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“�AT THE TURN OF THE TWENTIETH CENTURY AMERICAN CONSUMERS SHOPPED  
AT THE MARKET THEY KNEW WELL. THE SHOPKEEPER KNEW THEM AND  
STOCKED WHAT HE KNEW THEY WOULD BUY. TODAY, THE CPG/GROCERY  
INDUSTRY’S ACCESS TO REAL-TIME SHOPPER BEHAVIOR HAS THE MARKET 
AT A TIPPING POINT. THE INDUSTRY IS FOCUSED ON EXPANDING SHOPPER 
RELATIONSHIPS WITH DATA-DRIVEN CUSTOMER SERVICE.”

JOHN ROSS
INMAR CHIEF MARKETING OFFICER AND PRESIDENT, INMAR ANALYTICS

Detroit Publishing Co., 1910
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Your promotion objectives can dictate the most effective distribution method for reaching your target consumers.  
The choice of distribution method is further influenced by audience size, demographics, geography, cost, lead time, schedule 
flexibility, etc. This only includes methods with greater than 0.1% distribution or redemption industry volume.

PROMOTION OBJECTIVES AND METHODS

OBJECTIVE METHOD

New Product Trial

Any Method with Sample  
Direct Mail
Electronic Shelf
Free-standing Insert (FSI)

Handout 
Shelf Box 
Shelf Pad
Instant Redeemable
Digital

Incremental Volume /Repeat Purchase

Bounceback 
Digital
Electronic Checkout

FSI
In-pack
Instant Redeemable
Shelf Box

Retail Support
Digital, esp. on Retailer site
FSI, esp. with Retail Co-equity
Handout, esp. while sampling

In-ad
Newspaper

Target Specific Shoppers Based  
on Segmentation

Digital
Direct Mail
Electronic Checkout

Handout
Magazine
Military

Encourage Brand Switching
Digital
Electronic Checkout
Handout

Instant Redeemable
Shelf Box
Shelf Pad

In-store / Impulse Purchases
Electronic Kiosk
Handout
Instant Redeemable

Military
Shelf Box
Shelf Pad

Consumer Relations
Bounceback
Consumer Relations

Digital

Building Consumer Database
Any mass-reach method in which additional name and contact  
information is collected and captured – either online or through  
special data capture.

THE CHART BELOW LISTS COMMON PROMOTION OBJECTIVES AND SUGGESTS  
COUPON DISTRIBUTION METHODS FOR YOUR CONSIDERATION.
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DESIGNING A COUPON - BEST PRACTICES

Element MANUFACTURER COUPON INTERNET COUPON IN-AD COUPON

Bar Code

Include a GS1 DatabarTM. Print  
the Databar in black ink on  
a white background. Ensure
the save value stated on  
the coupon and encoded  
in the DataBar are the same.

Include a GS1 Databar. Print  
the DataBar in black ink  
on a white background.  
Ensure the save value stated  
on the coupon and encoded  
in the DataBar are the same.

Use of the GS1 DataBar  
is recommended. If a barcode  
is not used, print the offer code  
on the center righthand side  
of the coupon. If a barcode  
is used, print the offer code  
above the barcode.

Color

Avoid distracting background 
textures and colors.

Avoid distracting background 
textures and colors. Even 
though many internet coupons 
are printed in black and white, 
GS1 general specifications for 
color should be adhered to as 
color impacts scannability.

Avoid distracting background 
textures and colors.

Expiration

Prominently display the 
expiration date. Include month, 
day and year. Avoid coupons 
with no expiration period.

Prominently display the 
expiration date. Include month, 
day and year. Avoid coupons 
with no expiration period.

Prominently display the 
expiration date. Include month, 
day and year. Avoid coupons 
with no expiration period.

Face 
Value

Clearly state and prominently 
display the coupon’s face 
value. Coupons should offer 
specific savings. Use of ”free” 
coupons should be limited. 
If ”free” coupons are used, 
include a maximum value  
and allow space for the retailer 
to fill in the purchase price  
of the product.

