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ABSTRACT 

Coupons are a marketing tool used to entice consumers to try a new brand or 

product in the hopes that they will then become loyal users after trial (Boundless, n.d.).  

Issuing coupons is a common practice for many businesses because it is relatively 

inexpensive to begin, and can be used for general advertising purposes in addition to 

attracting new customers.  Digital coupons have been introduced in the last few years and 

their acceptance is growing, with redemptions in 2010 increasing by 10 times the 2009 

rates and projected to increase exponentially with each year (Savings.com, n.d.).  Despite 

the higher acceptance and redemption rates for digital coupon formats over the past 5 

years, the overall coupon redemption rate has remained at around 2%.  

Early coupon academic studies in the promotional literature examine profitability 

maximization through manipulating coupon characteristics or the coupon process such as 

the timing of release, length of expiration dates, amount of the cents-off, and other related 

monetary factors.  Despite the ability to adjust coupon features to maximize revenue and 

redemption, the effect is not strong enough to generate the motivation required to elicit 

new use from non-users being targeted nor improve the overall low redemption rates.    

Basic characteristics such as demographic and socioeconomic variables as well as 

some predisposing motivational characteristics have also been studied to predict coupon 

use.  While some of these characteristics demonstrate differences between consumers 

who do and do not use coupons, characteristics provide little insight into why non-users 

choose not to coupon.  Furthermore, the findings cannot be generalizable to the 

population as a whole when the redemption rate persists at 2%.  With digital coupons a 



 
 

9 

rapidly growing practice, it is important to determine whether or not this new coupon 

format might contribute to behavior change in current non- or infrequent users of 

coupons.   

The overarching goal of this research was to better understand the motivational 

processes driving the decisions to not use coupons in the context of consumer packaged 

goods (grocery).  While most previous research has concentrated on characteristics of the 

consumer, characteristics of the coupon, and predisposing motivational constructs, this 

study examined why consumers rejected coupons by examining their narratives on the 

various stages of the coupon process to narrow down the factors contributing the most to 

deterring coupon use.  A two-phase qualitative approach was selected to determine how 

digital coupons were perceived by both frequent and infrequent users followed by a more 

in-depth investigation into the timing, motivation and cognitive processes occurring 

behind the decision not to coupon.   

The Phase 1 study included 58 participants, 29 frequent users and 29 infrequent 

users. Participants completed a set of questionnaires measuring previously identified 

predisposing characteristics, given guidance on the selection of digital coupons loaded 

onto shopper loyalty cards and were provided with Sunday circulars.  Each participant 

had 1 week to try and redeem the digital coupons and complete follow up questionnaires 

to determine any changes post-trial.  Participants were invited to participate in 1 of 6 

focus groups to determine themes related to the digital coupon trial.  
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The Phase 2 study included 10 individuals who participated in depth interviews 

focusing on the processes, motivations and decisions related to coupon use during 

grocery shopping.  The interview was broken out into 5 stages: 1 is an ice-breaker 

introduction to the study; 2 involves rapport building and setting the tone; 3 is the depth 

interview that attempts to elicit understanding into the motivation, timing, and rationale 

behind rejection of coupon use; 4 presents some popular emerging technologies based on 

emerging applications of interest to the Association of Coupon Professional Board; and 5 

includes a brief discussion of different type of coupon and verification. 

Overall, , the consumer’s perceived purpose of the coupon is to save money 

through item cost reduction whereas from a marketing perspective the coupon is intended 

to entice consumers new to the brand or to encourage trial of a new product (Boundless, 

n.d.).   This difference in perception could be a major contributor to the valuation process 

and resistance/rejection themes of infrequent users.  Interestingly, very few infrequent 

users rejected the practice of coupons outright and were far more likely to resist or 

postpone the practice. More research should be conducted to identify when, how and why 

infrequent users re-evaluate coupons or try the process again. 

Coupon industry members should review the coupon practice and make a decision 

to either abandon or overhaul the process as it currently does not provide value to either 

the manufacturers issuing the coupons or the consumers, even those actively using 

coupons.  If the decision is to overhaul the practice then a decision should be made 

whether or not to adapt to the current perceptions that coupons are a means to reduce 

product price or re-educate consumers and industry members alike on the coupon as a 
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means to solicit trial.  Lastly,  many of the existing apps do not address any of the 

coupon-related barriers, incongruities, or infrequent user needs.  A disruptive technology 

is needed to change consumer perceptions, encourage coupon use and provide value 

added utility beyond just bypassing the coupon process to make the practice relevant in 

today’s mobile culture. 
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CHAPTER 1: INTRODUCTION 

Coupons are a marketing tool used to entice consumers to try a new brand or 

product in the hopes that they will then become loyal users after trial (Boundless, n.d.).  

Issuing coupons is a common practice for many businesses because it is relatively 

inexpensive to begin, and can be used for general advertising purposes in addition to 

attracting new customers.  The Coca-Cola Company circulated the first coupon for a free 

product trial in 1892 (The Coca-Cola Company, 2012).  More than a hundred years since 

its inception, the practice of issuing coupons has become so prolific that the Association 

for Coupon Professionals (ACP) considers all its elements to comprise an industry (The 

Association of Coupon Professionals, n.d.).  Coupons are distinct from other promotions 

such as store sales and temporary price reductions.  Groupon Inc., Living Social, and 

similar companies who offer daily deals expand the reach of temporary price reductions 

but are technically not coupons because they are a pre-purchased price reduction.   

In 2013, manufacturers and retailers issued $467 billion in coupons as 

freestanding coupon inserts in newspapers. This reportedly resulted in 211 billion pages 

and 287 billion coupons circulated to over 70 million households in the US (Kantar 

Media, n.d.).  Coupon releases in 2014 represented an 11.8% increase of total coupons 

issued over 2013, also reflecting an all-time high for coupon face values in an attempt to 

increased redemption (Kantar Media, n.d.).  Industry research reports 24% of US 

households actively use coupons (Hale, 2010).  While these metrics may seem impressive, 

the overall coupon redemption rate hovers at only 2% and has remained at that level for 

the past 10 years (Inmar, n.d.; Montandon, 2010).  Furthermore, coupon redemption 
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dropped during 2012 despite poor economic conditions in the US when coupons should 

have been even more attractive to consumers (Boundless, n.d.; Gallup, n.d.; Inmar, n.d.). 

There are two overarching types of coupons in the market today – those issued by 

manufacturers and retailers.  Manufacturer coupons are typically issued on consumer 

packaged goods (CPG) often seen in grocery stores.  CPG coupons are the dominant type 

of coupon issued.  CPG manufacturers have traditionally issued coupons to elicit new 

product trial and brand switching (Boundless, n.d.).  Retailer coupons, on the other hand, 

are used to drive traffic of existing consumers to the retail location with the intent of 

increasing consumer visits or increasing per visit spending.  Retailers and manufacturers 

have also developed joint coupons wherein a manufacturer’s coupon can only be 

redeemed at that specific retailer, in which case both parties would incur costs.    

Coupons can be issued in a variety of formats that are increasing along with the 

rapid penetration of smart phones in the marketplace worldwide (Leonard, 2013).  There 

are two main coupon formats - paper and digital. Paper coupons are predominantly 

circulated in mailers, magazines, circulars and freestanding inserts (FSI) in newspapers.  

Paper coupons can also be downloaded from the Internet and printed.  Digital coupon 

formats include closed-loop coupons, digital wallets, and mobile coupons.  Closed-loop 

coupons are downloaded onto a loyalty card and can only be used at a specific grocery 

retailer whereas digital wallets and mobile coupons are not retailer specific.  Digital 

wallets use chips and near-field communication technology to transmit coupon 

information to the point of sale system. Mobile coupons are loaded onto the smartphone 

via text messaging and pre-loaded applications; they are scanned at checkout. 
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Digital coupon formats have been introduced in the last few years and their 

acceptance is growing, with redemptions in 2010 increasing by 10 times the 2009 rates 

and projected to increase exponentially with each year (Savings.com, n.d.).  Market 

reports demonstrate a 17.7% growth in the distribution of digital coupon formats by 

retailers in 2014 (Kantar Media, n.d.).  Redemptions of digital coupon formats may 

increase even faster as consumer awareness about recent technological adaptations to the 

coupon process grows (Montandon, 2010).  Additionally, digital coupon formats 

automate the redemption processes for issuers and eliminate many of the cost outlays of 

issuing coupons including processing fees, fraudulent consumer use, retailer incentives, 

physical manufacturing outlays, and accidental expired coupon redemptions.  Digital 

coupon formats also allow for targeted marketing and consumer selection to increase the 

relevance of the coupons issued for each individual. 

Despite the higher acceptance and redemption rates for digital coupon formats 

over the past 5 years, the overall coupon redemption rate has remained at around 2%.  

Before further technological adaptations are introduced, there is a need for research to 

uncover the motivational factors contributing to low overall coupon redemption rates. 

Acceptance rates this low for any other marketing activities or consumer technology 

adoptions would be considered a failure and abandoned, but coupon issuers have instead 

adapted to these rates and issue or manage coupons assuming a 2% redemption rate.  In 

fact, coupon issuers are not only perpetuating the problem, but rather increasing and 

expanding it by accepting the 2% redemption as a standard when planning coupon 

promotions.  Therefore, the purpose of this study was to gain an understanding about why 
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consumers are not motivated to redeem coupons more frequently and how technological 

adaptations using digital technologies are helping consumers overcome these barriers.  

The research questions (RQ) for this study were: 

RQ1: What are motivational barriers to coupon redemption? 

RQ2: How do digital coupon technologies reduce motivational barriers to 

coupon redemption? 

