
HOW TO TRANSFORM 
SALES PROMOTIONS INTO
MAGIC BRAND MOMENTS



INTRODUCTION

How can you get consumers to notice your 
sales promotion when they’re exposed 
to over 5,000 marketing messages every 
single day?
 
You might feel like your sales promotions 
need to include a hefty discount to stand 
out from fierce competition.  But, while it’s 
true offering a ridiculous price reduction 
might help you cut through the noise 
momentarily, it will only help sales in the 
short term. 

The good news is, there is a better way to 
get your sales promotions noticed that 
not only helps you achieve your short-
term sales goals, but also strengthens your 
brand in the long run.
 
How? By shifting the narrative of your 
sales promotion away from facts (such as 
price), towards what consumers actually 
want. Using a combination of customer 
lifestyle relevance, active engagement 
and experience,  you can create magic 
moments that tap into your customers’ 
emotions and leave a lasting impression of 
your brand.
 
Based on RIX’s experience of transforming 
sales promotions into magic brand 
moments for more than 300 top brands 
around the world, we’ve created this 
practical guide to help you do the same. 
Follow these principles and you’ll not only 
cut through the clutter: you’ll make your 
competition irrelevant.

Here’s to magical marketing alchemy!

Pascal Haider
CEO of RIX Group
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WHAT IS A 
MAGIC BRAND MOMENT?

Magic brand moments are “instances where a customer feels exactly the way you want 
them to about your product.” As a marketer, they allow you to hone in on why you do what 
you do as a business and who you do it for, which is crucial in building brand engagement 
and loyalty.1  

Here’s what a magic brand moment might look like… 

Meet Maria, a 32-year-old marketing 
manager. Maria loves her high-pressure 
job, but it means she has limited free time. 
When she’s not working, she likes to meet 
friends and travel as much as possible. 

Coffee is her life-fuel: she wants the best, 
and she wants it quickly. That’s why she’s 
in the market for a high-quality, fully 
automatic coffee machine. While shopping 
around, she sees plenty of discounted 
coffee machines. Then, she spots one from 
De’Longhi that comes with a free return 
flight to a choice of major European cities… 

Right away, Maria’s business mind kicks in 
as she tries to work out the best deal. If she 
saves 10% on a $700 coffee machine, that’s 
$70 in the bank. But surely a free flight is 
worth more than that? Plus, it’s a chance to 
explore somewhere new (and take a guilt-
free break from work). 

She imagines herself enjoying a coffee in 
the dappled shade outside a quaint Parisian 
café. Yes, that’s just what she needs right 
now.

Decision made: Maria buys the machine.

MARIA’S MAGIC BRAND MOMENT WITH DE’LONGHI



Meet 43-year-old father, Nick, and his 11-year-old daughter, Sandy. Nick loves football – 
he never misses his favorite team play. Sandy’s not bothered about sports, but there‘s 
something she does care about: environmental sustainability.

Nick just found out about his team’s new sustainability initiative, ‘The Tree League’, which 
gives fans a chance to plant a tree whenever their team scores a goal. Finally, a reason for 
Sandy to watch a game with him! They both register online before the much-anticipated 
derby game. 

“Gooaall!” Ten minutes into the game, their team scores. Nick and Sandy get a text 
message: “We scored! Now it’s your chance to score a goal and plant a tree with us.” 
They’re redirected to a digital scratch card. Nick uncovers two trees and one football – bad 
luck, he can try again after the next goal. But Sandy uncovers three trees – she’s planted 
a tree… and suddenly football’s a lot more interesting!

By the end of the game they’ve planted three trees together and Sandy’s well on her way 
to becoming a football fan. From then on, she makes a point of watching the game with 
her dad every week.

NICK’S MAGIC BRAND MOMENT WITH HIS  
FAVORITE FOOTBALL TEAM 

PART I
WHAT IS A MAGIC BRAND MOMENT?



Meet Jack, a highly driven, 45-year-old entrepreneur. He started an import business back 
in college and now it’s grown into a thriving multinational corporation. Jack is proud of 
what he’s accomplished and enjoys spending his hard-earned money on luxuries like 
finely tailored suits and fast cars. To him, they’re symbols of success.