Clearly state and prominently 
display the coupon’s face 
value. Coupons should offer 
specific savings. Avoid using 
“free” and high-value offers to 
avoid excessive photocopying.  
If ”free” coupons are used, 
include a maximum value and 
allow space for the retailer to 
fill in the purchase price of the 
product.

State the value of the coupon  
as a save value (e.g., Save 
$1.00). Print this value in the 
center of the coupon.

Good coupon design  
is essential for preventing  

consumer confusion,  
streamlining the checkout  

and coupon redemption  
process, and avoiding  

hard-to-handle fees.  
The following guidelines  
will help you design your  

coupon the correct way.

Inmar
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Element MANUFACTURER COUPON INTERNET COUPON IN-AD COUPON

Legal Copy

Clearly state the legal terms  
of the offer, including  
the retailer’s handling fee. 
Include language such as, 
“coupon valid for items 
indicated, any other use 
constitutes fraud” “may not be 
combined with any other offer 
”and “duplicated or altered 
coupons will not be accepted.”

Clearly state the legal terms  
of the offer, including  
the retailer’s handling fee. 
Include language such as, 
“coupon valid for items 
indicated, any other use 
constitutes fraud” “may not be 
combined with any other offer 
”and “duplicated or altered 
coupons will not be accepted.”

Clearly state the legal terms  
of the offer, including 
 the retailer’s handling fee. 
Include language such as, 
“coupon valid for items 
indicated, any other use 
constitutes fraud” “may not be 
combined with any other offer 
”and “duplicated or altered 
coupons will not be accepted.”

Offer Code

Code coupons with a six-digit 
numeric offer code. Print  
the numeric offer code above  
the GS1 DataBar following  
the company prefix and a 
dash.

Code coupons with a six-digit 
numeric offer code. Print  
the numeric offer code above  
the GS1 DataBar following  
the company prefix and a 
dash.

Use of the GS1 DataBar  
is recommended.  
If a barcode is not used, print 
the offer code on the center 
righthand side of the coupon.  
If a barcode is used,  
print the offer code above  
the barcode.

Paper Stock
Print coupons on heavy  
paper stock.

Print coupons on heavy  
paper stock.

Perforation

Perforate or print dotted  
lines around the perimeter  
of the coupon to show  
the consumer where to cut.

Print dotted lines around  
the coupon to show  
the consumer where to cut.

Perforate or print dotted  
lines around the perimeter  
of the coupon to show  
the consumer where to cut.

Product  
Illustration

Always put a picture of your 
product on the coupon.

Always put a picture of your 
product on the coupon.

Always put a picture of your 
product on the coupon.

Product 
Name  

and Logo

The product name should  
be placed in the center  
of the coupon and the product  
logo should be included  
if space permits.

The product name should  
be placed in the center 
of the coupon and the product  
logo should be included  
if space permits.

The product name should  
be placed in the center 
of the coupon and the product  
logo should be included  
if space permits.

Inmar
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Element MANUFACTURER COUPON INTERNET COUPON IN-AD COUPON

Purchase  
Require-

ments

Clearly state and prominently 
display the coupon’s 
purchase requirements. Avoid 
complicating the offer with 
different sizes, flavors, etc.

Clearly state and prominently 
display the coupon’s purchase  
requirements. Avoid 
complicating the offer with 
different sizes, flavors, etc.

Clearly state and prominently 
display the coupon’s purchase  
requirements. Avoid 
complicating the offer with 
different sizes, flavors, etc.

Redemption 
Address

Include the name and 
address of the manufacturer 
or manufacturer’s agent to 
which the coupon should be 
sent for reimbursement. The 
redemption address should 
read as follows: “Mail to: XYZ 
Company, Inmar Dept. #00000, 
One Fawcett Drive, Del Rio, 
TX, 78840.”

Include the name and 
address of the manufacturer 
or manufacturer’s agent to 
which the coupon should be 
sent for reimbursement. The 
redemption address should 
read as follows: “Mail to: XYZ 
Company, Inmar Dept. #00000, 
One Fawcett Drive, Del Rio, 
TX, 78840.”

