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THE POINT OF
SALE AS AN
ENGAGEMENT
CHANNEL

The point of sale is no longer just where a purchase is
completed. It can also become a space for brand
Interaction, data capture, prize and incentive delivery, and
connections between physical touchpoints and digital
experiences.

A digital promotion can turn a display, product packaging,
screen, purchase receipt, or QR code into the starting
point of a measurable experience. This allows us to
analyze performance by location and continue engaging
customers after their visit.



Six key elements to consider when planning a point-of-
sale promotion:

H OW TO 1. Objective: Drive traffic, purchases, data capture,
loyalty, awareness, or repeat visits
2. Participation timing: Before, during, or after
DESIGN A

3. Access point: QR code, screen, tablet, purchase
receipt, packaging, SMS, notification, email, or link
4. Mechanic: Prize drawing, game, instant prize, quiz,
P RO M OTI O N voting, registration, or purchase validation
b. Incentive: Instant prize, coupon, discount, entry into a
prize drawing, or cumulative reward

6. Measurement: Registrations, entries, visits, prizes
awarded and redeemed, and results by location



PROMOTIONS
WITH IN-STORE
PARTICIPATION




MULTIMEDIA
KIOSK FEATURING
SPIN THE WHEEL

INFORMATION
DISPLAY WITH
PARTICIPATION
REQUIREMENTS

Carnet Jove Andorra, the country’s European Youth Card program, launched a loyalty and member acquisition campaign aimed at young
people. Club members could take part exclusively in a Spin the Wheel promotion installed in a shopping center. Visitors who were not

vet members could download the app on-site and then participate.

The activation featured a staffed area with an information display and a multimedia kiosk presenting the wheel. The campaign combined
member acquisition, an in-person experience, and an instant incentive in one space.
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o ccelarcangel « Follow

iVEN AJUGAR Y GANA
FANTASTICOS PREMIOS!

7. 8, 14 y 15 de julio

The Arcangel Shopping Center launched a loyalty campaign
to boost sales during the summer. Customers who presented
a purchase receipt over €20 could immediately take partin a
Spin the Wheel promotion displayed on a screen.
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1 likes

ccelarcangel $§ . jEste fin de semana seguimos
jugando en el #CCElArcangel a nuestra tradicional
ruleta de verano! *

«r La semana pasada fueren muchos usuarios los que
consiguieron nuestros premios: colchonetas, maletas
@, pelotas ®), patinetes/ , ... jEsta semana te tiene

que tocar a til\&

The promotion featured a staffed area with an information
banner and a device where participants could view the result
of their spin.

Si quieres jugar y ganar uno de nuestros regalos,
japunta estas instrucciones! » » Presenta un ticket de al
menos 20€ de tus compras realizadas en nuestro
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A sportswear retail chain celebrated its tenth anniversary with a promotion designed to drive traffic to its stores. To

participate, users scanned an in-store QR code and verified their location, giving them the chance to receive a free product
or discount through a winning moment.

The campaign ensured that participation took place at a physical store and allowed the brand to centrally track prizes
awarded, participant numbers, and results by location.



CUSTOM
PROMOTIONAL

SHELF STOPPERS

Liked by rebeca.sequeira and others

delyannearjona @ Tu que harias con esta platita?
Chuleta B/.2500.00 resuelven y es muy facil y Delycioso
ganarlos!!! Con @elmolinocriollo

Compra mas de B/.5.00 en productos
Registra tu factura en el cddigo QR
Resuelve las trivias y Gana!

Y oy

W Ao :
En este regreso a clases

pasa sobrao’ con El Molino Criollo

Y "Back To
= SCHOOL

HASTA $2,500 DOLARES

en premios en efectivo

Promocidn wdlida del 17-03-25 hasto of 24-04-25. Términos y condiciones aplicon.

La Trivia de
El Molino Criollo

Responde correctamente y gana
premios en efectivo.
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IN-STORE PRIZE
DELIVERY

46 likes

elmolinocriollo jFelicitaciones a nuestros ganadores! = ¥
Ya ellos canjearon su premio... jtU podrias ser el siguiente!

¥ Untimos dias para participar: promocién vélida hasta el 24
de abril de 2025.

