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RetailMeNot Survey: Deals and Promotional Offers Drive Incremental
Purchases Online, Especially Among Millennial Buyers
- 67% of consumers have made a purchase they weren't originally planning to make solely based on finding a
coupon or discount.

- 4 in 5 consumers feel encouraged to make a first-time purchase with a brand that is new to them if they found
an offer.

- 69% of millennials say they cannot complete a purchase without first searching for a deal or offer.

AUSTIN, Texas, April 25, 2018 /PRNewswire/ -- The search for offers and discounts plays a critical role in
consumers' incremental purchase decisions. A new survey from RetailMeNot, conducted by Kelton Global,
shows deals have substantial influence on customer acquisition, brand loyalty and brand perception among
consumers.

The survey found that two-thirds of consumers have made a purchase they weren't originally planning to make
solely based on finding a coupon or discount; additionally, 80% said they feel encouraged to make a first-time
purchase with a brand that is new to them if they found an offer or discount. Nearly all consumers (93%) say
they would make a repeat purchase with a retailer that offered good discounts, and almost half (48%) said they
will avoid brands that do not provide offers.

"Today's consumers want to feel as if they have spent their money in the smartest way possible, and to do so,
they leverage deals throughout the shopping journey, including when deciding where to shop and what to buy,"
said Marissa Tarleton, chief marketing officer at RetailMeNot, Inc. "These discounts and promotional levers
continue to be critical for retailers who want to reach new shoppers to drive incremental sales."

A key finding from the RetailMeNot survey shows the presence of offers and discounts does not diminish the
value of a brand; in fact, it far outweighs other elements of consumer satisfaction. More than 65% of consumers
said that getting a great offer for a product is more important to them than great customer service, and only 7%
said that deals and offers influenced them to have a more negative perception of a brand or retailer.

From Browsing to Buying, Offers Drive Decisions

The survey also reveals the significant impact of deals and offers on purchase decisions across the entire
consumer shopping journey:

74% of Americans say offers are a top factor when deciding where and what to buy online.
81% of Americans say finding a great offer or discount is on their mind throughout the entire purchase
journey.
Nearly all consumers (94%) search for a deal or offer when shopping online.
62% of consumers agree they cannot complete a purchase before searching for an offer.
75% of Americans who have abandoned an online shopping cart have done so due to issues with cost.

Millennials: A Generation of Savers

As the millennial generation ages, more often than not, they are observed to have better saving habits than
their parents. In particular, millennials surveyed by RetailMeNot reported they are almost always looking to cut
costs while shopping.

Just over half (53%) of millennials aged 18 to 34 say they always search for a deal before making a
purchase online, versus only 40% of baby boomers aged 55+.
In fact, 69% of millennials say they cannot complete a purchase without first searching for a deal or offer.
Nearly all millennials (88%) say that finding an offer for a brand or retailer that is new to them would
encourage a first-time purchase.
62% of millennials who use the RetailMeNot app do so while shopping in a brick-and-mortar store.

http://www.prnewswire.com/
https://www.retailmenot.com/


Connecting With Cost-Conscious Consumers

For retailers looking to connect with cost-conscious consumers, partnering with shopper companion sites like
RetailMeNot will help extend the reach of promotions. Deal-seekers who use RetailMeNot leverage the digital
tools in a variety of ways:

Just over half (53%) visit RetailMeNot.com before they begin shopping or browsing online.
Over one-third (38%) use RetailMeNot.com before they decide to step foot into a physical retail location.
About half (46%) of consumers who are aware of the RetailMeNot app use it before entering a store.
66% of consumers who use the RetailMeNot website do so while shopping or browsing online.

Discounts and offers are a requirement for brands looking to engage all customers along the shopping journey.
To learn more about how to work with RetailMeNot to influence purchase decisions and drive incremental sales
through the power of savings, email hello@rmn.com.

Methodology

The RetailMeNot Incrementality Study was a 10-minute online survey fielded by Kelton Global Research
between Friday March 16, and Friday, March 23, 2018. During that time, 1,018 interviews were captured among
nationally representative Americans ages 18+ on their online shopping habits and preferences. Results of any
sample are subject to sampling variation. The magnitude of the variation is measurable and is affected by the
number of interviews and the level of the percentages expressing the results.

About RetailMeNot, Inc.  

RetailMeNot, Inc. (https://www.retailmenot.com/corp/) is a leading savings destination connecting consumers
with retailers, restaurants and brands, both online and in-store. The company enables consumers across the
globe to find hundreds of thousands of offers to save money while they shop or dine out. RetailMeNot, Inc.
estimates that $4.8 billion in retailer sales were attributable to consumer transactions from paid digital offers in
its marketplace in 2017, more than $560 million of which were attributable to its in-store solution. The
RetailMeNot, Inc. portfolio of websites and mobile applications includes RetailMeNot.com in the United States;
RetailMeNot.ca in Canada; VoucherCodes.co.uk in the United Kingdom; ma-reduc.com and Poulpeo.com in
France; and GiftCardZen.com and Deals2Buy.com in North America. As wholly owned subsidiaries of Harland
Clarke Holdings, RetailMeNot and Valassis, a leader in intelligent media delivery, are partnering to connect
retailers and consumers through meaningful digital, mobile and print promotions both online and in store.
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