Include the name and 
address of the manufacturer 
or manufacturer’s agent to 
which the coupon should be 
sent for reimbursement. The 
redemption address should 
read as follows: “Mail to: XYZ 
Company, Inmar Dept. #00000, 
One Fawcett Drive, Del Rio, 
TX, 78840.”

Redemption 
Location

Print the words ”Good Only
At: 	 ” or “Redeem Only
At: 	 ” in bold type  
at the top center or bottom 
center of the coupon.

Size

Make the dimensions of  
the coupon equivalent to those 
of a dollar bill (6” X 2 1/2”) with 
a minimum tolerance of  
3” X 2-1/16.” Smaller coupons 
are easily lost and overly large 
ones are difficult to handle.

Make the dimensions of  
the coupon equivalent to those 
of a dollar bill (6” X 2 1/2”) with 
a minimum tolerance of  
3” X 2-1/16.” Smaller coupons 
are easily lost and overly large 
ones are difficult to handle.

Make the dimensions of  
the coupon equivalent to those 
of a dollar bill (6” X 2 1/2”) with 
a minimum tolerance of  
3” X 2-1/16.” Smaller coupons 
are easily lost and overly large 
ones are difficult to handle.

Source  
Identification

Print the words “Manufacturer’s 
Coupon” in bold type within  
a box at the top of the coupon  
to distinguish its origin.

Print the words “Manufacturer’s 
Internet Coupon” in bold type 
within a box at the top of the 
coupon to distinguish its origin.

Print the words “Manufacturer’s 
Coupon” in bold type within  
a box at the top of the coupon  
to distinguish its origin.

Web Name 
and  
URL

Print the name and URL  
of the website issuing the 
coupon underneath the amount 
in the top right corner.

Inmar
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More efficient processing can deliver faster payments, reduced fees and lower deductions. But to enjoy these kinds of 
benefits, your coupons must scan easily with minimal handling. Even well-designed coupons don’t guarantee scannability. If 
a coupon’s design is emphasized over correct layout, it may prove difficult to scan, which could lead to additional fees and 
slower processing. To help ensure this doesn’t happen, follow industry guidelines and these best practices:

EFFICIENT COUPON SCANNING

USE A FULL-SIZED BARCODE.
Shortening, shrinking or cutting off parts of the code will create scanning 
problems at point of sale and processing.

USE DARK BLACK FOR THE BARCODE.
Dark black printed on bright white paper will provide the most contrast.

USE WHITE SPACE.
While the GS1 DataBar code doesn’t require the same kinds of spacing,  
the UPC still requires a quiet zone. That area must be free of wording, 
graphics and perforations and should measure at least 0.117” on both  
the left and right sides.

USE THE DOLLAR BILL SIZE.
A coupon is best sized at 6” x 2-1/2,” with a tolerance to 3” x 2-1/16.”

USE PROPER CODING POSITION.
Putting the code horizontally in the lower right-hand corner of the coupon  
may not be terribly exciting, but it will help to ensure smooth processing  
and scanning.

USE HIGH-RESOLUTION ARTWORK.
If the code isn’t crisply printed and exceptionally clear to the human eye,  
it won’t likely scan.
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Inmar’s barcode and family code services offer a full range of services to support coding 
requirements, in compliance with the industry barcoding standards now in place.  The result 
is increased efficiency, improved workflow and reduced risk of error. These services can be 
used together or separately — however they best suit clients’ specific needs.

BARCODE AND FAMILY CODE SERVICES

With Inmar’s Coupon Management web app, all critical promotional information is 
stored in our system making the code creation process simple and comprehensive. Our 
code generation function includes defaults set to industry standards and delivers precision 
barcodes to specified email recipients immediately upon completion of offer attribute entry. 
Codes can be ordered online at your convenience and are integrated with the offer entry 
function so you don’t have to log into two separate sites.

