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Embrace this new 
reality and pivot
Consumers are now looking for inspirational, 
escapist content. They want to see material that will 
help them cope in their new reality – not give them 
something unattainable to strive for.. 



QUARAFINE IG CONTENT SERIES 



Hyperlocal Influence 
helps brands focus their 
influencer strategy  
Local influencers promoting hyper local messaging will help 
brands deliver complex messaging as lockdown restrictions 
get lifted helping drive efficiency across influencer plans. 



X DELIVEROO PARTNERSHIP



Influencer enabled  
virtual experiences 
will grow exponentially
With a diminished cultural calendar over the summer, 
influencer enabled virtual experiences will help fill this void.  
From branded virtual spaces to live cooking classes, 
influencers will help drive this charge. 



Challenge
To bring a new audience to Bacardi’s premium whisky portfolio, 
enticing the ‘whisky curious’ to become whisky lovers. 

Idea
We approached Amazon with a proposal to host its first-ever live-
streamed whisky tasting, as the biggest player in this space. Ahead 
of the livestream, the limited-edition collection was made available 
exclusively from Amazon, allowing consumers to participate from 
the comfort of their own home.  
We recruited lifestyle influencers across Europe who helped us bring 
new users into the brand. The influencers then directed consumers 
to bespoke landing pages, allowing us to retarget them with paid 
media when they next visited Amazon. 

Results 
350% increase in brand impressions 

44% increase in brand search, showing broader interest rippling 
across the brand. 

129% increase in bottles sold with a 94% increase in revenue on the 
day of the livestream 

AMAZON LIVE WHISKEY TASTING 



The rise and rise of 
Social Commerce
There is a paradigm shift from the one-dimensional 
influencer campaigns we have seen in the past. Vanity 
metrics have been replaced with business outcomes that 
drives sales and conversion. 



Influence eComm
Influencers contribute to the decision
process and even spark the last click.

Platforms are increasingly empowering
this with influencer shopping features and
check-out possibilities

Several initiatives and new formats were
brought to life in order to maximise the
role of influencers

CREATE A FUNNEL-BASED STRATEGY 
LEADING TO ECOMMERCE



Influence eComm tactics

Social Media
in-app

Solutions

Influencer
e-comm

Apps

Affiliate
Program

IGC
amplification



Influencer led production 
goesmainstream 
Influencers can fill the content void that has resulted from a 
lack of access to studios, film crews, production teams, et 
al. Stretch the creative capabilities of influencers and 
embrace what they can bring as content creators. 
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