








Media

FSI Coupons
Consumer Magazines
Sunday Magazines

100 Leading Network,
Aggregator, Retailer and other
websites, representing 95% of
traffic to websites that distribute

coupons







https://www.emarketer.com/content/us-cpg-digital-ad-spending-2019


https://www.valassis.com/coupon-intelligence-report
http://www.cpgmatters.com/coupons020320.html


https://tinuiti.com/blog/ecommerce/cpg-trends/




Highlights | Year End 2019

Quantifying the Promotion Landscape Weekly Households
FSI still dominates within Print and Total Promotion
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Share of Coupons Distributed



Highlights | Year End 2019

CPG accounts for 9.2% of Total Ad Spend

2019

Total
Industry
Segment

Type
CPG
Non-CPG

$161B



Highlights | Year End 2019

Only Household Products showed share growth vs. 2015

2015 2019

8.9%
Household Products 14.3%

Household Products

19.2%
OTC Remedies 18.1%

OTC Remedies

36.6%
Food & Candy

34.8%
Food & Candy

18.4%
Cosmetics 16.0%

Cosmetics

16.9%
Toiletries 16.9%

Toiletries

Segment Share of Voice

Total
Industry
Segment

Type
Food & Candy
Toiletries
OTC Remedies
Cosmetics
Household Products

$16B









Highlights | Year End 2019

Manufacturers are growing in Digital media activity while Traditional media activity adopts more of a focused approach

Ad Spend
Traditional

Coupons
FSI (Coupons Dropped) Digital Website (Est. Prints) Dig Rebate
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Digital Rebate breakout



Highlights | Year End 2019

2017 2018 2019 20202017 2018 2019 2020

Total
214,431.60 MM

Total _
242,423.80 MM

Total
8,714.55 MMTotal _

7,943.80 MM

 Media Type
All

 Level
Overall
Class
Area

Class
All

Measure
Distribution (MM)
Wtd. Avg. Face Value
Wtd. Avg. Expiration (Weeks)

Color By
Class
Change

Decrease
Increase



Highlights | Year End 2019

2017 2018 2019 20202017 2018 2019 2020

Non-Food
$2.38

Food
$1.40

Food _
$1.27

Non-Food _
$2.30

Non-Food
$2.22

Food
$1.35

Non-Food _
$2.13

Food _
$1.30

 Media Type
All

 Level
Overall
Class
Area

Class
All

Measure
Distribution (MM)
Wtd. Avg. Face Value
Wtd. Avg. Expiration (Weeks)

Color By
Class
Change

Food
Non-Food



Highlights | Year End 2019

2017 2018 2019 20202017 2018 2019 2020

Non-Food
4.20 weeks

Food
7.90 weeks

Non-Food _
4.60 weeks

Food _
7.70 weeks

Non-Food
3.60 weeks

Non-Food _
3.90 weeks

 Media Type
All

 Level
Overall
Class
Area

Class
All

Measure
Distribution (MM)
Wtd. Avg. Face Value
Wtd. Avg. Expiration (Weeks)

Color By
Class
Change

Food
Non-Food



2017 2018 2019 2020

6. Winndixie.com

2. Walgreens.com

8. Shoprite.com

3. Safeway.com

9. Pgeveryday.com

7. Meijer.com

4. Kroger.com

10. Ibotta.com

5. Dollargeneral.com

1. Coupons.com

Coupons.com is still ranked highest in Website Traffic for Digital

Highlights | Year End 2019

Decrease Increase New Entrant No Change Measured with Unique Visitors which is defined as the estimated average # of people that visited a
specific coupon site location each day the coupon was active

0M 1M 2M 3M 4M 5M 6M 7M



Highlights | Year End 2019

Retailer Properties
75%

Network Flagships
22%

Consumers rely on Retailer websites for 75% of coupons clipped

2017 2018 2019 2020
Est Prints/Events

Retailer Properties
6,575.8

Network Flagships
1,876.2

5,543.3..

2,087.4..

Retailer Properties
Network Flagships
Network Aff/Agg
Brand Properties

Property
Program
Event

Property Type – high level groupings of website prints based on Retailer properties (i.e. Kroger.com), Network sites (i.e. coupons.com), Network Affiliates (i.e. couponmom.com) and Brand properties (i.e. pgeveryday.com)
Program Type – Digital offers including Load To Account, Print at Home and Digital Rebate.
National / Regional Events - National Digital defined as running on coupons.com, redplum.com, smartsource.com, target.com, walmart.com, cvs.com, dollargeneral.com or across 5 or more parent retailers.



Highlights | Year End 2019

Print at Home
8%

LTA
84%

REB
8%

Digital Rebates now match PAH in share of clips

2017 2018 2019 2020
Est Prints/Events

REB
695.4

Print at Home
716.6

LTA
7,302.6

6,255.3..

1,005.5..

683.1..

LTA
Print at Home
REB

Property
Program
Event

Property Type – high level groupings of website prints based on Retailer properties (i.e. Kroger.com), Network sites (i.e. coupons.com), Network Affiliates (i.e. couponmom.com) and Brand properties (i.e. pgeveryday.com)
Program Type – Digital offers including Load To Account, Print at Home and Digital Rebate.
National / Regional Events - National Digital defined as running on coupons.com, redplum.com, smartsource.com, target.com, walmart.com, cvs.com, dollargeneral.com or across 5 or more parent retailers.



Highlights | Year End 2019

Regional
89%

National
11%

Regional now accounts for 89% of Digital events

2017 2018 2019 2020
Est Prints/Events

Regional
87,503.0

National
10,593.0

69,524.0..

11,796.0..

Regional
National

Property
Program
Event

Property Type – high level groupings of website prints based on Retailer properties (i.e. Kroger.com), Network sites (i.e. coupons.com), Network Affiliates (i.e. couponmom.com) and Brand properties (i.e. pgeveryday.com)
Program Type – Digital offers including Load To Account, Print at Home and Digital Rebate.
National / Regional Events - National Digital defined as running on coupons.com, redplum.com, smartsource.com, target.com, walmart.com, cvs.com, dollargeneral.com or across 5 or more parent retailers.



New Products | Year End 2019

2017 2018 2019 20202017 2018 2019 2020

..Food..
..177

..Food..
..263

..Food..

..1,836

..Food..

..1,626

..Non-Food..
..630

..Non-Food..
..682

Measure
# of New Products
New Product Events

Media Type
All

 Level
Class
Area

Class
All

Color By
Class
Change

Food
Non-Food
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Seasonality | Year End 2019

Media Type
All

Class
All

Food
Non-Food





BOGO & Free Product | Year End 2019

2017 2018 2019 20202017 2018 2019 2020

..Non-Food..
..3,482.0MM..

..Non-Food..
..3,674.9MM..

..Food..
..1,480.6MM..

..Food..
..1,414.0MM..

..Non-Food..
..90.5MM..

..Food..
..390.7MM....Food..

..338.9MM..

 Media Type
All

 Level
Class
Area

Class
All

Color By
Class
Change

Food
Non-Food



















https://kantar.turtl.co/story/mediapredictions/
https://www.kantarmedia.com/us/campaigns/promotions-insights




https://kantar.turtl.co/story/mediapredictions/
https://kantar.turtl.co/story/mediapredictions/
http://www.cpgmatters.com/Coupons010620.html
http://www.cpgmatters.com/Coupons010620.html












mailto:Promotion_ClientServices@kantarmedia.com


www.kantar.com