 

To answer my above research questions and better understand factors that 

contribute to the low overall coupon redemption rate, I designed a two-phase mixed 

methods research approach.  The first exploratory phase involved high and low frequency 

coupon users who participated in a week-long pilot trial of closed-loop, digital coupon 

formats. I administered pre- and post-questionnaires to assess the predictive individual 

characteristics already established in past coupon research followed by focus group 

interviews.  The focus groups delved into users’ trial experience with this new technology 

to cover perceived and actual barriers to coupon use.  The questionnaires assessed 

individual characteristics found to be predictive of coupon use in past research and 

contribute to an understanding of users’ motivation to accept or reject coupons and the 

new technology.  From this phase one data, I developed an explanatory framework for 

why consumers are not motivated to redeem coupons more frequently and how digital 

technologies help or hinder consumers to overcome these barriers. During the second 

validation phase, I interviewed consumers who do not use coupons on a regular basis but 

have some prior exposure to coupons. In interviews, I questioned them about their 
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decision-making process and motivations related to coupon use.  This latter data provided 

qualitative validation of my explanatory framework and a more in-depth understanding of 

motivational barriers to coupon use previously uncovered in the phase one focus groups.  

It also provided insights about how new digital technologies are changing related 

consumer behavior. My study only focused on CPG coupons for grocery shopping to 

increase consistency across participant interviews and because these are the predominant 

coupon type in the market. 
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CHAPTER 2: LITERATURE REVIEW 

Understanding what is known about coupons to date is a necessary first step in 

answering the research questions for this study, which investigate 1) why consumers are 

not motivated to redeem coupons more frequently and 2) how technology may remove 

perceived and actual barriers to increase redemption rates.  This chapter, therefore, begins 

with a review of the coupon literature and the numerous studies targeted at determining 

the factors that drive coupon use, or the lack thereof.   

 

WHAT DO WE KNOW ABOUT COUPONS AND COUPON USE? 

Early coupon academic studies in the promotional literature examine profitability 

maximization through manipulating coupon characteristics or the coupon process such as 

the timing of release, length of expiration dates, amount of the cents-off, and other related 

monetary factors.  The outcomes of interest are typically related to coupon face values, 

redemption rates, and sales rates or brand profitability (Leone & Srinivasan, 1996; 

Shaffer & Zhang, 1995).  Econometric and pricing models add in promotional elements 

such as advertisement placements and brand equity to test scenarios for maximizing the 

profitability of a coupon promotion.  These scenarios are typically modeled from the 

coupon issuer’s perspective and have shown that high equity and monetary promotions 

are more effective for utilitarian products?.  The true net effect of any given coupon 

promotion must take into account all of the factors, and the majority of these studies are 

firm driven which do not include effectiveness from the consumer standpoint (Chandon, 

Wansink, & Laurent, 2000; Narasimhan, 1988; Neslin & Shoemaker, 1983; Neslin, 1990).   
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Econometric models reveal differences in coupon promotion success across brands and 

product categories (Neslin, 1990).  Despite the ability to adjust coupon features to 

maximize revenue and redemption, the effect is not strong enough to generate the 

motivation required to elicit new use from non-users being targeted nor improve the 

overall low redemption rates.   Issuing coupons is a common advertising practice with 

low initial investment cost and a longstanding history of practice.  Coupons have the 

added attraction of being a cost-effective method for eliciting new product or brand trial 

and brand switching trial (Antil, 1985) but research has shown that the extrinsic 

motivations for brand switching are temporary and do not strongly predict future 

intentions to repurchase (Mazursky, LaBarbera, & Aiello, 1987).    

Basic consumer characteristics such as demographic and socioeconomic variables 

have also been studied to predict coupon use.  In the US, minorities find coupons less 

accessible and do not participate in the coupon process as frequently as do Caucasians 

(Green, 1996; Kaufman, 1991) and these differences increase when the consumer’s level 

of US acculturation is low (Donthu & Cherian, 1992).  Men are also less likely to use 

coupons when grocery shopping (Harmon & Hill, 2003; Hill & Harmon, 2007).  High 

coupon users are typically affluent, educated, and married with a family (Tat & Bejou, 

1994).  While these consumer characteristics demonstrated the differences in consumers 

who do and do not use coupons, socio-demographics provide little insight into why non-

users choose not to coupon.  Furthermore, the findings cannot be generalizable to the 

population as a whole when the redemption rate persists at 2%.   



 
 

19 

While acculturation and accessibility have been proposed as the rationale for 

Hispanic population non-use (Donthu & Cherian, 1992; Kaufman, 1991) an even more 

important premise is that cultural views of perceived value affect participation in the 

coupon process (Donthu & Cherian, 1992; Green, 1996).   For example, high coupon 

users tend not to be brand loyal and more likely to engage in variety-seeking behaviors 

(Bawa & Shoemaker, 1987) whereas Hispanic and other minority groups exhibit higher 

brand loyalty (Kaufman, 1991).  This spurred research attempting to identify other 

potential consumer characteristics beyond basic demographics to predict consumer use of 

coupons.   

A significant amount of the literature addressing consumer characteristics is 

related to perceptions of price and the value of discounts such as price consciousness, 

value consciousness, deal proneness, and coupon proneness.  Price consciousness 

describes the tendency of an individual to seek out the lowest price available for any 

given product or service and is predictive of high coupon use (Babakus, Tat, & 

Cunningham, 1988; Tat & Bejou, 1994).  Value consciousness refines price 

consciousness by adding a quality clause to the definition, which then depicts the 

tendency to seek out the best possible price for the product or service but taking into 

account the desired level of quality outside of the listed price or promotion (Lichtenstein, 

Netemeyer, & Burton, 1990).  Deal-proneness and coupon-proneness are related concepts 

but have been shown to be distinct constructs (Bawa & Shoemaker, 1987; Bawa, 

Srinivasan, & Srivastava, 1997; Blattberg, Buesing, Peacock, & Sen, 1978; Lichtenstein 

et al., 1990).  Deal-proneness refers to the consumer perceptions that deals are attractive 



 
 

20 

and promotions irresistible (Hackelman & Duker, 1980).  At one extreme, deal prone 

consumers act on and are satisfied with having gotten a good deal regardless of the 

ultimate utility of the object. Coupon-proneness also describes consumer attraction to 

coupons, in particular. Consumers may be prone to deals and promotions but may not 

find coupons to be attractive (Lichtenstein et al., 1990).  Some attempts have been made 

to determine predisposing characteristics specific to non-users such as the coupon anti-

proneness scale which identified five constructs contributing to non-use: embarrassment, 

forgetfulness, hassle, expiration, and financial value (Bonnici, n.d.). 

Coupon users gain a lot of satisfaction from the act of redeeming the coupon and 

earning the savings (Babakus et al., 1988). There is evidence that the discount be just 

enough that the consumer feels responsible for having found a great deal and therefore 

must perceive themselves to be involved in the process to some extent (Schindler, 1992).  

Frequent shoppers obtain positive benefits from the act of shopping itself as opposed to 

the outcome of product acquisition and that is similar with coupon usage.  Tauber (1972) 

identified shopping as an action of multiple motives “some of which are unrelated to the 

actual buying of products.”  Getting a good deal is one of the central shopper motives that 

occur during the acquisition process. This is the pleasure of bargaining or the derision of 

good deals through haggling or some similar process (Tauber, 1972). This then allows the 

shopper to feel he has made a wise purchase. Other researchers have identified this same 

motive as negotiation, value shopping, and value seeking (Dawson, 1990; Wagner, 2007).  

Consumers may derive positive psychological effects from the transaction itself or the act 

of saving money (Thaler, 1985).  There are positive psychological effects associated with 
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finding a great deal and attributing the find to being a smart shopper (Hunt, Keaveney, & 

Lee, 1995; Milkman & Beshears, 2009; Schindler, 1992; Tat & Bejou, 1994).  In fact, 

coupon users regularly obtain both hedonic and utilitarian benefits through the use of 

coupons and the authors called for a reframing of deal-proneness to include a more 

motivational approach to determining predictors of coupon use (Chandon et al., 2000).    

One aspect of motivation addressed examines how consumers value their time in 

relation to their decision to use coupons.  The lack of minority participation in coupon 

redemption described earlier could be due to different valuation of their time as compared 

to Caucasians (Green, 1996).  In fact high users do not factor in the value of the time 

spent acquiring and redeeming coupons when deciding to use coupons (Babakus et al., 

1988).  Uhl (1982) first proposed the concept that coupons pose a cost to consumers in 

the amount time and energy required to successfully redeem coupons and that the 

acquisition activity demonstrates donated time to the coupons sponsor and lose that time 

which could have been spent on more productive uses (Uhl, 1982).   This was rebutted 

positing that consumers are compensated through price reductions obtained from the 

coupon and there should be no cost attributed to the activity because consumers choose to 

do this during their free time in lieu of other pleasurable activities for which they are not 

paid (Antil, 1985).  The concept of valuing time based on alternatives is an economic 

approach that provides an estimate of the value of time based on the opportunity cost of 

forgoing other valuable activities.  Avery and Haynes (1996) estimated the opportunity 

cost of couponing by valuing the time spent on directly related activities through 

assigning an hourly monetary value.  There were three tiers of valuation using the highest 
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possible foregone activity which is the individual’s earned wage, a market alternative 

wage for the level of skill required for the activity, and a zero replacement cost because 

there is no valuable alternative for free-time.  All but the highest earned wage tier showed 

a net monetary benefit to using coupons (Avery & Haynes, 1996).  The authors, however, 

did not factor in the psychological costs or value of time for each individual because it 

was assumed omitting this valuation of time would be counterbalanced by the fact that 

the perceived psychological benefits of couponing were also not included (Avery & 

Haynes, 1996).  Excluding the psychological perceptions of the value of time is an 

important omission considering the proposition that cultural views on the value of time 

may be a large deterrent to using coupons (Green, 1996).  Others have used consumer 

characteristics as a proxy for how an individual might value their time (Babakus et al., 

1988) or survey-based Likert assessments (Barat, Amos, Paswan, & Holmes, 2013; 

Bonnici, n.d.) and both methods showed the time cost to be a significant deterrent. 