Jack’s decided he deserves a new car. He arranges a test-drive of the latest Maserati (only 
the best, of course). At the dealership, Jack is offered to upgrade to a ‘Taste Drive’ – he is 
invited to drive to his favorite restaurant and take a selfie out the front. When he returns 
he’ll get a dinner-for-two voucher to spend at that restaurant. Jack immediately thinks of 
the place where he met his wife, and spends the drive there reliving fond memories. 

A few days later, over a five-course candlelit dinner, he and his wife talk about life, love… 
and Maserati, without whom they wouldn’t be having this wonderful experience. The 
brand has exceeded their expectations – and the car is amazing, too. 

Decision made: the following week, Jack picks up the keys to their new set of wheels.

JACK’S MAGIC BRAND MOMENT WITH MASERATI

PART I
WHAT IS A MAGIC BRAND MOMENT?
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3 ELEMENTS THAT DEFINE  
A MAGIC BRAND MOMENT

Transforming a sales promotion into a magic brand moment takes a bit of marketing 
alchemy. It means creating a promotion that’s relevant to your customers‘ lifestyles, 
encourages them to actively engage in your brand, and ideally involves a post-purchase 
experience that creates an emotional connection.

It’s the first rule of marketing: lead with value. How does your product or service serve your 
target market? How does it fit into their lifestyle? In what way does it actually improve 
their life?

So, why stop when it comes to sales promotions? Rather than offering the same product or 
service at a lower price, studies show it’s better business to offer added value – consumers 
would rather get more than pay less.2 Plus, it allows you to maintain price integrity and 
foster positive associations around your brand.

1. RELATE TO YOUR CUSTOMERS’ LIFESTYLES

Create a halo effect around your brand by tapping into consumers‘ lifestyles

The halo effect is when people form a positive impression of something – be it a person, 
a product, or a brand – because it’s associated with something else they feel positively 
about.3 Once you know your customer’s interests and desires, you can find a way to 
associate your product or service with their ideal lifestyle and make your brand part of 
that dream.

You could tap into a consumer trend to gain traction. But beware of trying too hard to 
be part of a trend that isn’t truly aligned with your brand. Consumers are smart – they’ll 
see straight through it. Not only that, they’ll lose trust in your brand if they feel you’re not 
being authentic.

Lifestyle Relevance   +    Active Engagement   +    Experience   =   Magic Brand Moment

STUDIES SHOW CONSUMERS WOULD  
RATHER GET MORE THAN PAY LESS



Position your brand at the top of Maslow’s Hierarchy of Needs 

Maslow’s psychological theory of motivation tells us all humans have five basic needs. 
In order of priority, they are: physiological, safety, love and belonging, esteem, and self-
actualization needs. The first four are deficiency needs, meaning they’re only a motivator 
while they’re unmet. Whereas self-actualization is a growth need that stems from the 
desire to develop and make progress – once met, it tends to become even stronger.4

If you want to create a magic brand moment, help your customers self-actualize (or 
become the person they want to be). Not only does this add ultimate value by meeting 
the most advanced human need, which in itself is pretty magical. Since self-actualization 
is a continual process of becoming, rather than a final destination, it also lends itself to a 
more sustainable strategy.

PART II
3 ELEMENTS THAT DEFINE A MAGIC BRAND MOMENT

TO CREATE A MAGIC BRAND MOMENT, 
HELP YOUR CUSTOMERS BECOME THE 
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CASE STUDY

De’Longhi’s product is a premium coffee maker, but what they really sell is an experience: the 
ritual of brewing the perfect steaming cup that makes a busy day that much easier. 

They know their ideal customer, Maria, is a business-minded professional who’s experience-
orientated and loves to travel.

RIX collaborated with De’Longhi to offer a free flight to a choice of destinations in Europe and Asia 
when they bought a coffee maker. 

