
Integrated Print and Digital Promotion

2023 Trends and Insights



MEDIA COVERAGE

FSI Coupons

Digital
Leading Network, Aggregator, 
Brand and Retailer websites, 
representing 95% of traffic to 
websites that distribute 
coupons*

+
pRINT

We report at the Total Consumer 
Packaged Goods level as well as 
Food and Non-Food.

We report nine CPG areas which 
include Cereals, Dry Grocery, 
Frozen Foods, Refrigerated Foods, 
Shelf Stable Beverages, Personal 
Care, Health Care, Household 
Goods and Other Packaged Goods.

We look at an additional 150 
product types to support category-
specific insights within our data.

The number of coupons on a 
promotion multiplied by the circulation 
of that promotion.  Not to be confused 
with Page Circulation.

Estimated # of prints (whether print at 
home, load to account or digital 
rebate) that occurred while a coupon 
was captured online.

The result of combining and weighting 
the carious coupon face values 
among a category or set of events 
and their respective coupon 
circulations.

Class Area Product Type

Print Coupons Dropped Digital Estimated Prints Weighted Average Face Value

Organization

Metrics

Note: Digital data is sample and excludes properties without comparable year-over-year collection from Digital in Promotion Trends analysis.



The Promotion Landscape
Our mission is to provide winning 
clarity. We believe that as your 
understanding of your competitive 
landscape grows more vivid, so 
does your ability to command it.

PRINT DIGITAL

Weekly Households 50 million 14.6 million Monthly Visitors

Coupons Distributed 73 billion 10.4 billion Coupons “Clipped”

Incentives Offered $230 billion $19.6 billion Incentives “Clipped”

Pages Distributed 28 billion 1.8 billion Pages Viewed



• While CPG activity was more evenly spread across all areas in Digital, Dry 
Grocery continued to have the highest estimated prints in 2023

• Laundry Detergent, Snacks and Fabric Softener were the top Product Types in 
Digital with Dry Grocery, Household Products, Personal Care, Shelf-Stable 
Beverages and Frozen Products all represented among the Top 10 Product Types

• Digital incentives increased $0.07 in 2023 with 8 of 9 areas increasing WAFV

• Pharmaceuticals also had the highest WAFV in Digital at $5.59, followed by 
Combination Other at $5.28 and Other Packaged Goods at $5.00

• Print coupon activity centered primarily around Health Care and Personal Care 
with these two areas accounting for 77% of coupons dropped in 2023

• CCSA (Cold, Cough, Sinus & Allergy), Combination/Personal and Vitamins were 
the top Product Types in Print and the Top 10 Product Types all fell under the 
umbrella of either Health Care or Personal Care

• Overall Print WAFV increased $0.36 in 2023 with 8 of 9 areas increasing WAFV

• Pharmaceuticals had the highest WAFV in Print at $9.37, followed by CCSA at 
$5.20 and Hair Care at $4.58

Refrigerated Foods
DRY GROCERY

Personal care

Health cARe

Household Products

CEREALS

OTHER PACKAGED GOODS

Shelf Stable Beverages

FROZEN PRODUCTS

TOP areas

pRINT Digital

Health CareShelf Stable Beverages

Household Products

Dry Grocery

Personal Care

Other Packaged Goods

Cereals

Refrigerated Foods

FROZEN PRODUCTS

Food Non-Food



Seasonality
pRINT
In Print, promotion activity was strongest in January 
and gradually decreased over the course of the 
year.  Coupons dropped tended to be highest during 
the first and last weeks of the month with the biggest 
drop weeks occurring on January 1st and March 5th.

Highest volume: January
Lowest volume: December 

digital
In Digital, promotion activity peaked in April, but also 
saw strong activity during the summer months. While 
estimated prints saw relatively even distribution 
throughout April, the summer activity was driven by 
singular high activity drop weeks occurring on June 
4th and August 6th.

Highest volume: April
Lowest volume: December 

Food Non-Food

Food vs. Non-Food
Non-Food couponing continues to be the driving force in Print accounting for 89% of FSI 
coupons and driving seasonality. In Digital, where activity is split more evenly between 
Food and Non-Food activity, Food is still the primary driver of top weeks.

No FSI coupons were run on 1/22, 2/12, 4/9, 5/14, 5/28, 7/2, 7/23, 8/20, 9/3, 11/26, 12/17, 12/24 or 12/31.

Jan Feb March April May June July Aug Sept Oct Nov Dec

Jan Feb March April May June July Aug Sept Oct Nov Dec



New Product Activity

1,569
Number of new 

products in 2023

68%
Percentage of new 
products in Food

94%
Percentage of new products 

first seen in Digital

122

123

206

233

569

Refrigerated Foods

Frozen Products

Shelf Stable Beverages

Personal Care

Dry Grocery

Top 5 New Product Areas in 2023



2023 Expanded Digital Footprint -
Fetch Rewards, Shopmium, Walmart+ 
and dollar general rebates

AVAILABLE NOW



Dean’s so what slide? What’s 
next 

Tie into the important of the 
media mix – ongoing efforts

Learn how these industry trends affect your category 
and how key competitors use Promotion to support 
their brands.

Contact your Vivvix account manager or our Client 
Success team to schedule a review. 

OUTMANEUVER COMPETITORS 
WHEREVER THEY PLAY

CONTACT US

mailto:Vivvix_Promotion_Clientsupport@vivvix.com
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