Another approach to motivation to use coupons uses Theory of Reasoned Action 

(TRA) and its offshoots, the Theory of Planned Behavior (TPB) and the Technology 

Acceptance Model (TAM).  TRA is a widely used model of predicting behavior taking 

into account subjective norms, which are perceptions of how an individual’s reference 

group would expect them to behave, coupled with the individual’s attitude toward the 

action, which describes their belief that the activity will result in positive benefits (Ajzen 

& Fishbein, 1980).   Subject Norms and Attitudes combine to predict behavioral intention, 

which in turn predicts behavior.   TPB expands this model to include a third antecedent to 

behavioral intention and behavior, Perceived Behavioral Control (Netemeyer & Ryn, 
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1991).   Perceived behavioral control adds in the individual’s perception about their 

ability to successfully execute the activity to achieve the desired outcome.  TAM uses the 

principles of TRA to predict behavioral intention to use technology through an 

assessment of the consumers perception of how simple the technology is or will be to use 

and how useful that technology, if used, will be to them (Davis, Bagozzi, & Warshaw, 

1989).   

In 1984, Shimp and Kavas used the Theory of Reasoned Action (TRA) to study 

coupon redemption and behaviors stating, “that coupon usage is rational, systematic, and 

thoughtful behavior.”  The authors found however, that subjective norms and personal 

attitudes were predominately predictive, which focuses in on consumer characteristics 

rather than behaviors or motivation (Bagozzi, Baumgartner, & Yi, 1991; Shimp & Kavas, 

1984). TRA/TPB variables, specifically the personal characteristics, are good predictors 

for coupon use but do not provide insight into predicting the rational for non-use beyond 

the above listed opportunity cost factor. In an attempt to extend the predictive ability of 

TRA/TPB, Bagozzi, Baumgartner, and Yi (1992b) attempted to differentiate between 

consumers who are more or less motivated (orientation) to pursue coupons and the effect 

that orientation has on the impact of subjective norms and attitudes on intentions 

(Bagozzi, Baumgartner, & Yi, 1992b).  These authors indicate that coupon use may not 

be accurately predicted using intentions due to the numerous steps that occur between 

intention and action and therefore studied TRA/TPB modeling intended and actual 

behaviors (Bagozzi, Baumgartner, & Yi, 1992a).   The second study added in goal 

directed behavior as an intervening factor between intention and behavior, which starts to 
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bring in motivational processes that go beyond characteristics and traits (Bagozzi et al., 

1992a).   Since the advent of electronic and digital coupon formats, TAM has been used 

frequently to study mobile coupons (Chiang, Lin, & Tu, 2013; Ha & Im, 2014; Jayasingh 

& Eze, 2012). 

The most recent phase of coupon research has examined the potential effects of 

perceived social implications of using coupons as a deterrent to what normally might be 

perceived as an economically beneficial activity. Consumers may perceive negative 

social consequences from using coupons by feeling stigmatized for being cheap, poor, or 

from a lower social stratum than that with which they associate themselves or wish to be 

associated (Brumbaugh & Rosa, 2009). 

Ashworth, Darke, and Schaller (2005) termed these negative consequences as 

“social disincentives” that are weighed against the economic and psychological 

incentives when deciding to use a coupon. The authors indicate that impression 

management theory is the primary driver for the election to not use coupons to avoid the 

associated social disincentives. Impression management theory describes an individual’s 

behavior which is intended to maintain a specific social image either through engaging in 

behaviors that would reflect positively on that image or avoiding behaviors that may 

cause it harm (Ashworth, Darke, & Schaller, 2005). 

Social stigma is the act of devaluing or behaving negatively towards an individual 

as a result of perceived (real or assumed) traits, which are deemed socially, deviant, 

unacceptable, or negatively valued. Individuals who believe themselves to be stigmatized 

can suffer numerous negative psychological and physiological effects (Link & Phelan, 
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2006; Major & O’Brien, 2005).  Feeling or being stigmatized as a result of the use of 

coupons has been empirically tested and has even been shown to affect others in what 

Argo (2008) termed “stigma by association” (Argo & Main, 2008; Ashworth et al., 2005).  

Determination of the effects of stigmatizing conditions also depend on the 

individual’s likelihood to perceive threat and believe that their associated stigma 

“permeates interactions with members of the out-group…People who are high in stigma 

consciousness believe that stereotypes…play a tremendous role in their lives, particularly 

with respect to the way out-group members treat them; people low in stigma 

consciousness… barely give their stereotyped status a moment’s thought” (Pinel, 2002). 

The stigmatizing effect of coupon use may be the underlying factor for the low 

redemption rates of traditional and electronic coupons issued. Unfortunately, those who 

may need the savings most are going to be more likely to be affected by this stigma. 

Rucker and Galinsky (2008) reported being in a position of low power is an aversive state 

which affects the individual both physiologically and psychologically and as such will 

want to alleviate that state (Rucker & Galinsky, 2008). 

Despite these efforts, there is still limited understanding about why more 

consumers are not using coupons, when this decision occurs, and how technological 

adaptations might effectively change those decisions.  Research on psychological and 

motivational predisposing characteristics contributing to behavior or behavioral intention 

has not provided enough insight into the decision not to coupon.  We also cannot assume 

that users and non-users are on opposite ends of one spectrum.  Technology adoption 

studies experienced the same inability to predict non-adopters because an assumption was 
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made that these individuals were simply the opposite of adopters.  The issue with this 

approach is that it negates the cognitive processes contributing to the decisions such as 

uncertainties or inconveniences caused by the technology, or in this case the coupon 

(Ellen, Bearden, & Sharma, 1991; Gatignon & Robertson, 1989).  Therefore, an 

understanding of the consumers’ thoughts on the experience of coupon use in the grocery 

context from both the high and low users’ perspectives will generate some thematic 

understanding of motivations driving both ends of the spectrum. 

Digital coupons, as described earlier are a rapidly growing segment within 

coupons.  Therefore, it is important to determine whether or not this new coupon format 

might contribute to behavior change in current non- or infrequent users of coupons.  At 

the time of the Phase 1 study digital coupons were an emerging technology and the best 

option for determining consumer perceptions on this format was to conduct an actual 

product trial with a pre- and post-experience assessments and a focus group to determine 

what was underlying each consumer’s experiences during the trial.  The Phase 1 trial 

provided thematic information about the similarities and differences between frequent 

and infrequent users of coupons.  From that data, the Phase 2 depth interview approach 

elicited the motivations and cognitive processes behind those experiences.  This two 

phase qualitative approach was necessary given the limited understanding behind 

motivations not to use coupons and existing quantitative approaches do not yield enough 

variability to be predictive. 
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CHAPTER 3: PHASE 1 METHODS  

We invited both frequent and infrequent users of CPG coupons to participate in a 

week-long trial of digital coupon formats using a closed loop system followed by 

participation in a focus group to gain feedback about their trial experiences.  Participants 

were also asked to complete questionnaires before and after the trial.  Institutional 

Review Board approvals were obtained on July 31, 2009 allowing execution of the 

recruitment, procedures, data collection, confidentiality, and reporting methods detailed 

in this chapter. 

We recruited study participants using an email announcement system at the 

University of Arizona that distributes communications to all faculty, staff, and students. 

Interested individuals were directed to complete a pre-screening online questionnaire to 

determine their coupon usage frequency (6-point Likert scale) and whether they normally 

shopped at either Safeway or Fry’s (Kroger) grocery stores, which were two national 

grocery retailers participating in the PGesaver.com program on their store loyalty cards at 

the time of our study. We selected study participants, on a first-qualified basis, who were 

1) either high-volume/frequent coupon users or low-volume/infrequent coupon users, 2) 

shopped at Safeway and/or Fry’s, and 3) were available and willing to participate in a 

one-week digital coupon trial and subsequent focus group.   We also asked about their 

level of technology use for a variety of devices and programs.  We recruited and 

consented a total of 60 participants but only 58 completed the entire study, giving us a 

total of 29 high users and 29 low users. We conducted the one-week trial and subsequent 

focus groups first with the frequent users followed by infrequent users. 
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Participants attended an enrollment session where they were consented, 

completed a pre-trial online questionnaire, and enrolled in the PGesaver.com program 

linked to their chosen store (Safeway or Fry’s) loyalty card. They were also given a $25 

gift card for their chosen store to assist with their grocery purchases during the one-week 

trial.   At the end of the trial period, we emailed participants the link to complete a post-

trial online questionnaire prior to attending their scheduled focus group discussion. They 

received an additional $25 gift card for completing the focus group discussion.  

The pre-trial and post-trial questionnaires consisted of similar scales addressing 

constructs and characteristics previously described in the coupon literature (Chapter 2) 

including TAM variables (Davis et al., 1989) (perceived ease of use, perceived 

usefulness) for both digital and paper coupons, coupon proneness (Lichtenstein et al., 

1990), value consciousness (Lichtenstein et al., 1990), subjective norms (Netemeyer & 

Ryn, 1991), stigmatizing others (Brown & Pinel, 2003; Pinel, 2002), stigma impact 

(Burgener & Berger, 2008; Fife & Wright, 2000) and general demographics.  Results of 

the questionnaire data are presented in Appendix A: Tables 1 -3.  Details of 

questionnaires and the study protocol are located in Appendix C-1 through C-4.   The 

Disclosure Statement and Consent forms are located in Appendix E-1 through E-2. 

Questionnaire data were analyzed using chi-square or Fisher’s exact tests for 

categorical data items comparing frequent and infrequent users.  Scores for perceived 

ease of use, perceived usefulness, subjective norms, stigma, coupon proneness, and value 

consciousness were compared pre-and post-trial both between and within frequent and 

infrequent user groups using independent samples and paired samples t-tests.  Sixty 
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participants were consented to participate in focus groups and 58 completed all phases of 

the study.  There were six focus groups in total, three conducted with frequent coupon 

users and three with infrequent users.  The transcriptions were reviewed to identify 

previously identified characteristics and motivators.  Frequent and infrequent user groups 

were compared to focus in on themes unique to the infrequent users that could explain 

their decision not to use coupons. 

We used a standardized protocol for all six focus groups, which were conducted 

in a campus classroom equipped with a two-way mirror for observation and audio/video 

recording capability. Each focus group began with a word association exercise for each of 

the following terms: coupon, shopping, and self-service technology. This exercise was an 

icebreaker and got participants talking about the context of the trial that they had 

completed. Participants were asked to explain the meaning of associated words, which 

generated a lot of discussion among them. As the conversation unfolded, they were also 

asked to describe their shopping behaviors and couponing rituals, in the case of high 

frequency coupon users, or their reasons for not using coupons, in the case of low 

frequency coupon users. The discussion then focused in on their use of digital coupon 

formats during the one-week trial, including unexpected and/or unsatisfactory 

experiences.  Focus groups were transcribed verbatim. 

