers scan, register, and upload a photo to
enter a sweepstakes draw. Rewards included a VIP distillery trip (behind-the-scenes tour), backyard
games tournament, exclusive tastings, catered meals, and other bespoke experiences.

10.Win the New Discovery Layer: Be Legible to Al
(and Still Compliant)

Shoppers are increasingly using Al to narrow choices when they feel overwhelmed: they ask, get a shortlist,
and only then decide where to buy. For alcohol brands, that creates a simple test: can a recommendation
engine understand your product well enough to suggest it—and can you convert that interest in an age—gat-
ed, compliant way? One recent U.S. consumer survey from DRINKS reported that 31% of adults over the age
of 21 have already used Al to aid in alcohol selection, and 71% would be interested in adopting the
technology if offered by liquor stores and online retailers.

Reduce choice overload where decisions actually happen

Retailers are actively building guided-choice tools that turn a few preference questions into a shortlist,
helping consumers decide faster at the exact moment they’re wavering.

WWW.SNipp.com n
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M &S Marks & Spencer’s “Wine Finder” (UK) is designed to match wines to stated preferences, reducing shelf
paralysis and making trade-up feel safer because it's anchored in what they like, not wine knowledge.

Virgin Wines (UK) partnered with Preferabli to power more personalized discovery, using preference-based
T recommendations to help shoppers find their taste in a bottle faster and come back for similar picks.

Make your product “machine-readable” without losing brand nuance

To earn recommendations—whether from retailer tools, marketplaces, or consumer Al-you need to build for
clarity (clean inputs drive accurate outputs):

Structured product facts: ABV, format, style, flavor cues, key ingredients, provenance, and any
sustainability claims.

Two-three descriptors that you want repeated correctly (e.g., citrus—forward, smoky, no added
sugar, etc.).

Compliant conversion paths: age-gated landing/QR flows that turn curiosity into a relationship (reci-
pes, pairings, store locators, limited drops).

Conclusion

The alcohol industry’s center of gravity is shifting: from product to occasion, from liquid to
lifestyle. The brands winning now aren't selling what's in the bottle; they're selling what the
bottle makes possible.

In a market where volume is soft and scrutiny is rising, “make a moment" is the most reli-
able growth lever. Brands that treat the bottle as a prop in a larger lifestyle narrative will
thrive. Those clinging to product-first messaging will find themselves speaking a language
consumers no longer understand.
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e W Snipp provides promotions, sweepstakes, digital offers and loyalty programs designed to
SNIPP."' engage customers across the entire path to purchase - in—store, at home and online.

Clients can run one-off promotions to evergreen loyalty programs that meet objectives at a
brand, shopper, category, and portfolio level - customizable by region, language, channel,
retailer and more.

Our modular Customer Acquisition, Retention & Engagement platform, powered by our mar-
ket-leading receipt processing platform, enables implementation of ROI-driven, omni-chan-
nel programs, globally. We capture data in real time and build proprietary data sets, enabling
intelligent decision-making for driving engagement, personalization and loyalty.

For over a decade, we have worked with the world’s leading organizations in both B2C and
B2B spaces, across industry verticals including CPG, retail, pharma, utility, home and
outdoor, alcohol, tobacco, lifestyle and more.

Visit us at snipp.com for more details and program examples.

0000

Snipp offers the following solutions

Receipt Processing

Scale activations and reward consumers — an OCR powered validation of any purchase (receipt/PO/invoice etc.) or non—-purchase
(image, survey, social, etc.) transaction. Retailer and device agnostic. Capture invaluable data.

Promotions & Sweepstakes Loyalty Rebates

Create sweepstakes, GWP, cash-back,
instant win, gamification, social media
and shopper promotions to drive sales
and engagement. Setup, legal and
fulfillment too.

Rewards

Incentivize and reward customers with
an exhaustive catalog-across any
geography, industry or consumer

demographic. 250+ categories and
58+ currencies.

Modular customer loyalty platform with
comprehensive earn and burn mecha-
nisms as well as deep personalization
and segmentation to drive engagement
and retention.

Digital Offers

Create, distribute, track and mea-
sure single or multi-brand digital
barcode offers from a single
platform that includes the industry
first Financial Media Network.

Data & Analytics

Streamlined Digital Rebate Management.
Flexible, efficient, scalable and secure.
One-stop platform for multiple rebate

programs for consumers and B2B channel

partners.

Media Networks
Reach an untapped audience of 65

million+! Brands, retailers and retail media

networks can reach a bank’s audience
with SKU-level offers and promotions on
everyday spend items.

Capture and make sense of complex consumer behaviors and purchase patterns. Turn this into actionable insights for personaliza—

tion and engagement.

Snipp’s technology and marketing solutions help brands in highly regulated categories such as beer, wine, and
spirits run compliant, high—-performing promotions and loyalty programs. With built-in fraud protection, and
omni-channel execution that delivers measurable ROI.

WWW.SNipp.com
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