.- Encuentra El Molino Criollo en los mejores supermercados
del pais.

iListo para ser nuestro préximo ganador? jNo dejes pasar
esta oportunidad! #

#EIMolinoCriollo #BackToSchoolConEIMolinito
#HarinaEIMolinoCriollo

Molino Criollo, a breakfast food brand, launched a back-to-school promotion in stores. After purchasing one of its products,
customers scanned the QR code on the shelf, uploaded their purchase receipt, completed a quiz, and competed on the
leaderboard for a chance to win a prize.

Although the mechanic involved several steps, participants could complete the entire experience easily from their phones. The
campaign was also promoted on social media with the help of an influencer, who explained how it worked from inside a store.



REGISTRATION LANDING
PAGE FOR PHOTO UPLOADS
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CONCURSO-SORTEO FOTOGRAFICO
CLUB OURENSE BALONCESTO

CON MEL DE GALICIA

6-7 DE ABRIL DE 2024
| HA FOTO NO PHOTOCALL QUE AGACAL INSTALARA D

CAMPAIGN-BRANDED J

PHOTO BACKDROP CONCURSO-

SORTEO
Mel Galicia, a Galician honey brand, partnered with the local FOTOGRAFICO
professional basketball club Club Ourense Baloncesto to CLUB OURENSE
promote its locally sourced products during a game. BALONCESTO CON

Attendees took a photo in front of a branded backdrop and
uploaded it to the contest microsite to enter a drawing for
three product bundles.

MEL DE GALICIA s

The activation combined brand visibility at the event, user-
generated content, and product promotion.
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REGISTRATE | SIGN UP

RELLENA EL FORMULARIO PARA COMPLETAR TU REGISTRO
FILL OUT THE FORM TO COMPLETE YOUR REGISTRATION

NOMBRE | NAME * APELLIDOS | LAST NAME *

PROVINCIA | PROVINCE *

PAIS | COUNTRY *

LEAD CAPTURE
LANDING PAGE

Mucho Mas, a wine brand from the winery group Félix Solis Avantis, used an informational roll-up banner with a QR code at a
concert to promote its wines and drive sales. After purchasing one of the brand’s products, customers could scan the code and

iInstantly discover whether they had won a prize.

In addition to encouraging purchases, awarding prizes at the event increased brand visibility and reinforced its visual identity.
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FROM ONLINE TO
OFFLINE: A
CAMPAIGN TO DRIVE
TRAFFIC TO PHYSICAL
LOCATIONS
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99 pibastreetgourmet - Follow

 [GANAUNVUELO!
PIBA BARCELONA & PIBA MILAN

COMO PARTICIPAR?
DEL 13 AL 16 DE OCTUBRE, EN TODOS LOS PIBA DEL
MUNDO, CON TUS CONSUMICIONES OBTENES SELLOS
MAS JUNTAS, MAS OPORTUNIDADES DE GANAR!

1 SELLO
BIRRAS TIRADAS
TRAGOS

COPAS DE VINO
CANASTAS

2 SELLDS
PINCHOS
BURGERS
SLIDERS

BOTELLAS DE VINO Y ESPUMANTE

DOV

Liked by prigeist and others

pibastreetgourmet No te preocupes por las siglas.
Preocupate por armar la valija 34

Y bueno... también por agendar las fechas y leer las
instrucciones.

Del lunes 13 al jueves 16, nos vemos en CASA

@Q = o °

Registrate

Completa el formulario
para participar del sorteo del vuelo a
PIBA Argentina y PIBA Italia.

Nombre * Apellidos *

Teléfono*

-- Selecciona ..

[J He 1leido y acepto las

[J He leido y acepto la

PIBA DIGITAL STAMP
WITH EVERY

s JOn Ln LT PURCHASE
@0000
Q00000
00000

ima actualizacién: 16/10/2025, 23:07 h

Restaurant chain PIBA celebrated its international expansion with a Digital Stamp Card designed to encourage repeat visits.

Customers scanned a QR code on their phones, registered once, and collected a stamp with every purchase. Each stamp
automatically became an entry into the final drawing for a trip.

The four-day campaign ended with a live drawing at the restaurant, combining purchases, entertainment, and in-store loyalty.