Focus group data were analyzed using Atlas, a qualitative data analysis software 

(ATLAS.ti GmbH, 2015).  Data were analyzed using a framework approach described by 

Rabiee (2004), which involves five stages “familiarization, identifying a thematic 

framework, indexing, charting, mapping, and interpretation.” (Rabiee 2004, p. 657)  
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Familiarization involves a simple reading of the transcripts, notes, and summary in their 

entirety multiple times to get a global understanding of the all the data before dissecting 

the words and themes.  These themes are then indexed by assigning all relevant quotes or 

words to themes.  Charting then involves a more in-depth review of the thematic quotes 

to determine if there are other sub-themes that could be classified. The last stage involves 

interpretation to determine how the themes fit and answer the two primary research 

questions (Breen, 2006; Krueger & Casey, 2000; Rabiee, 2004). 

Familiarization included three complete read-throughs of each transcript to 

become familiar with the content and basic emerging themes contained across the six 

focus groups.  The thematic framework involved classifying quotes and information from 

two pre-determined categories (stigma and technology) and identifying additional themes 

that were relevant across or within user groups.  The themes identified include value, 

expectancy, time, characteristics and relevance.  Transcripts were indexed for quotes that 

fell within one or multiple themes identified.  Indexed transcripts are located in Appendix 

C. The indexed quotes were then further reviewed to determine sub-themes including 

subjective norms, detailed processes, deal proneness, value seeking, abandonment, failure, 

service failure, memory, effort, time-value, loss/gain, relevance and delay.  These charted 

categories and the counts are described in Table 4. 
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CHAPTER 4: PHASE 1 FINDINGS 

This chapter will discuss elements from word association, word frequencies, 

surveys, and focus group analyses combined to discuss similarities and differences in 

findings to previous literature followed by motivational themes contributing to RQ1and 

lastly technology themes contributing to RQ2. 

 

WORD ASSOCIATION 

Word association exercises were grouped by the investigator into concept maps 

located in Appendix B: Figures 1 – 3.  Responses from all six focus groups were 

combined together and grouped into concepts for each word association exercise.  Word 

association exercises created negative and positive responses, which can be viewed in 

Figures 1 - 3.  The word “coupon” elicited numerous personality characteristics from 

frequent users related to bargain seeking such as excited, fun, challenge, smart and 

adrenaline.  The frequent users ironically came up with more negatively associated time 

concepts (job, time, hassle, rush, chore, anxiety, math, time consuming, forgotten, lost in 

purse) than the infrequent groups whereas infrequent users came up with numerous 

process-related words (storage, sorting, scissors, flyers, scanning, lists, cutting, Sunday 

paper).  From a value perspective, the frequent users referenced quantity, buy one get one 

free???, more for your money, free, bargain and winning.  Both groups referenced 

savings, but only the infrequent users mentioned the inherent value of time.  The term 

“shopping” elicited an equal number of negative and positive emotions and an extensive 

amount of store-related traits from both groups less cohesive than “coupon”.  The 
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infrequent users mentioned many of the value related concepts that the frequent users had 

previously mentioned for the word “coupon” such as new stuff, value and discounts.  

Self-service technologies (SSTs) were viewed as predominantly positive as 

convenient and time-saving in theory; however the traits of the technologies were viewed 

as negative mostly in terms of SST failure or process inconvenience such as spam, 

delayed delivery, slow connections, identity theft, and safety/security.  The negative 

emotions listed were similarly linked to SST failure such as frustration, return nightmares, 

risky and easy but aggravating.  SSTs seemed to be viewed as a double-edged sword with 

the promise of comfort and convenience coupled with the subsequent headaches in the 

event of service failure and varying customer service policies. 

Overall, frequent users were much more likely to make statements related to 

personal characteristics contributing to coupon use, previous exposure and deal proneness.  

Value seeking was only coded for infrequent users, to demonstrate that no or low coupon 

use is not the antonym to value seeking behavior.  The proportion of coded statements 

was relatively equal between frequent and infrequent users.  Frequent users talked in 

much more detail about processes than the infrequent users.  Infrequent users, on the 

other hand, discussed relevance/irrelevance of available coupons more often, and 

discussed memory related trial failures as well as issues with the coupon process with 

active attempts at trial.  In addition to the qualitative analysis, word counts were 

generated for frequently used terms, or terms wherein large differences were noted 

between the groups.  Of interest, frequent users used the words “free” and “save” more 

often whereas infrequent users used the words “need” and “fresh” more frequently.  All 



 
 

33 

other terms were relatively similar in distribution with the exception of the term “coupon” 

which, logically, was mentioned more often in the high user groups.   

 

PREDISPOSING CHARACTERISTICS TO COUPON USE 

Early coupon literature proposed various demographic characteristics describing 

frequent user groups as non-minority females with higher SES and education levels.  The 

participants in our focus groups did not vary across race, education, or income.   Only 

two of the participants were male and both in the infrequent groups, which is in keeping 

with previous research (Table 1).  The low representation of males in the study may be 

due to the eligibility criterion that respondents were the primary grocery shopper for their 

household.  Several of the frequent users, however mentioned uncles and fathers 

(Frequent 3:203, Frequent 3:204) who were avid coupon users. Data cited from 

transcripts are referenced first by transcript number then by line number within the 

referenced transcript. Each focus group transcript represents ten individuals.  There were 

no group differences in race and ethnicity, income, or education and while about 50% of 

the participants were in a higher income bracket ($60,000+) the remainder made less and 

numerous participants reported having been on food stamps or being very poor at some 

point in their life (Infrequent 3: 189; Frequent 3:122; Frequent 4: 004).  A few of the 

infrequent users had been frequent users in the past out of necessity due to low-income 

status (Infrequent 2: 126) and there were a few participants who indicated that they were 

single moms in the infrequent group (Infrequent 3:040; Infrequent 3:005; Infrequent 3: 
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004).  Overall, participants in all focus groups were very familiar with the various 

technologies used for digital coupon formats in this study (Table 1).   

From the questionnaire data, participant perceptions of paper coupons differed 

significantly between-groups both at pre- and post-trial with frequent users rating paper 

coupons as easier to use and more useful than infrequent users (Table 2).  Post-trial 

coupon proneness was also higher for frequent users than infrequent users.  Between-

group differences for digital coupons were fewer and only related to perceived usefulness 

and coupon proneness.  Overall, frequent users scored higher on the coupon proneness 

and value consciousness scales than infrequent users both pre- and post-trial. However 

the means for both groups were high for value consciousness (frequent �̅�=6.39, s.d.=0.48; 

infrequent �̅�=5.83, s.d.=0.75).  There were few significant within-group differences pre- 

and post-trial and quite a few of the measures did not correlate from pre- to post-trial for 

both groups despite being identical questionnaires (Table 3).  The four significant 

changes included an increase in subjective norms for both groups and an increase in 

perceived ease of use and perceived usefulness for digital coupon formats in the 

infrequent group.  

Frequent users described male family members such as uncles and fathers as 

coupon users, but they also mentioned staunch refusal to use coupons by current male 

family members.  

I just wanted to say that I do notice, within my own household, that the men are 

less, they don't want to use a coupon, never… if they're going with their friends, 

they're like ‘no way!’ or if they're going to the mall and I give them one of those 
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Aunt Annie Pretzel coupons, ‘no mom, I'm going with my friends, I'm not going to 

use that in front of them.’ (Frequent 2: 276) 

Other characteristics state that frequent users are variety seekers who are not brand loyal, 

however we noticed brand loyalty in both groups: 

I’m not going to change my brand just because someone’s giving me 50 cents off.  

It isn’t worth it. (Infrequent Group 3: 036) 

I have my brands that I'm loyal to and, you know the kitty litter and the pet food 

and that kind of stuff (Frequent 1: 039) 

They've done away with my brand of taco sauce, the size of bottle I like (Frequent 

2: 004) 

In fact, numerous participants mentioned the fact that branded products with a coupon 

applied are frequently more expensive than the generic or store brand that, of late, is of 

similar if not superior quality (Infrequent 1: 075, Infrequent 2: 080, Infrequent 3: 0643, 

Frequent 3: 050). 

Questionnaire data (Table 2) and word count frequency (Table 4) demonstrate 

that frequent users do score higher on coupon proneness and value consciousness scales 

than do infrequent users and made more comments related to deal-prone behaviors such 

as “I have to get the best bargain” (Frequent 3: 061) or “I just go for the thrill of the big 

savings” (Frequent 1: 098). Most frequent users agreed that the demonstrable price 

reduction on the receipt overall was a great feeling, “Well, it is kind of exciting when you 

look at your receipt and it says you saved 50% off your grocery bill, that’s pretty 

exciting,” (Frequent 1: 072). 
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Subjective norms related to past and current relationships involving the use of 

coupons were discussed and presented in all of the frequent coupon user groups and none 

of the infrequent focus groups.  A few of the frequent users were new to couponing as a 

result of a friend or a daughter who convinced them to start the activity.  Infrequent users 

did not discuss whether or not family members had used coupons in the past.  One 

frequent user mentioned that her mother looked down on coupons when she was growing 

up: 

I remembered it as a kid, but we never did it, my mother was from the aristocratic 

and "oh, my God..." (Frequent 2: 126) 

 Both groups described systems, lists, and plans for grocery shopping but frequent 

users were far more detailed with their processes.  Many low users preferred to buy fresh 

food more frequently and did shelf stable product shopping less frequently, where coupon 

use would be more common (Table 4). 

 The characteristics data demonstrate that these measures alone cannot predict nor 

elucidate the motivations behind choosing not to coupon as our participants were not all 

that dissimilar in many aspects and infrequent users often described the same price 

comparison and low price selection processes during the shopping phase that frequent 

users described (See Appendix C: Transcripts 1 – 6). 

