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If you were to ask, “Hey Koupon – what are your thoughts on the complexities
of String Theory and associated explanations of the creation and/or existence
of the cosmos?” we’d have absolutely no idea what to tell you.
On the other hand, if you asked, “Hey Koupon – what are your thoughts
regarding best practices as they relate to mobile coupon marketing in 2016?”
we’d have plenty to say.
This guide will help you understand the ins and outs of mobile coupon
marketing around these key areas:

1.

Mobile Coupon Marketing Basics

2.

Planning a Coupon Campaign in 5 Easy Steps

3.

Launching a Mobile Coupon Campaign

“ The number of adult mobile coupon consumers in the
US increased by 18% to 92.6 million in 2015,
and it is continuing to rise

”

-eMarketer

An Introduction to
Mobile Coupon Marketing

If you’ve spent any time working with or around mobile coupon marketing, you
may have noticed a trend — it’s growing like a weed. According to eMarketer,
the number of adult mobile coupon consumers in the US increased by 18% to
92.6 million in 2015, and it is continuing to rise. By the end of 2016, mobile
coupon consumers are expected to increase by an additional 11% to 104
million in the U.S. (1/3 of the U.S. population) – a jarringly positive trend that
only emphasizes the growing importance of mobile coupon marketing.

According to Fun Mobility, retailers and brands beneﬁt immensely from the use
of mobile coupons. The publication explains that 84% of smartphone owners
use their phone to help shop while in a store, with the average smartphone
shopper active on their device for 15 minutes during their in-store experience.
What’s even more exciting is that those same shoppers tend to spend 40-50%
more during their smartphone-aided shopping trips. Needless to say, it’s about
time that marketers get on board with mobile coupons if they haven’t already.
The Basics
Koupon Media currently supports 3 distinct types of oﬀers. These oﬀers include:
Instant Redeemable Oﬀers — a basic coupon that allows marketers to
display an oﬀer code that can be redeemed in store.

Add to Card Loyalty Oﬀers — an oﬀer that can be added to a customer’s
loyalty card or payment wallet.
Mobile Rebate Oﬀers — mobile oﬀers that deliver a rebate or prize when
consumers buy a speciﬁc product in store.
With all mobile oﬀers, there are basic guidelines set by the Mobile Marketing
Association that when followed can support a higher likelihood of a successful
campaign. These basics include (but are not limited to) the following:
Clear and Concise Messaging: All messaging (including terms & conditions
text, as well as oﬀer body/detail text) should be digestible to your consumers.
Any and all costs to the consumer should be clearly explained, and the rules
and regulations should be easy to ﬁnd and understand (Mobile Marketing
Association, 2007).
Expiration Dates: Ensure that expiration dates are explicitly stated in a highly
visible location on the oﬀer. This will properly set and maintain the consumer’s
expectations as they interact with the brand or retailer’s oﬀer (Mobile
Marketing Association, 2007).
Product/Brand Recognition: To ensure that your mobile oﬀer is associated
with the right brand or product, display product name(s) and brand logos
prominently throughout the oﬀer content (Mobile Marketing Association, 2011).

Planning Your Campaign in 5 Steps:

Planning a campaign can be daunting, but it doesn’t have to be. For starters,
focus on the content. Make sure the oﬀer’s copy and creative is compelling.
From there, consider the user experience. When structuring a campaign, always
remember that each additional step a consumer is forced to take is another
opportunity to lose them.
1. Pick Your Audience: Many marketers know the audience they are trying to
reach; it’s just a matter of how and where they reach them. Koupon’s tools
provide marketers with the ability to deliver oﬀers to an audience based on
location, channel, or demographics. Targeting can help ensure that certain
oﬀers and messages reach a segment of an audience. Highly targeted oﬀers
generate a much higher redemption rate, but often reach a smaller number of
customers. When planning a campaign, marketers must identify performance
objectives and adjust targeting parameters accordingly.
Koupon tip: If this is your ﬁrst mobile oﬀer campaign, we recommend
broadening your reach and delivering the oﬀer to your entire audience.
With this strategy, you build awareness of your program. After your ﬁrst
few campaigns, you can start utilizing targeting tactics; especially retargeting based on previous purchase behavior.