The reward has a much higher value perception than a discount, which appeals to the business-
minded professionals they serve. It allowed De’Longhi to create a halo effect around their brand 
by associating it with something their ideal customer loves: travel. Plus, it appeals to Maria’s need 
for self-actualization – by fulfilling her dream of travelling to Paris, they help her move one step 
closer to becoming the person she wants to be.

This magic brand moment led to an 82% increase in sales and a 26% increase in market share. Plus, 
thanks to increased consumer interest De’Longhi received premium placements with retailers 
long after the campaign.

How De’Longhi created a magic brand moment by relating to their customers‘ lifestyles

PART II
3 ELEMENTS THAT DEFINE A MAGIC BRAND MOMENT

WHICH WOULD YOU CHOOSE?

Value Perception:
~ $70

Value Perception:
> $200



PART II
3 ELEMENTS THAT DEFINE A MAGIC BRAND MOMENT

Engagement marketing encourages your customer or 
prospect to become involved – or engaged – in the brand 
experience by generating meaningful interactions with 
them.5 One study found 74% of customers are more likely 
to buy a product promoted this way6, while another found 
engagement marketing accounted for 50-80% of all word-
of-mouth activity.7  

This could be due to the so-called ‘IKEA effect’ – the theory 
that “labour alone can be sufficient to induce greater 
liking for the fruits of one’s labour.”8 This emerged from an 
experiment where participants were asked to fold origami 
animals, then bid to buy creations by both themselves and 
experts. They placed disproportionate value on their own 
creations, showing that active involvement increases the 
perceived value of a purchase.

When it comes to sales promotions, making customers feel 
they have as much to gain from engaging with your brand 
as you do will foster a sense of reciprocity that keeps them 
emotionally connected to your brand.9 Finding ways to add 
value to your customer experience by encouraging active 
engagement can help you create magic brand moments. 

2. ENCOURAGE ACTIVE ENGAGEMENT

Encourage active engagement through amplified word-of-mouth marketing

Word-of-mouth marketing means influencing and encouraging discussion among 
consumers about your brand, product, service, or event. Seventy-four percent of consumers 
say word-of-mouth is a key influencer in their purchasing decisions.10 Maybe that’s because 
92% of them believe suggestions from friends and family more than advertising.11

Amplified word-of-mouth marketing12 – where marketers create dedicated campaigns to 
encourage and accelerate the process – has double the benefits for brands. Not only can 
it drive sales and reduce your advertising spend and customer acquisition cost. It also 
encourages emotional engagement with your brand, which makes customers more loyal 
and increases their lifetime value.



Use gamification to encourage active engagement with your brand

Gamification means applying game mechanics – such as point-scoring, competition and 
rules of play – to non-gaming environments13 to engage and motivate people to change 
their behavior, or achieve certain goals.14 This method of marketing taps into the brain’s 
reward system and encourages us to behave in a similar way again. 

The expectation of a reward (rather than actually receiving it) powerfully influences 
emotional reactions and memories.15  So, if you want to form emotional connections with 
customers that lead to magic brand moments, introducing gamification and rewards to 
your marketing strategy is an excellent way to start. 

CASE STUDY

As part of an environmental sustainability drive, Juventus Turin is planting 200 trees for every 
goal the team scores.16 An admirable initiative, for sure. But they could transform this into a magic 
brand moment that strengthens fans’ emotional connection with the club, simply by encouraging 
active engagement.

Take Nick, our football fan in Part 1. Like many Juventus Turin fans, he’s a sports enthusiast with 
teenage children – who, being Gen Z, are likely to care about sustainability. By creating a Tree 
League like the one Nick engaged in with his daughter, Juventus could allow fans to combine their 
love for football and family. This would not only encourage active engagement via gamification, 
but would also create a halo effect around the brand by association with the things their  
customers love.

How Juventus Turin could create a magic brand moment by actively engaging their fans

PART II
3 ELEMENTS THAT DEFINE A MAGIC BRAND MOMENT



PART II
3 ELEMENTS THAT DEFINE A MAGIC BRAND MOMENT

In today’s experience economy, 76% of consumers would rather spend their money on 
experiences than material things, according to Momentum Worldwide’s 2019 research.17  
Indeed, since 1987 all US consumer spending on live experiences and events has increased 
by 70%.18 

Psychologists have discovered experiential purchases make people happier for longer 
than material purchases. One reason is that we’re more prone to adapting to material 
possessions in a way we don’t with experiences. Another is that experiences comprise 
a more meaningful part of our identity. And thirdly, they’re a better tool for fostering 
social relationships, which are essential to human health and happiness.19 All promising 
ingredients for a magic brand moment.