BARCODE GENERATION

Within a coupon barcode, such as a GS1 DataBar, a Family Code is the three-digit number 
used in combination with a manufacturer’s Company Prefix to enable a coupon to be valid 
on a ‘family’ of products. The Family Code, combined with the Company Prefix, is key to 
validating the consumer’s purchase of the required product. Clients should initially create a 
thoughtful, comprehensive structure based on their intended coupon marketing strategy so 
that modification of the structure, once it’s implemented, is not necessary.
Our team helps clients create and maintain coupon Family Code structures and communicates 
the Family Codes to retailers.

FAMILY CODE MAINTENANCE

The last step in the design process verifies that the barcode on the artwork clients are 
approving will scan — that it has not been manipulated or incorrectly re-sized prior to 
final printing, and, that the coupon will scan to GS1 industry standards with the barcode’s 
data matching key attributes stored for the offer in Inmar’s Coupon Management web 
app. Inmar’s verification/validation service is available to you regardless of whether you 
ordered your barcode from Inmar’s Coupon Management web app.

VERIFICATION/VALIDATION

Using specialized data entry software, Inmar collects and delivers consumer information 
quickly with accuracy in excess of 99%. We capture:
•	Consumer name and address information
•	Consumer codes and provide to internet third parties when requested
•	Survey questions and checkbox questions
•	Other custom requests

DATA CAPTURE SERVICES
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The following guide lists the methods tracked by Inmar. Each entry includes the method, the method code used by Inmar 
and the method definition. If you need further assistance in selecting a method code, please contact your account team.

Bounceback (BB) • A coupon sent in response to  
a consumer’s request, typically requiring proof of purchase.

Color Run-of-press (CRP) • A solo, color coupon printed 
directly on the newspaper page.

Consumer Relations (CR) • A coupon sent to the consumer 
in response to that consumer’s written or verbal complaint 
or concern.

Dual Electronic and Paper (DEP) • An internet-delivered 
offer with a shared offer code that can be acquired by the 
consumer either by printing the coupon on the consumer’s 
home computer system or loading it digitally to a retailer 
loyalty card. Use of a shared offer code is not a best 
practice. Best practice dictates that one offer code be used 
for the print-at-home (NET) offer and a different code  
be used for the load-to-card (EDO) offer.

Direct Home Delivery (DHD) • A coupon delivered  
to the consumer’s home by methods other than the U.S. 
Postal Service (USPS). Examples include door hangers, 
leaflets or polybags.

Direct Mail Co-op (DMC) • Several coupons, from different 
manufacturers, in a single envelope delivered directly 
to the consumer by the U.S. Postal Service. This also 
includes Freestanding magazine outserts, which are 
several four-color advertisements including coupons from 
different manufacturers, printed together in a booklet and 
delivered in a polybag along with a magazine. The outsert 
and magazine can be delivered to magazine subscribers via 
the USPS or sold at newsstands.

Direct Mail Solo (DM) • A manufacturer’s coupon 
delivered directly to the consumer by the USPS.

Direct Mail with Sample (DMS) • A coupon, accompanied 
by a product sample, delivered directly from the 
manufacturer to the consumer by the USPS.

Electronic Discount (EDO) • An internet-delivered offer 
that never manifests as paper. Consumers acquire typically 
by associating the offer with a retailer loyalty card, or a 
unique identifier like a 10-digit mobile number.

Electronic Checkout (EC) • A coupon, dispensed 
electronically at a retail location during checkout, intended 
for use on a future purchase.

Electronic Kiosk (EK) • A coupon printed at a kiosk  
in a retail store.

Electronic Shelf (ES) • An electronic coupon, dispensed 
from a box attached to the shelf near the product, and 
intended for immediate use, also known as an instant 
coupon machine.

Free-standing Insert (FSI) • A four-color coupon 
appearing in an advertisement inserted (loose)  
in the Sunday newspaper.

Handout Co-op (HOC) • Several coupons from various 
manufacturers distributed by hand to a consumer  
at the store level.

