
Using Digital Coupons to Monetize 
Earned, Owned, & Paid Media 

 



Agenda 

• Introductions 

• What is Paid, Owned and Earned Media? 

• What are the benefits of each? 

• How can brands monetize these assets? 

• Barilla case study 
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• Barilla was founded in 1877 in 
Parma, Italy, by Pietro Barilla 
Senior in a little shop selling 
bread and pasta. 

 

• Today Barilla is the largest Italian 
food products group,  
best selling brand of pasta  
in Italy and around the world,  
the largest producer of baked 
goods in Italy and the third 
largest in Europe. 
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The Barilla Group 



The Barilla Group 
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Design how your coupon 
will look when it’s printed 

Prints on 8.5” X 11” Single Coupon Experience 

OR 

Promote your coupon 
experience anyway you like 

Coupon Gallery 

OUR SOLUTION 

 

• The industry’s first self-service secure Couponing Management System 

• Provides print-at-home and mobile couponing solutions 

• Works with 100+ top brands and retailers in the US and Canada 

• Was incubated from Rockfish Interactive; is privately owned 
 

Introduction 
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Owned 
Properties 

Paid 
Media 

Earned 
Media 

Advertising & Incentives 

• Display Ads 

• Paid Search 

• Sponsorships 

• Affiliate Marketing 

• Brand Ambassadors 

Digital Properties 

• Home pages 

• Microsites 

• Mobile Site 

• Email 

• Facebook 

• Twitter  

• YouTube 

 

Influencer Engagement 

• Bloggers 

• Digital PR/Buzz 

• Chats 

• Reviews 

• Conversations 

• UGC user generated 

content 

 

DEFINITIONS 

Paid, Owned and Earned 
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Advertising & Incentives 

• Immediate  

• Targeted 

• Control 

• Reach 

Digital Properties 

• Control 

• Cost efficiencies 

• Longevity 

• Flexibility 

Influencer Engagement 

• Most Credible 

• Sales influencer 

• Transparent 

• Sticky 

 

Benefits 

Owned 
Properties 

Paid 
Media 

Earned 
Media 

Converging Media 

Integrated Customer Journey 

Example Journey: 
• Paid: Display Ad 
• Owned: Facebook, Home Page 
• Earned: Read Product Reviews 
• PURCHASE 
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Promotions Expand Engagement 

1. Deliver on expectations (customers want a deal) 

– Coupons, Promotions, Sweepstakes, Contests 

2. Capture customer data in exchange 
– Name, Email, Zip, etc.  

3. Incentives your advocate by 
rewarding their actions 
– “Share and Save” Offers 

• More Names 

• More Clicks 

• More Data 

• More Purchases 

• More Consumers 
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Why do your customers visit a brand’s owned/earned digital properties? 

Reason to visit Owned Earned 

Information about the brand 74% 34% 

Coupons and Promotions 73% 37% 

Recipes, tips, advice 70% 37% 

Suggest new products 60% 41% 

Share opinions 50% 57% 

Connect with other consumers 48% 54% 

http://ipsos-mori.com; “Engaging CPG Consumers in the Digital Space”  

What Do Customers Value? 
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http://mashable.com/2012/09/24/facebook-brand-page-value/ 

What Do Customers Value? 
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CouponFactory’s 
Coupon Management 
System deploys offers 

across multiple  
consumer touch points 

Facebook 

Mobile 

Home Page Microsites 

Emails 

Display 
Advertising 

CouponFactory CMS 
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Coupon Management System 



2. Distribute Your Offer: 
• Microsite/Websites 
• Social Networks 
• Blogs and Email 
• Ad Networks 
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1. Login and Create: 
• Brand & Product Images 
• Legal, T&Cs & Coupon Copy 
• Barcodes & Expiration Dates 
• Multi-tiered secure login access 

3. Track and Report: 
• Impressions 
• Clicks & Prints 
• Referring URLs 
• Lead data 
• Redemptions 

   

OR 

Coupon Gallery Single Coupon Experience 

How it Works 

Coupon Management System 
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Barilla in the US 
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Challenge Results Solution 

Whole Grain Campaign 

Promote trial of Barilla 
Whole Grain. 

 

• Provided Facebook audience with a 
volume-boosting coupon ($1/2 boxes) 
when they shared a coupon ($1/1 box) 
with two friends 

• In banner coupon (Test call to action 
leading to website for more Whole 
Grain content vs. coupon) 

 

•  Coupon in banner 
placements reached the 
max  90K coupon prints 
after a blogger spread the 
word 
 

• In-banner coupon 
redemption 60% 
 

• Facebook advocate 
coupon had 64K prints 
(max limit), tracking 
toward 58% redemption 
rate 
 

• Facebook share coupon 
had 130K prints (max 
limit), tracking toward 
60% redemption rate 

 

“Try it. If you 
don’t like it, we 
will send you a 
replacement Blue 
Box.” 
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Whole Grain Taste Challenge App 
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In Banner Coupon 
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In Banner Coupon distribution  
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Challenge Results Solution 

To drive awareness and 
trial of new Barilla 
sauces. 
 
“Only one sauce knows 
how to hug your pasta 
and create a complete 
meal.” 

Barilla created  an event and an app on Facebook inviting 
people to send a hug to their friends.  

 

For every virtual hug Facebook users sent their friends, 
Barilla donated one Italian pasta and sauce meal to 
Feeding America. In addition the user were allowed to 
download a $1 off coupon on Barilla sauces.  

The “hugs” were tracked nationally by the Facebook app 

  

The Send a Hug Day  run for 24 hours on October 13th, 
2011  

 

• 96.2k app visits 
 
• 18k people sent hugs 
 
• 52.7k hugs sent 

(average of 3 hugs 
shared per person) 
 

• The Barilla fan base by 
45% increased 
 

• 48k coupons printed 
 

• Over 1,500 Barilla 
Sauce related 
mentions across the 
social web  
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Send a Hug Day 
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Drivers 

Hug Day Email Blast 

FB Profile 

Image 

Barillaus.com carousel image 
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Challenge Results Solution 

SoBe Wine & Food Festival 

Bring elements of the 
event to people at home 
so they can participate 
and feel a part of the 
Barilla experience 

Post-event recap email with coupon download 
sent to entire email database. 
 
 
“We came… we ate…we want to share!  
                                 [….] 
To celebrate our first big event of the year, we’ve 
included a coupon just for you“ 

 

 

 

• Total Email universe 
(received): 260k 
 

• Open Rate: 31% 
 

• Click Rate: 43% 
 

• 18k coupons Printed 
($1off pasta + sauce) 
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Challenge Results Solution 

Summer Salad Twitter & Email  

Increase awareness & 
buy rate of existing 
pasta salad cuts and 
introduce new Tri-Color 
Penne with no media 
support; leveraging 
messaging opportunity 
around Memorial Day 
and the kick-off of 
summer. 

 
• 315K impressions 

 
• 381 unique tweets 

 
• 25K coupons printed in 

12 hours! 
 

 

Memorial Day activation 

• Email blast with digital coupon to celebrate 
Memorial Day weekend  

• Twitter/Instagram contest to celebrate the kick-
off to summer  

• BarillaUS.com banners, 
Facebook/Twitter/Instagram messaging 
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Questions 