But don’t mistake ‘customer experience’ with offering an actual experience. In the 
experience economy, experiences are a distinct offering from services that require brands 
to use “services as the stage, and goods as props, to engage individual customers in a way 
that creates a memorable event.”20 

3. OFFER A POST-PURCHASE EXPERIENCE

Maserati is a brand that stands for innovation and excellence, 
which is synonymous with leading a luxury lifestyle. They wanted 
to increase visits to their brick-and-mortar dealerships, encourage 
test drives, and show off their newest models.

They know their ideal customer, Jack, is a high-flyer coming up to 
middle-age who enjoys the good life. They also know he’s likely to 
be married or in a long-term relationship.

RIX collaborated with Maserati to create a ‘Taste Drive’, where 
prospects could enjoy a free dinner just for test-driving one of 
their cars to their favorite restaurant. 

The reward included a post-purchase experience (the test drive 
being the purchase in this case) that created an emotional 
connection with their brand and triggered the halo effect. This 
caused Jack to associate Maserati with the luxurious restaurant 
experience he enjoys so much and fond memories he shares with 
his wife. It also encouraged active engagement with their brand 
and generated amplified word-of-mouth marketing.

How Maserati created a magic brand moment with a post-purchase experience

CASE STUDY
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CREATE YOUR OWN  
MAGIC BRAND MOMENT

To create magic brand moments, think of your sales promotions as an extension of your 
creative marketing and advertising. Unlike homogenous discounts – which offer very little 
customization or differentiation – rewards are an opportunity to showcase your brand 
and product, create an emotional connection with your customer, and differentiate your 
brand from the competition.

What does your brand stand for? Getting clear on your brand purpose, mission, vision 
and values is crucial for creating magic brand moments that increase brand equity in the 
long term. You wouldn’t run an advert with the wrong tone of voice, or create content that 
conflicts with your brand values. So, what’s different with sales promotions? 

If you’re a luxury brand focused on quality, why would you cheapen your image by cutting 
prices? If your brand prides itself on serving your customers, why would you undermine 
their trust by wavering in your price integrity? Similarly, if you’re an outlier brand who 
stands out by doing things differently, why would you run a discount promotion that 
looks just like every other?

When customers are shopping for a product, they’re thinking about how that product can 
improve their life. So, what are your value propositions? What’s your unique selling point? 
This is your starting point. Lead with value by considering how a reward can highlight 
those benefits.

Differentiating your offering in this way prompts consumers to consider foremost the 
value of your product or service, as opposed to merely the price – leaving your brand less 
vulnerable to comparison and discount-sparring with competitors.

1. ALIGN WITH YOUR BRAND ATTRIBUTES

2. HIGHLIGHT YOUR PRODUCT‘S BENEFITS

A REWARD CAN HIGHLIGHT HOW YOUR 
PRODUCT CAN IMPROVE PEOPLE‘S LIVES



PART III
CREATE YOUR OWN MAGIC BRAND MOMENT

In a market flooded with discount promotions, it’s easy to be caught in a downward price 
spiral. When discounts become the norm rather than a differentiator, the best way to 
stand out is to offer more, rather than charging less.

To reclaim your differentiation leadership, focus on what makes your offering unique. That 
could be your brand, or your product. But it could also be your team, or your community 
model, or your approach to sustainable business.

Unlike discounts, there’s almost no limit to what reward promotions can help you achieve. 
Yes, they can increase sales and market share quickly. But they can also increase brand 
loyalty and engagement, encourage upselling and bulk-buying, or even lead to increased 
POS display space – all ways to stand out from your competitors.