 

COUPONS AND MOTIVATION 

 Motivation is the reasoning or rationale behind an individual’s actions. It 

describes the self-directed behavior of individuals to achieve a certain result.  The 
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concept of motivation has been studied extensively over the last 50+ years in numerous 

academic fields including management, education, and psychology to name a few.   

There were four overarching themes identified in the focus group and concept mapping 

data touching on concepts related to motivation, specifically value, expectancy, time, and 

gains/losses. 

 

VALUE 

Value measures the perceived gains received from a proposed reward or exchange.   

Perceived value describes the consumer’s overall utility assessment based on the straight 

exchange value, coupled with the influencing factors (Zeithaml, 1988).  Those 

influencing intrinsic and extrinsic factors can have a significant effect on value 

assessments comparing what is given for what is gained and have been well studied in the 

coupon literature.   The predominant consumer characteristics influencing perceived 

value include valuation of time (Avery & Haynes, 1996; Babakus et al., 1988; Barat & 

Paswan, 2005; Bonnici, n.d.; Green, 1996) and the affinity towards deals, discounts, and 

bargain hunting (Bawa & Shoemaker, 1987; Bawa et al., 1997; Blattberg et al., 1978; 

Hunt et al., 1995; Lichtenstein et al., 1990; Milkman & Beshears, 2009; Schindler, 1992; 

Tat & Bejou, 1994).    

As stated earlier, the quantitative data demonstrated a difference in coupon 

proneness and value consciousness, which are both price seeking approaches to value.  

This was similarly noted in the focus groups wherein extensive processes and approaches 

to grocery shopping and coupon attainment were described by the participants with the 



 
 

38 

ultimate overarching goal of obtaining value, i.e. “chasing price” (Frequent 2: 004).    

Many frequent users retained coupons that were for brand name products in the event that 

some combination of coupon and store sale would make the item cheaper than their 

normal preferred brand,  

But the other thing I find with coupons a lot of the time is, yeah, this brand is this 

much with a coupon but I can get this store brand…cheaper even than with the 

coupon…sometimes I’ll lay the coupon there if it’s ready to expire and somebody 

comes along and can use it.(Frequent 3: 050) 

whereas infrequent users only saw the coupon at face value and determined that its use 

was not worthwhile. 

I’m not going to change my brand just because someone’s giving me 50 cents off.  

It isn’t worth it. (Infrequent 3: 036) 

Most frequent users described a shopping system of frequenting multiple stores in 

order to maximize price reduction each week.  Participants in both groups demonstrated 

an opinion about which stores were the best overall choices for different product 

categories such as fresh produce versus packaged goods versus household products and 

had select stores for different overall categories, however many frequent users would go 

to multiple stores within category as well (Frequent 1: 002, Frequent 1: 337, Frequent 2: 

031, Frequent 2: 044, Frequent 2: 075).   

Similarly, terms such as discount, bargain, saving, more, value shopping were 

mentioned in the coupon word association exercise (Figure 1) and the term save in its 

numerous formats was mentioned 112 times in the focus group sessions (Table 4).  
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Interestingly, in the coupon context the term save is similar to perceived value as it 

describes the increase in gain due to the decrease in expense for items with a static value.  

 

EXPECTANCY 

Expectancy, which describes the likelihood of achieving an outcome, was also a 

represented construct and in this case was related to gaining a discount of a sufficient 

amount (“savings”) based on efforts.  Expectancy is part of a motivational choice model 

indicating that motivation to choose between similar options is the function of the 

perception of relationships between behavioral measures of effort, performance, and 

reward for each option.  Engaging in any action requires the exertion of some level of 

effort in the form of time and/or energy.  Exerting effort leads to performance, which 

identifies how well an individual is able to execute the act, including their knowledge of 

the process or learned skill in execution.  Expectancy describes the perceived relationship 

between the level of effort put into the action and level of performance resulting from 

that effort or more simply, how likely is it that if I expend an adequate amount of effort in 

this activity, it will increase my performance (Vroom, 1964).  Even with an activity that 

could be seen as simple or easy, such as using coupons, there is effort required and some 

level of performance that is necessary to successfully complete the tasks and gain the 

reward.  Effort has been previously studied in coupon use related to consumer 

characteristics (Babakus et al., 1988).  Performance has also been studied in coupon 

literature but is usually an outcome variable rarely measured beyond frequency of coupon 

redemption, which classifies individuals into user categories.  Similarly, the TAM 
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variables of perceived usefulness and perceived ease are based on the same theoretical 

framework as the performance and effort constructs, respectively.  Expectancy has not 

been measured in coupons. 

Most of the frequent coupon users were convinced that their efforts to use 

coupons resulted in significantly reduced cost, saving on budget line items, or in general 

the ability to manage budgets through coupon use: 

I have a grocery budget and my challenge is to make that as low as possible 

because whatever I save there gets to go into one of my other categories. 

(Frequent 2: 142) 

I have to do it because that is how I contribute to my family saving money 

(Frequent 1: 060) 

Something I really want that’s more expensive, I just say, ‘oh well, I’ll make it up 

in coupons’. (Frequent 1: 085) 

Infrequent users had the opposite outlook of the inability to generate a sufficient 

return on investment in choosing to budget using coupons: 

You know, because I can never, yeah I can save a little bit with it but the amount 

of time and effort that it took to save so much is not worth it for me.(Infrequent 1: 

071) 

I don’t think its worth the time for me…it might say $100 of savings inside but you 

find like $2 worth of coupons that you actually buy, so it’s, it doesn’t seem worth 

it to spend the time. (Infrequent 1: 100) 
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 Another interesting concept relating to expectancy was the relevance/irrelevance 

of the coupons for participants.  Both frequent and infrequent users described that 

coupons available as not being relevant to them or for items they used (Infrequent 1: 068, 

Infrequent 3: 041, Frequent 2: 067, Frequent 3: 055, Frequent 3: 220).  Interestingly, 

frequent users described purchasing items that were not relevant to them because they are 

“next to nothing or free” (Frequent 2: 044) or purchasing in extreme bulk to save money: 

But they run in cycles so for example, if you were to look in my closet, I have that 

much [indicating with hands] cereal, I'm serious, from there, to there... 

I have 30 boxes in my pantry. (Frequent 2: 057-058) 

 ... so I can see the serious hoarding thing coming on in my circumstances, like 

WAHOO, toilet paper coupon, gotta go buy it because it's on sale.  

Doesn't everyone have a hundred rolls of toilet paper? (Frequent 1: 041-042) 

 

TIME 

Time was the most commonly referenced construct across all focus groups but used in a 

variety of contexts. In motivation, time can reference the amount of time spent in effort 

or duration (see expectancy) but time can also reference passage of time between stages 

in a process or plan to execution.  Intertemporal choice describes decision made based on 

when the actions will occur and research has shown that the further out into the future an 

activity is, the more discounted or diminished estimates of both effort and reward will be 

(Soman et al., 2005).  Furthermore, individuals are far more likely to overemphasize 

short-term benefits over long-term benefits (Soman et al., 2005).   This valuation process 
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is further affected by individual characteristics related to impulsivity and the need for 

immediacy (Soman et al., 2005).    

Time, as duration or effort, was mentioned by both frequent and infrequent users.  

The process of using coupons is not universally enjoyed by frequent users.  One 

participant described various processes of bribing family members with food or keeping 

the amount saved for personal use to assist with the coupon clipping process (Frequent 2: 

075).  Numerous frequent users admitted the process “takes a long time” (Frequent 2: 

092) and  one participant even fantasized about reducing time related efforts: 

So I was fantasizing about how nice it would be to have all of the coupons just 

loaded on my card and I wouldn't have to clip them or, you know, I like that, and 

you know, take them out of the paper first, and then doing all that, but then at the 

same time, I was like, ‘wow, that would save a lot of time’. (Frequent 3: 120) 

Most agreed that, on average 4-6 hours per week was a good estimate for using coupons 

including all stages: acquisition, planning, shopping, and redemption.   

Infrequent users, on the other hand, projected the amount of minimal cost savings 

as a significant deterrent to spending the time attempting any stage of the coupon process, 

as indicated above, since it did not yield a significant reward and oftentimes knowing 

where to shop for product categories will yield a similar if not better discount in addition 

to reducing the overall time involved in the grocery shopping process,  

the common denominator [in store selection] is I know exactly what I am looking 

for, this time I know where it is, I can go in and my ideal shopping trip is to get 

out faster than a [inaudible]. (Infrequent 1: 042) 
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For infrequent users, the management and conservation of time rather than lowest 

prices and discounts are the motivating factor for participation decisions for coupon use 

and alternative solutions.  Frequent users did note that the amount of time spent preparing 

for coupon use was probably the biggest deterrent to coupon use for infrequent users: 

I think more of the negative view of it is the time that it takes to actually put them 

together than to actually be in the line using them. (Frequent 1: 318) 

An issue related to intertemporal choice and the passage of time between decision 

and execution is unintentional memory error.   There are two types of memory errors 

related to distinct memory neural functions: prospective and retrospective memory.   

Prospective memory is a cognitive neural process that translates intentions into 

actions (Ellis & Kvavilashvili, 2000) and can be summarized as “remembering to 

remember” the intention was made (Krishnan & Shapiro, 1999).   Prospective memory is 

triggered by situational cues, such as seeing a grocery store or hearing an ad for a product 

in the coupon context, which then reminds you to act on your intentions.  Prospective 

memory can only be retrieved if the individual is monitoring for situational cues but these 

situational cues are subtle and may not provide an adequate reminder of the intention to 

coupon especially if the intention is not that strong.   

Retrospective memory involves a recollection of past events.  Retrospective 

memory can be summarized as “remembering what to remember” (Krishnan & Shapiro, 

1999).   In the case of completing intentions it specifically refers to recall of the plan 

developed with the intent to execute it in the future.  Retrospective memory errors related 

to coupon redemption execution could involve failure to have the coupon on hand, 
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inaccurately matching the coupon to the product, or failure to produce the coupon at 

checkout despite having completed all the previous steps.  

Contrary to high frequency user beliefs (Frequent 1: 309), infrequent users do not 

reject coupons nor the concept of being able to reduce item price through their use, but 

rather find the process itself to be untenable and contrary to the end goal.  Other than 

their lack of product or brand relevance, most infrequent users found that issues with the 

passage of time were a major deterrent to coupon use and contributed significantly to 

their perceptions of wasted time for the amount of discount received.   