INTERACTIVE POP-UP BOOTH
WITH COUNTER, PROMOTIONAL
FLAGS, AND SCREEN

Vall de Nuria, a mountain resort and ski destination,
launched a student-focused campaign. The brand set up
an interactive pop-up booth at several universities,
where students could take part in a Spin the Wheel
promotion and win discounts and prizes.

PORTABLE DEVICE FOR
EASY PARTICIPATION




DIGITAL STAMP
/ FOR EACH CLASS

hP
Registra tu ra
entrenamiento

QR CODES IN THE ‘ | |

Para estampar un nuevo sello en tu healthPass, B ri | IG *:

% 4 : il T — N - Y T e | I-Te el QR que encontraras en las salas de

G RO U P F IT N ESS e o Y ! actividades dirigidas, de fitness y en recepcién
”~ ' de tu centro

ESCANEAR QR
BEE®O

near deberas permitir el acceso a tu camara.

TERMINOS ¥ COMDICIONES TERMINOS ¥ COMDICIONES
POLITICA DE PRIVACIDAD POLITICA DE PRIVACIDAD

CDO Fitness, a network of sports and fitness clubs, launched “jActiva tu energia y BRILLA con tu Health PASS!”

(“Activate Your Energy and Shine with Your Health Pass!”). The campaign used a Digital Stamp Card to encourage
attendance at group fitness classes and strengthen member loyalty.

Before each class, users scanned the QR code in the studio to add a stamp to their card. After collecting four
stamps, they were entered into a drawing for a sports backpack.
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Variety retail store chain Flying Tiger Copenhagen used a promotional display at the entrance to its stores to present its digital Advent
Calendar. Customers scanned the QR code with their phones and accessed the experience directly, seamlessly connecting in-store
communication with online participation. POS materials such as display units, posters, and signs increase the visibility of in-store
promotions and make them easy to access through QR codes.
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SHELF
STOPPERS

Veritas, an organic supermarket chain, launched a promotion to encourage purchases of its organic gazpacho products and strengthen
customer loyalty. After purchasing two units, users could access a Spin the Wheel promotion through the brand’s app and win rewards such

as a trip to Menorca.

The campaign was promoted in stores using displays, shelf stoppers, and informational signage. It is a strong example of how to integrate a

game mechanic into a loyalty program to drive product sales and increase customer engagement.
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35°/a Descuento
Q seguro
en tu entrada” de

1 dia a PortAventura Park

o 1 dia a PortAventura Park
+ Ferrari Lan

Chocolate milk brand Cacaolat integrated the promotion PACKS DE MINIERIK

GUARDA EL TICKET DE COMPRA
Y ESCANEA EL QR

directly into its mini-carton packaging, turning the product
itself into an advertising medium on the shelf. The packaging
included campaign information and a QR code to participate,
removing the need for additional in-store promotional
materials.

After purchasing two packs and uploading their receipt for
automatic validation, consumers received a discount for
PortAventura theme park.



INFORMATION
DISPLAY WITH QR
CODE
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IN-STORE DECALS
AND POSTERS

Grocery retailer Ametller Origen surprised customers with its “La ruleta del ahorro” (“The Savings Wheel”) campaign, a purchase-linked
promotion for loyalty club members. To participate, customers entered a code printed on their purchase receipt, identified themselves as
members, and spun the wheel for a chance to win discounts, €50 grocery baskets, or cookbooks.

The campaign was promoted across its store network using window and entrance decals, information displays with QR codes linking to
the wheel, and shelf stoppers. This allowed the brand to integrate the promotion at several stages of the in-store customer journey.



Danish beer brand Carlsberg, launched a point-of-sale promotion
to encourage purchases, increase visibility, and capture customer
data. The campaign was promoted through in-store materials
with QR codes, while the cans featured numeric codes that
customers entered in the promotion.

Each code instantly revealed whether they had won branded

merchandise and also entered them into the final drawing for a
trip to Brazil. The activation increased sales and purchase
frequency while building a qualified database for future
campaigns.

BLOCK DISPLAY WITH
PRODUCTS, SIGNAGE, AND
: QR-CODE FLOOR DECAL

o



LANDING PAGE

- 7 U FOR UPLOADING
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un viaje a Copenhague para 2 personas con
visita a los Jardines de Tivoli.

POR LA COMPRA MikIMA
| DEZ0 EN pLANT .