3. STAND OUT FROM YOUR COMPETITION

Shortly before the launch of the Hero 8, GoPro wanted to grow interest in its predecessor, the Hero 
7, in Germany and Russia.

One of the key benefits of the GoPro Hero 7 is its portability when traveling and resilience in outdoor 
environments. Together with the brand, we decided to showcase these by offering customers a free 
flight to a choice of destinations, where they could take their newest piece of kit on an adventure 
trip.

This reward was relevant to their customers’ lifestyles in that GoPro users tend to be avid adventurers. 
It encouraged active engagement with the brand, thanks to a call-to-action to use a dedicated 
campaign hashtag when posting photos and footage from the trip on social media. And it created 
a memorable travel experience that helped build an emotional connection with the brand.

The campaign was a huge success. Sales were on par with previous discount campaigns, proving 
consumers are willing to pay more for a product that comes with a reward. Social engagement 
was higher than similar historical campaigns. And GoPro successfully sold out of their old model at 
its full price before the launch of its successor – gaining brand awareness and new loyal customers 
along the way.21

GoPro showcases its product to create a magic brand moment

CASE STUDY



1-MINUTE QUIZ TO  
TEST YOUR PROMOTION

Want to know if a reward could transform your sales promotion into a magic 
brand moment? Take our quiz to find out.

PART IV
quiz



PART IV
1-MINUTE QUIZ TO TEST YOUR PROMOTION

To test your promotion idea, answer the questions on the following page and plot your 
position on the chart below. If your idea sits to the right of the line in the green area, 
you’ve got a winner. If it’s on the left of the line in the red area, you need to think again.  
If you happen to land right on the line, you‘re on the right track... but there is still room for 
improvement. 
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PART IV
1-MINUTE QUIZ TO TEST YOUR PROMOTION

Answer the questions below about the customer-fit and the brand-fit. For every question 
you answer ‘yes’, you score one point. Then go back to the chart on the previous page and 
see how your idea scores. 

1. LIFESTYLE

Is the reward relevant to 
your customers’ lifestyles?

1. ATTRIBUTES

Does the reward 
align with your brand 

attributes?

CUSTOMER-FIT

BRAND-FIT

Number of questions answered with YES:

2. ENGAGEMENT

Does the purchase 
process encourage active 

engagement?

2. BENEFITS

Does the reward 
highlight your 

product‘s benefits?

3. EXPERIENCE

Does the reward 
involve a post-purchase 

experience?

3. COMPETITION

Does the campaign 
make your brand stand 
out from competitors?

YES = 1 Point NO = 0 Points

CUSTOMER-FIT POINTS

Number of questions answered with YES: BRAND-FIT POINTS



PART IV
1-MINUTE QUIZ TO TEST YOUR PROMOTION

Let‘s have a look at how a conventional discount campaign and the magic brand 
moments described in Part I would score.
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How would a conventional discount campaign score?

How did Maria’s magic brand moment with De’Longhi score?
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PART IV
1-MINUTE QUIZ TO TEST YOUR PROMOTION

Let‘s have a look at how the magic brand moments described in Part I scored.
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How did Nick’s magic brand moment with his favorite football team score? 

How did Jack’s magic brand moment with Maserati score? 
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COLLABORATE WITH RIX TO  
CREATE A MAGIC BRAND MOMENT

At RIX, we collaborate with brands to transform your sales promotions into magic brand 
moments, empowering you to increase sales and market share in the short term, while 
boosting long-term brand equity.  From idea through to execution, we create rewards 
that fit your brand, fit your customer, and make you stand out from the competition.

We’re trusted by top brands including Mastercard, Samsung, Nivea and Zalando.

Want to find out what we can do for your brand? Get in touch for a free consultation.

GET IN TOUCH

RIX Group AG  | rixrewards.com | office@rix-group.com 

https://rixrewards.com/contact/?utm_source=whitepaper&utm_medium=pdf&utm_campaign=magicmoments
https://rixrewards.com/contact/?utm_source=whitepaper&utm_medium=pdf&utm_campaign=magicmoments
https://rixrewards.com/?utm_source=whitepaper&utm_medium=pdf&utm_campaign=magicmoments
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