2. Select Your Oﬀer Type: There are many things to consider when creating
your oﬀer type. You might need to grow sales of a certain item, encourage trial
of a new product, or simply increase consumer engagement and in-store trips
and sales. No matter the objective, Koupon is here to help. There are three
distinct types of oﬀers that any brand or retailer can create. These include:
•

“Free” Oﬀers

•

BOGO Oﬀers

•

% or $ Oﬀ Oﬀers
Koupon tip: For obvious reasons, free oﬀers perform best and
experience an average 15% redemption rate. BOGO oﬀers come in close
behind with a 7% average redemption rate, and % or $-Oﬀ oﬀers only
draw in a 3% average redemption rate.
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Oﬀer Redemption Rates

Koupon tip: For c-store or drug — consider beverages. While energy drinks tend
to have the highest coupon redemption rate (43%), other beverages like soda,
juice, and coﬀee also tend to perform better than other options (17%, 15%, 12%
redemption, respectively), such as food, candy, or snacks (11%, 5%, and 2%
redemption, respectively). Food and snacks still consider these redemption rates
a success, as mobile coupons bring in a much higher redemption rate than that
of paper coupons.
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Oﬀer Redemption Rates by Product

3. Select Multiple Oﬀers or a Single Oﬀer: The Koupon Media team frequently
receives questions about how many oﬀers to include in a campaign. There are
pros and cons to distributing a single oﬀer or multiple oﬀers based on the
product category of the oﬀer. However, more often than not, we recommend
multiple oﬀers.
Koupon tip: Koupon recommends posting oﬀers once a week with 3 – 4
oﬀers in each post so that you have oﬀers for everyone. This gives your
audience the choice to choose their favorite, while also giving them the
incentive to come back and see what other oﬀers might interest them. By
posting several oﬀers a week, you are also able to gather more data
about customer behavior.

4. Set the Dates(s): As you determine the
length of your campaign, keep in mind that
optimal performance typically comes from
relatively short oﬀer campaigns. Consider
your best performing days or what holidays
you want the oﬀer to be around.
Koupon tip: Koupon has found that
growth in oﬀer views and redemptions
tend to peak during the ﬁrst 30 days of
a campaign, with most occurring in the
ﬁrst 10 days of the campaign.
5. Timing is Everything: Be sure to pick a
brand or retailer-appropriate days and times
during which to promote your oﬀers.
Koupon tip: For specialty retail
locations, Saturday and Sunday reign
supreme. For most c-store locations,
mobile oﬀer engagement and
redemption rates steadily increase
throughout the workweek and peak on
Fridays before the start of the
weekend. On a daily basis, oﬀer
redemption builds in the afternoon,
peaks around 5 pm, and slowly declines
as the evening wears on.

Oﬀer Campaign Distribution:

So you’ve followed our basic guidelines and have an oﬀer all set to launch…
Now where should you distribute it? Koupon Media oﬀers solutions to
distribute your coupons across all digital properties. These include the Koupon
API, Koupon SDK and the Koupon Oﬀer Viewer.
Koupon almost always suggests leveraging a variety of channels to promote an
oﬀer. It is important to focus on highly engaged consumers, but it is also
important that you don’t limit reach to mobile apps. To see more about looking
beyond the app, read here: http://go.kouponmedia.com/oﬀer-placementlooking-beyond-the-app.
Retailer/Brand Mobile Apps: Koupon is always quick to suggest the inclusion of
oﬀers in a mobile app, as customers who download mobile apps are highly
engaged and expect to see oﬀers. It is also equally, if not more important, to
reach consumers outside your app.
Text Messaging (SMS): SMS campaigns can be triggered by either an SMS blast
sent to shoppers, or prompted inbound text messages from consumers that
promote one, or many oﬀers.
Koupon tip: In store signage is a proven way to increase mobile coupon
campaign exposure and boost redemption rates.

Messages that include a basic description of an oﬀer (including brand details),
paired with a short link that leads to an oﬀer experience within a mobile web
browser tend to perform best. (Click here to read more about SMS Oﬀer
campaigns: http://go.kouponmedia.com/sms-marketing)
Social Media Platforms: Social consumers tend to be very responsive to posts
that promote a single oﬀer or a list of active oﬀers. Because social posts tend to
have a shorter shelf life, it is important that marketers remember to push
messaging about their oﬀers regularly throughout the course of the campaign.
Retailer/Brand Websites: Including an oﬀers/promotions page within your
brand/retailer website can be a win-win for both you and your customers. The
Koupon Oﬀer Viewer makes it easy to embed an oﬀer into an owned website,
and allows customers to forward oﬀer information to themselves with SMS or
email.
Retailer/Brand Marketing Emails: By including links to oﬀers in marketing
emails, marketers can enhance their eﬀorts to drive online engagement. From
those links, shoppers are redirected to Koupon-powered online properties that
support even deeper engagement with the brand or retailer’s oﬀers.

How can Koupon Help?

Koupon is proud to oﬀer a suite of mobile coupon marketing solutions for
brand and retail clients. As one of the industry’s leading mobile oﬀer platforms,
Koupon provides an unmatched oﬀer management and delivery platform
coupled with a supporting team of industry professionals. In 2015, Koupon’s
platform doubled in size, delivering over 500 million coupons to our clients’
consumers. In 2015 alone, the Koupon Platform launched more than 3,200
promotions that delivered more than 200 million oﬀers to consumers. Overall,
these campaigns drove more than 20 million store trips and $100 million in
bottom line impact for clients.
Interested in learning more? Get in touch.

info@kouponmedia.com | kouponmedia.com | 877.568.7667