Memory errors were the most commonly cited time deterrent. Forgetting that you 

had a coupon, forgetting to bring the coupon with you, forgetting to use the coupon were 

recurring themes: 

By the time I need the item, I forget you know, even if I leave the coupon in the 

car, I forget that I have a coupon. (Infrequent 1: 063) 

Perfect example, I was at the grocery store last night, pulled the coupon, paper 

coupon, out at the grocery store and I still forgot to use it. (Infrequent 1: 077) 

I forget that I have coupons…so then I just throw them away. So, in my opinion, 

it’s just too time consuming and it’s too hard to keep track of. (Infrequent 1: 069) 

In fact, even frequent users talked about issues related to memory errors mentioning they 

had to print out their digital coupon trial sheet or they would have forgotten what 

coupons they had to use (Frequent 2: 144, Frequent 3: 055). 
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NEEDS AND RESOURCE MANAGEMENT 

Certain motivational theories take into account the perceived gains and losses and 

current needs of the individual (Steel & König, 2006; Tversky & Kahneman, 1992).  

These gains, losses, and needs can be collectively described using the conservation of 

resources approach (Hobfoll, 1989, 2002).  Conservation of resources indicates that 

decisions are made in an effort “to obtain, retain, and protect resources” and stress is 

experienced if the activity or decision is thought to deplete resources either through a 

direct loss or an inability for recompense (Hobfoll, 2002).  According to Hobfoll (1989) 

consumers will always seek to minimize stress and maximize resources while taking into 

account their needs.  Interestingly, those who have limited resources also have limited 

access to replacement resources and therefore can be subject to loss spirals when offset is 

not feasible and stress is exacerbated (Hobfoll, 1989).  If coupons are seen as an activity 

leading to resource depletion or losses (personal, emotional, social resources) without 

adequate gains then coupons could be viewed as a stress on the consumer who will 

actively reject coupons.  Hobfoll (1989; 2002) further indicates that women are more 

susceptible to experiencing stress from life events that expend emotional resources such 

as marriage or the birth of a child.  It is possible that the high coupon user demographic 

can be explained through the emotional resource depletion of being a wife and mother 

that is replenished by the financial gains of coupon use. 

Numerous participants described circumstances changing decisions or weighing 

out gains and losses when talking about coupons and quite a few high users returned to 

couponing due to the economy. 
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As your income goes up a little bit you don't spend, because it is a lot of work, you 

don't spend as much time looking at coupons (Frequent 2: 077) 

As my income increased, the chore of doing coupon usage - it takes work, the 

math, the standing there and calculating, is this even though it's a different brand, 

are you getting more - all that consideration you have to do, it was work. 

(Frequent 2: 004) 

But, when you get poor and you start seeing you can save 50 cents, that is a lot of 

money (Frequent 2: 126) 

But other factors were also factored into the accounting such as time and nutrition. 

You know, I knew how to get a lot of coupons and go, and I bought junk… I'm 

feeding my family a lot of junk, there aren't [coupons for]fruits and vegetables. 

(Infrequent 3: 069) 

yeah I can save a little bit with it, but the amount of time and effort that it took to 

save that much is almost not worth it for me.( Infrequent 1: 071) 

 

STIGMA 

Stigma was a concept we studied specifically in both the questionnaires and the 

focus groups.  Neither coupon related stigma nor stigmatizing others were significant in 

the questionnaire data (Table 2).  Participants were asked if they felt or had ever observed 

any stigmatizing behaviors related to the use of coupons, which was a proposed deterrent 

in the literature.  Most participants were confused by the questions as, overall, they did 

not feel any common or universal stigma towards using coupons or coupon users despite 
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having provided examples of stigma.  These examples, however, were not directly related 

to using coupons but rather the perceived time-impact that coupon use may have on 

others.  The premise, in both frequent and infrequent groups, is that the additional time 

required for processing coupons and the inconvenience that might cause was the 

contributor to stigma (Infrequent 1: 251, Infrequent 2: 216, Infrequent 3: 181, Frequent 2: 

262, Frequent 2: 275).   

Lack of preparedness contributing to time delays associated with coupon use was 

also described and compared to payment preparedness.  If you are going to write a check 

or use coupons, the courtesy would be to be ready for the event rather than completing 

the steps after the fact: 

Yeah, so its people who haven’t thought ahead and they haven’t gotten their 

coupons out and they aren’t ready so now they are fumbling through their 

purse…same thing with checks. (Infrequent 1: 251) 

But that’s a time, not a ‘we’re judging you because you are using coupons’ it’s a 

time issue, it’s like you get mad in traffic. (Frequent 2: 262) 

 

COUPON DIGITAL TECHNOLOGY 

Throughout the digital coupon trial, users experienced numerous technological 

failures and subsequent service failures that contributed to their more negative outlook 

about closed-loop (loyalty card) coupon technology.  The majority of participants in both 

groups had never attempted to use digital coupon formats prior to our trial.  A few of the 

participants were successfully able to redeem the closed-loop digital coupons but many 
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had technological and service failures related to the store clerks being uninformed about 

the technology or when they had heard of it were unable to resolve the issues because the 

technology was not fully integrated with their processes (Infrequent 1: 137, Frequent 1: 

165).  Those who did talk to customer service were instructed to call the 1-800 number 

associated with the coupon site (Infrequent 1: 141, Frequent 2: 171). 

The most frequent complaint about the closed-loop digital coupons was their lack 

of visibility.  Coupons can often be very specific to brand, size and style and without a 

visual reference participants found it hard to remember the specifics of the coupon 

beyond what type of product it was for (Infrequent 1: 125, Infrequent 2: 055, Infrequent 

2: 161, Infrequent 3: 085, Frequent 1: 144, Frequent 3: 089). 

We also asked participants what they might recommend to improve the 

technology of digital coupon formats of any type.  In general, the concept of digital 

coupon formats was favorable to both frequent and infrequent users but it did not 

eliminate any of the time consuming portions of using coupons nor did it address the 

issue of the relevance of coupon offerings. 

I like the whole concept of electronic coupons, and I wish it just always showed 

up there and you got some email that says, "we put this on your card" and it's like, 

"oh cool" and then like, actually have it in my purse and not have to remember to 

bring it from home (Infrequent 1: 121) 

So it doesn’t make sense that they wouldn’t use some sort of [automated system] 

to kind of market their coupons in a more direct way. (Infrequent 1: 161)  
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Understanding which variables are most explanatory in predicting non-use at each 

of the various stages of the coupon adoption process and how technology is involved will 

provide insight into the narratives describing pre-trial, trial, and post-trial resistance, 

rejection, or abandonment and will provide a framework for process improvement that 

may increase participation and redemption rates. 
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CHAPTER 5: PHASE 2 THEORY DEVELOPMENT 

The previous summary of the findings from Phase 1 demonstrate the inability to 

differentiate infrequent coupon users from frequent coupon users based on demographics. 

Also, despite the perceptions of frequent users assuming that infrequent coupon use is the 

equivalent of low value consciousness, our data show that infrequent users had high value 

consciousness (frequent �̅�=6.39, s.d.=0.48; infrequent �̅�=5.83, s.d.=0.75). Therefore, 

dispositional characteristics are equally unlikely to provide a solid understanding driving 

the differences between frequent and infrequent coupon users.   What did seem to be the 

most commonly referenced theme for both groups was the concept of time and value.  

The coupon process and related preparatory and shopping processes were discussed in 

very high detail by the frequent users; the coupon process was also discussed by 

infrequent users but much more briefly.  Relevance was also an important concept that 

included both value and process statements.  While these data were not tracked as a 

standalone construct for Phase 1, several infrequent users mentioned situational factors 

contributing the need to coupon in the past and some frequent users returned to coupon 

use after a hiatus based on need.  Lastly, both groups identified extensive barriers to use 

that occurred at each of the stages in the process. 

To use or not to use coupons appears to be a situational, process-based decision 

that takes into account numerous internal and external factors that collectively influence 

the final motivation to use or not use.  A motivational theory that can incorporate these 

influential factors is essential to understanding the basic process involved for infrequent 

coupon users.  In addition, an understanding of when and how these factors contribute to 
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the final decision is important.  Phase 2 extends the findings from Phase 1 to explore 

process-based motivational theories that can address the themes identified in Phase 1 and 

determine a means to understanding the point in the process at which decisions occur. 

 

MOTIVATION 

The concept of motivation has been studied extensively over the last 50+ years in 

numerous academic fields including management, education, and psychology to name a 

few.   Motivation assesses the psychological underpinnings of individual behavior that 

causes one to have drive or direction towards engaging in activities that lead to the 

achievement of some goal, reward, or outcome (Campbell & Pritchard, 1976; Kanfer, 

1990) .  In essence, motivation is the assessment of factors that “energize, channel, and 

sustain human behavior over time (Steers, R.M., Mowday, R.T. & Shapiro, 2004).”   

Motivation process theories, a type of motivation research, allow for an understanding of 

variable relationships in dynamic environments to determine how individuals might 

respond and react to changing internal conditions within themselves as well as external 

conditions in their environment above and beyond their predispositions and 

characteristics (Steers, R.M., Mowday, R.T. & Shapiro, 2004).   Within process theories 

is a subset of cognitive theories which further identify the actual thought process 

occurring at various stages in a process being affected by changes in the individual and 

the environment, rather than just focusing on a final decision or outcome (Steers, R.M., 

Mowday, R.T. & Shapiro, 2004).  These cognitive motivational theories can provide the 

framework needed to assess when, how and why a consumer decides not to use coupons 
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and whether or not there are variable conditions that could affect or change those 

decisions. 

One interesting cognitive motivational theory, temporal motivation theory, links 

together most of the constructs identified in the focus groups, specifically value and 

expectancy.  The theory goes further to posit the effects that time and losses/gains may 

have on value and expectancy.  

 

TEMPORAL MOTIVATION THEORY 

In an attempt to consolidate concepts and generate a cross disciplinary approach 

to the study of human motivation, Steel and König (2006) reduced four major 

motivational theories originating from multiple academic disciplines to generate a 

consolidated conceptual model of commonalities, Temporal Motivational Theory (TMT).    

