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Brands are increasingly
turning to coffee as a
means to deliver IRL
experiences because
of 1’s unique ability to
create a sensory and
communal connection
with consumers.

In an era of digital
domination, leveraging
the power of a simple
cup of coffee enables
brands to stand out
and build relevant
connections with their
CONsSUMers.
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Coffee offers a multi-sensory
journey that appeals to
consumers’ senses of taste, smell,
and touch.

E X P E R I E N C : o i This immersive experience
; B | | s R goes way beyond traditional
C E NTR I C — e S S G i advertising and digitall
B o e SR e R s N interactions by creating a

memorable and personal IRL
connection with the brand.
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SOCIAL
GATHERING

Coffee shops have long been
hubs for social interaction and
community building. Brands

can leverage this association by
creating pop-up destinations
that serve as social gathering
spaces, encouraging people to
spend time together and engage
In conversations around the
activation.
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Cafe style pop-up spaces
provide a platform for brands
to cross pollinate through
unique collaboration.

These partnherships can
Introduce the brand to a nhew
audience while adding an
element of uniqueness and
exclusivity to the wider IRL
experience.



Coffee culture is deeply
ingrained in many 1
making it a cultural
relevant and relata
theme.
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Brands can tap into
personal connection
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familiarity and reson e, e
with consumers. )
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Brands can use cafe spaces
as opportunities to sample
thelgproducts or showcase
adnd in a context

e It fits naturally
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Tim Nash is a creative thinker

| te about T hysical
brand experiences that engage anc FOLLOW
INnspire.
SDD &

T INM NASH
memorable global activations and SRR
strategies, winning a number of - OO FO R ALL THE
awards and accolades along the £ e T
waly. > B E ST R ETAI L
From a shopfloor start to heading I N S I G H TS a'

up global Visual Merchandising
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He has worked creatively in the
retail industry for nearly twenty
vears, designing and delivering

creative for Wild VC, working with

diverse businesses to bring them ) & - ,

to life IRL. Tim is also the visionary > 4 / See more examples at
behind Shop Drop Daily, retail’s \. 3 k- SHOPDROPDAILY.COM
oo to resource and industry voice

In addition to challenging brand

creativity through his work as
Chief Creative Thinker at IiiF.