Handout In-store with Sample (HSS) • A coupon  
and product sample distributed by hand to a consumer  
at the store level.

Handout Off-store Location (HL) • A coupon distributed 
by hand to a consumer at a location other than a retail store 
(i.e. food shows).

Handout Off-store Location Co-op (HLC) • Several 
coupons from various manufacturers distributed by hand 
to a consumer at a location other than a retail store  
(i.e. food shows).

Handout Off-store Location with Sample (HLS) •  
A coupon and product sample distributed by hand  
to a consumer at a location other than a retail store  
(i.e. a food show).

METHOD CODES AND DEFINITIONS
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Handout Solo (HO) • A coupon distributed by hand  
to consumers at the store level.

Hospital Sample (HS) • A coupon, accompanied by 
a product sample, distributed to patients or expectant 
mothers at a doctor’s office or hospital.

In-ad (IA) • A manufacturer-funded coupon issued  
by the retailer, typically through the retail store circular.  
It is usually only redeemable at the store that distributed 
the circular.

In-pack (IP) • A coupon found inside a product’s package 
that is redeemable on a subsequent purchase of  
the same product.

In-pack Cross Ruff (IPC) • A coupon found inside  
a product’s package that is redeemable on a subsequent 
purchase of a different product.

Instant Redeemable (IR) • A coupon attached  
to a product’s package at the factory or in the store that 
can easily be removed for immediate use at checkout.

Instant Redeemable Cross Ruff (IRC) • A coupon attached 
to a product’s package at the factory or in the store that 
can easily be removed for immediate use at checkout on 
the purchase of a different product.

Internet Print-at-home (NET) • A coupon distributed via 
the internet, typically selected online by the consumer  
and printed using the consumer’s computer system. 
Internet Print-at-home coupons are discovered digitally, 
but are redeemed like paper coupons.

Magazine On-page (MOP) • A coupon printed on the page  
in a magazine advertisement.

Magazine Pop-up (MPU) • A coupon printed in a special 
section of a magazine that folds out, or pops up, when  
the magazine is opened. Includes coupon printed in 
a special section or coupon booklet that is separately 
inserted into a magazine.

Military Handout (MHO) • A coupon handed directly  
to the consumer at a military retail location.

Military Magazine (MMG) • A coupon distributed through 
magazines targeted at military personnel.

Military Shelf Pad (MSP) • A pad of coupons placed on  
a shelf near the featured product in military commissaries.

Newspaper Co-op (NCC) • A group of coupons, either 
black-and-white or color, from different manufacturers, 
printed together on a newspaper page.

Newspaper Run-of-press (ROP) • A solo, black-and-white 
coupon printed directly on the newspaper page.

On-pack (OP) • A coupon printed on a product’s package, 
redeemable on a subsequent purchase of the same  
product. The product’s package must be destroyed  
to use the coupon.

On-pack Cross Ruff (OPC) • A coupon printed  
on a product’s package, redeemable on a subsequent 
purchase of a different product. The product’s package 
must be destroyed to use the coupon.

Prenatal (PRE) • A coupon presented to expectant mothers 
at the doctor’s office or during instructional classes.

Shelf Box (SB) • A coupon dispensed from a box  
attached to the shelf near the product and intended  
for immediate use.

Shelf Pad (SP) • A pad of coupons placed in the store, 
usually on a shelf near the featured product.

Sunday Supplement (SS) • A solo coupon printed  
in a magazine supplement, such as Parade or USA 
Weekend, in the Sunday newspaper.
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“	As shopper behavior continues  

	 to change and shoppers’  

	 ‘engagement expectations’  

	 increase, advertisers must  

	 employ holistic strategies that  

	 deliver both mass-distributed  

	 offers for reach, as well  

	 as relevant, targeted content  

	 through both traditional  

	 and digital methods. Meeting  

	 these growing expectations while  

	 Delivering value to consumers  

	 demands effective analysis  

	 of the Big Data created  

	 in the marketplace.”

DAVID MOUNTS
CHAIRMAN AND CEO, INMAR