TMT is grounded in one of the older, dominant and more parsimonious motivational 

theories, expectancy theory.  The authors merge in concepts from related motivation 

theories of picoeconomics, cumulative prospect theory, and need theory pulling out core 

factors that are common across at least three of the four theories: expectancy, value, time, 

and losses/gains (Steel & König, 2006).  TMT posits that motivation can be explained by 

the perceived utility of the action, which is measured by the relationship between 

expectancy and value, while taking into account the time to event, and the perception of 

losses or gains related to the action.    Each of these factors interrelate and the measure of 

the utility of an activity or decision is determined by individual differences (expectancy 
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and value), influenced by the situational needs predicting perceived gains and losses, and 

then exacerbated or discounted by the time from decision to event (Steel & König, 2006).   

Many of the cognitive motivational theories originate in from organizational 

behavior in an effort to determine what influences an individual’s decision to work harder 

or produce more.  Work motivation theories typically use utility equations that allow for 

mathematical modeling of predicted outcomes.  The Phase 2 study intends to tease out 

whether or not motivational processes are in fact contributing to the final decision not to 

use coupons, therefore the theoretical relationships and concepts used in TMT rather than 

the mathematical formulas will be used in this study.  A theoretical framework TMT is 

demonstrated in Appendix B: Figure 4 wherein the initial constructs of expectancy and 

value set the base threshold for each individual.  Value is then influenced situationally by 

how satisfying that outcome will be based on how long you will have to wait for it.  

Expectancy baselines are individually based on past history or self-efficacy but in general 

most individuals will overestimate the occurrence of an event with low odds (gambling) 

and underestimate one with known high odds (accidents while texting and driving).  The 

combination of value and expectancy are consolidated into a utility measure, which is the 

motivation to perform.  Utility is not static and changes based on the amount of time that 

will pass before the event will occur.  Therefore, utility can increase or decrease from 

initial valuation measures the more or less time there is between the present and the even.  

Lastly, an individual’s estimate of the need for the desired outcome and the valence of the 

reward will impact participation in the event. 
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The TMT constructs can provide a theoretical framework for understanding the 

motivational barriers to coupon redemption identified in the focus groups. As a whole, 

they provide insights into how and when various motivational barriers to coupon use 

manifest and where in the coupon process abandonment occurs. In this way, TMT refutes 

the assumption that coupon non-use is simply the antithesis of coupon use rather than a 

distinct set of behaviors.   

 

DIGITAL TECHNOLOGIES AND COUPON REDEMPTION 

Reported studies on digital coupon formats have not required participants to 

actually redeem these coupons (Hsu, Wang, & Wen, 2006; Kondo, Uwadaira, & 

Nakahara, 2007; Leppaniemi & Karjaluoto, 2005). For example, Kondo et al. (2007) 

compared the use of direct mail postcards versus mobile coupons sent via picture 

message that, when presented, provided the customer with a percent-off discount but did 

not actually study consumer redemption of these coupons. Other studies have used 

mobile coupons for distribution only, but the redemption technology required the retailer 

to submit the redemption codes through a stand-alone website and did not offer a 

seamless transition for the consumer (Gasimov, Sutanto, Phang, & Tan, 2009).  Other 

aspects of digital coupon formats are being developed but have not been well studied in 

the literature such as mobile coupons with barcodes for redemption (Retail Info Systems 

News, 2012; Scornavacca, Barnes, & Huff, 2006).  

Recent studies on mobile coupons have assessed coupon use through a 

comparison of diffusion of innovation theory (DIT) adopter categories (Ha & Im, 2014).  
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Diffusion of Innovations (DIT) is a theory that predicts an adoption pattern for all 

technologies and indicates that all technology adopters are normally distributed into 5 

adopter groups depending on their timing of adoption: early, majority, or late (Rogers, 

2010).   The study found differences in perceived usefulness across adopter categories, 

which is in keeping with studies assessing the differences in valence and characteristics 

across the DIT adoption curve (Ha & Im, 2014).   

From a consumer use perspective a scenario-based study found when that 

shopping for utilitarian products, e.g. consumer packaged goods, personalization of 

mobile coupons is critical whereas motivation mattered more for hedonic products 

(Khajehzadeh, Oppewal, & Tojib, 2014).  Furthermore, because technology adaptations 

for coupons are mimicking the paper coupon process relatively little has changed in 

predicting which coupons are redeemed, specifically face value, product type, and timing 

of release are most effective in predicting use (Danaher, Smith, Ranasinghe, & Danaher, 

2015).  This continues to beg the question of how can we effectively transition coupon 

technology adaptations to improve overall redemption rates. 

As stated earlier, the redemption rates of digital coupon formats is explosive far 

surpassing traditional paper coupon redemption rates (Savings.com, n.d.).  As a result of 

this growth, numerous coupon-related technologies have emerged and continue to be 

developed as industry attempts to capitalize on the digital explosion ranging from coupon 

format adaptations, to process alternatives and mobile enhancements.  It is important to 

assess how these technologies have influenced or could influence non-users of coupons. 



 
 

56 

To reiterate, current digital coupon formats include closed-loop loyalty cards, 

digital wallets, and mobile and new processes include websites and apps that consolidate 

coupons digitizing the search step and acquisition steps.  Applications have been 

developed to facilitate the planning stage as well.  Retailers, specifically Target, have 

been active in the development of coupon apps, and they were one of the first companies 

to offer mobile coupons and recently developed Cartwheel® which identifies coupons for 

your favorite or most frequently purchased products and redeems upon phone scanning at 

checkout. With the advent of Apple Pay and Android Pay a new generation of coupon 

redemption apps will likely resurge. In 2014, Walmart released their Savings Catcher app 

extending their low price guarantee through an automated circular search seeking lower 

prices at other stores and refunding consumers for the difference based on items on their 

receipt (Morran, 2014).  Each of these technological advancements could have an effect 

on an individual’s decision to use or not use coupons, especially if that advancement 

eliminates a perceived barrier or the primary cause for resistance, rejection, or 

abandonment. 

 

RESISTANCE, ABANDONMENT, AND REJECTION 

In addition to technology specific issues, resistance or rejection of a technology 

(or arguably any activity) is also a potential barrier.  Consumer resistance and 

abandonment in the literature is typically related to technology adoption (Gatignon & 

Robertson, 1989; Kleijnen, Lee, & Wetzels, 2009; Ram & Sheth, 1989).  Resistance 

implies an active lack of participation in, rather than a lack of awareness of, the process.  
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Resistance stems from an emotional reaction to some level of dissonance between the 

individual and a perceived conflict in the activity (Roux, 2007).  Resistance can be 

passive, involving a choice to not acknowledge or ignore the activity or can extend into a 

more active resistance reflecting a choice not to participate after evaluation (Kleijnen et 

al., 2009; Nabih, Bloem, & Poiesz, 1997).   Rejection, on other hand, reflects an after-

trial decision to not participate in the process (Nabih et al., 1997). Nabih, Bloem, & 

Poiesz (1997) introduced a conceptual adoption framework that includes the adoption and 

rejection concepts along a temporal adoption process, which is similar to the pre-trial, 

trial, and post-trial rejection narratives introduced in Chapter One.  The framework 

includes: pre-trial stages of awareness, interest, and evaluation; trial; and post-trial 

decisions.    The next section demonstrates how TMT, Resistance, and Rejection relate to 

the coupon process. 

Technology abandonment is frequently studied in the health literature determining 

antecedents and predictors of assistive technology abandonment (Martin, Martin, Stumbo, 

& Morrill, 2011; Phillips & Zhao, 1993).  Other literature on abandonment revolves 

around online shopping cart abandonment and the reasons behind not completing the 

purchase.  Specifically, the inconvenience of the transaction is the primary predictor for 

shopping cart abandonment (Rajamma, Paswan, & Hossain, 2009).  Consumers will often 

abandon waits and lines due to the psychological cost of waiting and the opportunity cost 

of foregoing alternative activities as a result of waiting (Janakiraman, Meyer, & Hoch, 

2011).  Abandoning waits is a function of the desire to complete the task against the 

displeasure and opportunity cost assessment of waiting (Janakiraman et al., 2011). 
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MOTIVATION, REJECTION OR RESISTANCE AND COUPON PROCESS 

Appendix B: Figure 5 shows the adapted procedural framework of the adoption 

process and potential rejection and acceptance paths (Nabih et al., 1997), which are 

combined with the overarching concepts of Expectancy, Value, Time, and Resources 

described in TMT and related theories that will guide the qualitative approach to 

understanding non-use of coupons for this study. 

The first step in the process is awareness that a choice has to be made, an 

awareness of the availability of coupons.  At this stage the decision to participate or not is 

typically a passive form resistance or shows an interest (Nabih et al., 1997) wherein the 

consumer formulates a generalized decision that the activity is or is not worth considering.   

Predisposing consumer characteristics and demographics may contribute to swaying a 

consumer towards either passive resistance or proceeding towards evaluation.  Identified 

consumer characteristics predicting coupon use are coupon proneness (antiproneness) 

(Bonnici, n.d.; Lichtenstein et al., 1990), gender (Harmon & Hill, 2003; Hill & Harmon, 

2007), race-ethnicity (Donthu & Cherian, 1992; Green, 1996; Kaufman, 1991), education, 

and family size (Tat & Bejou, 1994).  In addition, subjective norms and past experience 

have shown to be predictive of coupon use (Bagozzi et al., 1991, 1992a, 1992b; Shimp & 

Kavas, 1984).   It is also possible for the consumer to passively accept coupon use based 

on predisposing characteristics, skipping the evaluation stage altogether and simply 

engaging in the activity (Nabih et al., 1997).  Three of the four TMT concepts are 

involved at this stage (expectancy, value, gains). 
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The next stage in the process is evaluation.  During this stage the consumer can 

choose to actively resist the practice of coupon use, postpone trial, or choose trial.  While 

postponement is considered to be a form of acceptance in the Nabih et al. (1997) 

framework, it still represents a choice to not use coupons and should be included. All four 

TMT concepts could be influential during the evaluation stage.   