*Producto COMPO con valor minimo de 5€.
\ PRODUCTO compye

podias’ir de viaje a
__—_Copenhague con Compo?

H DESTINO
* =&.A' - “Eﬁ'?ﬁ'aslq“dte PARTICIPA

COMPO, a brand specializing in garden and plant care products, launched “Tu jardin te lleva de viaje” (“Your Garden Takes You

on a Trip”) to encourage purchases at participating garden centers. Customers who spent at least €20, including €5 on COMPO
products, could scan the QR code, upload their receipt, and enter a drawing for a trip for two to Copenhagen.

The campaign combined in-store communication with promotion on Instagram, maintaining a consistent and polished visual
identity across all channels.
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Agri-food cooperative COVAP temporarily adapted its bottle packaging to promote “Un mensaje en una
botella” (“A Message in a Bottle”), part of the #TodoVaASalirBien campaign. The packaging featured the
promotion and directed consumers to a registration form where they could enter a drawing for prizes such
as a game console or board games.

This turned the packaging into a promotional touchpoint while allowing the brand to collect contact details
from its target audience with their consent.




ADAPT EACH
GAME TO THE
FORMAT AND
DEVICE

Easypromos games and promotions can be displayed on
tablets and interactive kiosks to create engaging
experiences in stores, trade shows, and events.
Promotions can run in full-screen mode for quick and
Immersive participation.

The following features help adapt the design,
participation flow, registration, and session behavior to
shared devices.



P FULL-SCREEN DISPLAY

The game can be installed on the device as a Progressive Web
App (PWA). This displays it in full-screen mode and removes
browser elements such as the address bar and navigation

buttons, creating a cleaner, more integrated experience.

DEVICE-OPTIMIZED DESIGN

Adapt the promotion design to the screen where it will be
displayed. On interactive kiosks, the background can play a more
prominent role than on mobile devices or tablets.

PLAY WITHOUT REGISTERING FIRST

Allow users to access the game, quiz, or Spin the Wheel
promotion without registering first. After participating, they can
register to save their result or enter a prize drawing. This is
especially useful for kiosks and tablets in high-traffic locations, as
it enables quick participation and removes the initial barrier of a
registration form.

0P



Users play directly on the device without entering personal data.
The priority is immediate participation. If they complete the game
or win a prize, a QR code can appear on screen so they can scan it
and register privately from their own phone.

A: _—> ANONYMOUS MODE WITH QR REGISTRATION

3 AUTOMATIC RESET BETWEEN PARTICIPANTS

After each participation, display a button to end the session and
return to the start screen. You can also configure automatic
logout after a period of inactivity, preventing one participant’s
data or session from remaining visible to the next.

CONTINUOUS USE FROM THE SAME DEVICE

When many people participate from the same kiosk or device
using the same internet connection, frequency controls can be

adjusted so the system does not block new entries from the same
IP address or browser.



SIMPLIFIED REGISTRATION

When a campaign collects data directly through the kiosk or
device, identification and registration can be combined into a
single step. This reduces the number of screens and speeds up
participation.

CUSTOM OUTCOME SCREENS

Configure different screens for each game outcome: completed,
not completed, time expired, or move limit reached. Each screen
can include custom messages and images, and the score can be
hidden when it is not relevant.

SOUND, SCORING, AND PROGRESS

Games can include background music, sound effects, timers, and
scoring. Some mechanics also support objectives and progress
bars. These elements make the experience more engaging and
noticeable in a physical location.

PRIZES AND DATA CAPTURE

The experience can end with an instant prize, coupon, discount, or
entry into a prize drawing. Participant data can be requested
before or after the game, depending on the chosen flow. You can
also send an automated email to confirm registration or provide
prize information.

o



CONCLUSION

A point-of-sale promotion is most effective when it
connects the physical experience with a simple digital
mechanic, offers a relevant incentive, and makes it
possible to measure performance at each location.

With Easypromos, you can create digital promotions for
one or multiple points of sale, verify participant location,
manage prizes and inventory by location, provide tools for
local staff, and analyze results from one centralized
platform.
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Need more ideas for promoting your products
at the point of sale?

Request a video call with our team.



https://try.easypromosapp.com/request-a-demo/?utm_source=Easypromos&utm_medium=CTAbutton&utm_campaign=lookbook-pos-promos
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