
Digital Coupon Redeemer:  Shopper Trends 



Note: Internet users ages 18+ who redeemed an online coupon/code for online or offline shopping in the past year 
Source: eMarketer, April 2013 

Online Coupon Usage Continues To Grow 
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Background 
Selected 160 Digital Coupon campaigns 

Looked at the last 52 weeks of data through December 31, 2013 

Represented the following major categories                                                      
(and 32 sub categories): 

Food 

Beverage 

Health & Beauty Care 

Household care 

Pet Care 

Looked at 2,165,499 unique households   
Flagged 63,155 as Digital Coupon redeemers 

 

Digital Coupon Redeemer:  Shopper Trends 



Data Source:  The National Shopper Lab 
Data is collected from retailer frequent 
shopper programs, demographically 
representative of Total U.S. 

Weekly transaction-level purchase data 
17+ million frequent shoppers  2.1 million 
frequent shoppers (research quality static) 

By UPC, Store 

With price and coupon redemption 
(by day if required for promotion evaluations) 

The whole coupon is captured (first 5 digits are 

 

3 year rolling purchase history 



All Shoppers Digital Coupon Shoppers

Across 160 campaigns vs. GfK database |  n=2,165,499 n=63,155 Digital Coupon shoppers  |  52 weeks ending 12/31/13 

Digital Coupon Shoppers Make 24% More Trips Annually 

Average Annual # of Trips 

67 trips 
1.28 trips/week 

83 trips 
1.59 trips/week 

more trips are made 
by digital coupon 
shoppers than the 
average shopper 

!"#$



Average Dollars per Trip  

more dollars are spent 
by digital coupon 
shoppers than the 
average shopper 

All Shoppers Digital Coupon Shoppers

Digital Coupon Shoppers Spend 6% More Dollars per Trip. 

$45.30 
$48.21 %#$

ending 12/31/13 



All Shoppers Digital Coupon Shoppers

more than the 
average shopper $3,013 

$3,982 

Digital Coupon Shoppers Spend 32% More 
Annually on Groceries 

Average Annual Dollars per Household 

Digital coupon 
shoppers spend 
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Across 160 campaigns vs. GfK database |  n=2,165,499 n=63,155 Digital Coupon shoppers  |  52 weeks ending 12/31/13 



Heavy Digital Coupon Shopper Snapshot 

More Trips are Made 
Than The Average Shopper 

90 Trips or 1.7 Trips/Week 

More Dollars Spent Per Trip 
Than The Average Shopper 

$67.06 per Trip 

More Than The  
Average Shopper 

$6,008 per Year 

Spends 
Over 

Heavy Digital Coupon Shopper:  Top 1/3 of  Redeemers 

ending 12/31/13 



A Closer Look at Stock Up Trips 



13.0 
17.7 

35.8 

All Shoppers Digital Coupon Shoppers Heavy Digital Coupon Shoppers

Trip Mission: Among the Stock Up Trips >$75.00 

36% More 
Stock Up Trips 

175% More 
Stock Up Trips 

Average Trips per Household 

Heavy Digital Shoppers:  Top 1/3 of  Redeemers 

Across 160 campaigns vs. GfK database |  n=2,165,499 n=63,155 Digital Coupon shoppers  |  52 weeks ending 12/31/13 
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2.7 
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All Shoppers Digital Coupon Shoppers Heavy Digital Coupon Shoppers

Trip Mission: Among the Stock Up Trips >$75.00 

192% More 
Coupons 

Redeemed 

544% More 
Coupons 

Redeemed 

Average # Coupons per Trip 

Heavy Digital Coupon Shoppers:  Top 1/3 of  Redeemers 

Across 160 campaigns vs. GfK database |  n=2,165,499 n=63,155 Digital Coupon shoppers  |  52 weeks ending 12/31/13 



63 65 71 
81 

2011 2012

All Shoppers Digital Coupon Shoppers

Index: 113 Index: 125 

% Change: 

+11% 

63 65 
84 88 

2011 2012

All Shoppers Heavy Digital Coupon Shoppers

Index: 133 Index: 135 
% Change: 

+2% 
Avg. Annual 

Trips 

Avg. Annual Trips 
2011 vs. 2012 Shopper Trends 

65 67 
81 83 

2012 2013

All Shoppers Digital Coupon Shoppers

Index: 125 Index: 124 

% Change: 

-1% 

65 67 
88 90 

2012 2013

All Shoppers Heavy Digital Coupon Shoppers

Index: 135 Index: 134 
% Change: 

-1% 
Avg. Annual 

Trips 

Avg. Annual Trips 
2012 vs. 2013 Shopper Trends 



$49.46 $47.01 
$57.43 $53.14 

2011 2012

All Shoppers Digital Coupon Shoppers

Index: 116 Index: 113 

% Change: 

-3% 

$49.46 $47.01 
$69.72 $70.38 

2011 2012

All Shoppers Heavy Digital Coupon Shoppers

Index: 141 Index: 150 

% Change: 

+6% 
Avg. Dollars 

per Trip 

Avg. Dollars per Trip 
2011 vs. 2012 Shopper Trends 

Avg. Dollars per Trip 
2012 vs. 2013 Shopper Trends 

$47.01 $45.30 $53.14 $48.21 

2012 2013

All Shoppers Digital Coupon Shoppers

Index: 113 Index: 106 

% Change: 

-6% 

$47.01 $45.30 

$70.38 $67.06 

2012 2013

All Shoppers Heavy Digital Coupon Shoppers

Index: 150 Index: 148 

% Change: 

-1% 
Avg. Dollars 

per Trip 



$3,095 $3,035 
$4,089 $4,295 

2011 2012

All Shoppers Digital Coupon Shoppers

Index: 132 Index: 142 

% Change: 

+7% 

$3,095 $3,035 

$5,826 $6,206 

2011 2012

All Shoppers Heavy Digital Coupon Shoppers

Index: 188 Index: 204 
% Change: 

+9% 
Avg. Annual 

Dollars per HH 

Avg. Annual Dollars per HH 
2011 vs. 2012 Shopper Trends 

$3,035 $3,013 
$4,295 $3,982 

2012 2013

All Shoppers Digital Coupon Shoppers

Index: 142 Index: 132 

% Change: 

-7% 

$3,035 $3,013 

$6,206 $6,008 

2012 2013

All Shoppers Heavy Digital Coupon Shoppers

Index: 204 Index: 199 
% Change: 

-2% 
Avg. Annual 

Dollars per HH 

Avg. Annual Dollars per HH 
2012 vs. 2013 Shopper Trends 



Coupon Performance 



Index = 97 

Index = 116 

Index = 102 

Index = 110 

Nearly half of all shoppers will switch brands to use a coupon... with 
Black and Asian shoppers being a little more inclined to do so. 

Source:  GfK - MRI 



Index = 93 

Index = 134 

Index = 114 

Index = 123 

Black, Asian and Hispanic shoppers like to receive mobile coupons via 
 

Source:  GfK - MRI 



Digital Coupons Generate More New 
Buyers And Incremental Volume vs. FSIs 
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GfK Coupon Performance Profiler Database Norms 

-17% 
+11% 

+29% 



Top Takeaways 



THANK YOU! 

Neal Heffernan 
SVP / Shopper Analytics & Testing 
GfK Shopper & Retail Strategy 
 
neal.heffernan@gfk.com 
T 513.559.3922 
www.gfk.com 