The third stage is coupon redemption trial and while all four concepts are 

influential, time is a critical factor during coupon trial because the process is typically 

temporally disjointed and the passage of time between trial activities introduces 

numerous opportunities for memory error.  These memory errors are unintentional form 

of postponement or rejection.  Consumers may be in the process of using the coupon and 

actively choose to abandon the activity. Abandonment of couponing may stem from 

opportunity cost, perceived inconvenience of the transaction, or disappointment with the 

outcome, which is related to resources, time, and value/expectancy. 

Trial could result in a negative social experience that would become a 

predisposing characteristic in future decisions to use coupons.  Consumers may perceive 

negative social consequences from using coupons by feeling stigmatized for being cheap, 

poor, or from a lower social stratum then that with which they associate themselves.  If 

trial is completed, a final decision is formed that can include active rejection of the 

process or postpone further use. 

Rejection or resistance could also be exacerbated or ameliorated by the advent of 

technological adaptations to the coupon process.  For years, technological adaptations to 

coupons and the coupon process were minimal compared to other consumer services and 
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processes, however, the number of technologies has started to increase exponentially in 

recent years. 

This framework will be used in Phase 2 to obtain a more in-depth explanation of 

when and how infrequent users are abandoning coupons along the entire process to 

provide insight into non-use and create structure to guide future technological adaptations. 
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CHAPTER 6: PHASE 2 METHODS 

The purpose of the phase 2 study is an initial attempt to validate the framework 

developed from the findings of the phase 1 study.  While the topics that emerged from the 

focus groups were distinct, the rationale behind the comments, decisions, and aversion 

were not stated.  Whereas a quantitative study could provide numeric outcomes for the 

predicted framework, how to measure each particular construct would not be clarified 

using a quantitative approach.  Furthermore, the motivational theories are comparative in 

nature and to what the participants are making the comparison (using coupons versus 

what activity) is unknown.  This distinction is essential, as seen in the debate underlying 

the monetary valuation of time spent to use coupons described in Chapter 2.  A 

qualitative approach is more likely to tease out these nuances than a more structured 

quantitative approach or even a modeling approach.  The second validation phase of this 

study was accomplished using a qualitative interview, which is a method well suited to 

elicit the rationale behind the themes uncovered in the focus groups.  The selected 

method allows access to deep information that drives consumer behavior, which may be a 

latent concept unknown to consumers themselves and may, therefore, not be discoverable 

through quantitative methods. Institutional Review Board exemption was obtained on 

11/11/2015 allowing execution of the recruitment, procedures, data collection, 

confidentiality, and reporting methods detailed in this chapter.  Participants were 

recruited through a consumer testing company study listserv.  Each participant completed 

an online questionnaire determining their eligibility to participate and collected 

information on demographics and characteristics.  
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Participants were eligible if they were at least 18 years of age, the primary 

grocery shopper for their household, at least somewhat familiar (3 on a 5 point Likert 

scale) with the coupon process, and did not actively use coupons (defined as using 

coupon on less than half their previous month’s grocery trips and zero to no more than 1 

coupon used in the last month).  Twelve participants were scheduled for interviews but 

only ten were completed.  No further interviews were performed because data saturation 

had been achieved with this set of participants.  Data saturation implies that all themes 

occurring in the first set of interviews are being reiterated in subsequent interviews and 

further data collection would result only in confirmation of the information previously 

uncovered.  One study found that saturation occurs within the first 12 interviews 

regardless of topic complexity (Guest, 2006).  Achievement of data saturation also 

depends on complexity, depth of the responses in each interview, heterogeneity of the 

sample, and structure of the interview (Bernard & Ryan, 2009; Guest, 2006).  These 

interviews are relatively structured with a homogenous sample and non-complex 

questions about motivations, which contributed to early saturation.   

Characteristics collected on the questionnaire include socioeconomic information, 

the coupon anti-proneness scale (Bonnici, n.d.), which measures five constructs related to 

not using coupons, and past experience with coupons.  The remaining scales used in 

phase 1 were not repeated in this study as stigma was not found to be relevant, the TAM 

variables are only related to trial or intention, and while value consciousness was 

significantly different between the two groups the mean of the infrequent users was so 

high it contributed little to describing them as a standalone cohort.  Lastly, coupon 



 
 

63 

proneness also demonstrated significant differences; however the mean for the coupon 

users was not that high and there was overlap in the ranges of both groups.   The coupon 

anti-proneness questionnaire includes the following factors: stigma, memory, hassle, 

expirations, perception of coupon value.  This scale will contribute additional quantitative 

data to support any qualitative findings and addresses some of the constructs identified 

previously in the literature. 

Questionnaire data were collected using a University of Arizona sponsored online 

questionnaire service called Qualtrics.  The full questionnaire is located in the appendix. 

Participants who completed the questionnaire were contacted by Ms. Andrews and a 

more detailed explanation of study participation was provided and an interview time 

scheduled.  Signed informed consent was obtained at the beginning of the interview.  The 

detailed interview guide is located in Appendix E. Ms. Andrews audio recorded the 

interviews in addition to taking field notes.   The interview was broken out into 5 stages.  

Stage 1 served as an ice-breaker introduction to the study, consenting, and allows the 

participant to introduce themselves.   Stage 2 involved rapport building and allows the 

investigator to set the tone, roles, and rapport of the interview through asking easy to 

answer softball questions to get the participant comfortable with talking, and encouraging 

them to provide detailed information in their storytelling.  Stage 3 was the depth 

interview that attempts to elicit understanding into the motivation, timing, and rationale 

behind rejection of coupon use based on Appendix B: Figure 5.  Stage 4 presented 

interviews with some popular emerging technologies in coupon use to assess whether or 

not any of the options appeal to them, how it might affect their decision, and where the 
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technology might have an impact on the process.  These technologies were selected based 

on emerging applications of interest to the Association of Coupon Professional Board and 

include: Favado, GroceryIQ, Cartwheel by Target, and Savingstar.    Each of these 

technologies fall into different categories of services the app is intended to provide.  

Favado is a savings maximization app, which essentially conducts price comparisons 

across grocery retailers and recommends stacking strategies.  Grocery IQ facilitates 

shopping list creation with scanning and voice input capabilities and allows you to link 

loyalty cards.  Cartwheel by Target is a retailer specific coupon app, which provides lists 

of savings and coupons that can be simultaneously redeemed with Target reward coupons 

and additional clipped coupons.  The app is designed as a game to encourage frequent use.  

Lastly, Savingstar is a reverse coupon strategy wherein users sign up and see what items 

are eligible for coupons then submit their scanned receipts to receive the credits or cash 

from Savingstar for eligible purchases.  These apps were selected as representative of the 

different types of services being delivered to consumers.  The apps are also intended to 

target different levels of coupon users at different stages in the coupon process.  

Ironically, very little coupon research is targeted towards understanding the infrequent 

users who are comparatively the largest consumer group in the US encompassing 76% of 

all households with the age of householder at 35 and older (Census Bureau, 2013).  The 

concept map for the various apps and their target points is included as Appendix B: 

Figure 6 and was presented at the Association for Coupon Professionals Annual Meeting 

(Bhappu, 2015).  The rationale behind introduction of these apps was to investigate any 

change in intended coupon behavior based on these apps.  Stage 5 was a wrap-up process 
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that clarified any open issues, allowed the interviewer to review and summarize what the 

interviewee has discussed to get confirmation and answer any remaining questions.  After 

the third interview, a question was added to address the comparison factor of motivation 

theories.  Participants were asked what outcome received would change their coupon 

behavior.  The audio recordings contain a participant number and no identifiable 

information.  Recordings were transcribed verbatim.  

Questionnaire data for the twelve respondents completing the full questionnaire 

before it was closed were analyzed using descriptive statistics in SPSS 22.0 and the 

results are in Table 5.   Two of the participants were male (16.7%) and two thirds had 

completed a Bachelor’s degree or higher.  Two thirds of the respondents were non-

Hispanic white and no respondents had a household income below $35,000.  Response 

items from the Bonnicci (2011) Coupon Anti-Proneness Scale were averaged according 

to the reported factor analysis.  Data were measured on a 7-point likert scale from 

strongly disagree (1) to strongly agree (7).    The questionnaire yielded similar results to 

the Phase 1 and Phase 2 qualitative findings in that perceptions of stigma associated with 

coupons were very low (�̅� = 2.57) whereas issues with the process such as memory errors 

(�̅� = 5.69) and the overall hassle of using coupons (�̅� = 5.49) were more contributory to 

negative perceptions towards coupons.  Eight of the ten respondents had experience with 

coupons growing up and 75% of those parents were frequent users. 

 Interview data were analyzed using Atlas.ti 7, a qualitative data analysis software 

(ATLAS.ti GmbH, 2015).   Data were analyzed using a similar framework approach used 

in focus group by Rabiee (2004).   Familiarization involved multiple read through of 
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transcriptions in conjunction with their corresponding field notes.   Each participant 

interview was analyzed six times, with each pass focusing on a different element of 

analysis.  The first pass involved coding of words and phrases that fit with general themes 

related to TMT and the related theories, the second pass flagged information that stood 

out to the principal investigator as important concepts.  The third pass looked for 

disjunctures such as overgeneralizations (always or never), glosses (minimize or 

downplay), or claims of idiosyncrasy (unique to me), which are key indicators of 

important concepts for that individual.    The fourth pass assessed the existence of 

metaphorical language use or tropes (paradigmatic, syntagmatic, metaphoric, metonymic), 

which is an indication of importance for the individual speaking.   

Review of words, phrases, disjunctures, and tropes identified in the first four 

passes provided insight into specific sub-categories of important concepts.  These sub-

categories were grouped together into themes identified in literature review or new 

themes that needed to be investigated.  The fifth pass reviewed the language for any deep 

metaphors (ego/other, thought, language, warmth, hearing, sight, taste, smell, balance, 

movement, life, and touch), which are generally considered to be the driving force at the 

core of all human behavior across cultures, ages, and other influences.    The last pass 

identified key phrases that are providing exemplary description and evidence for the 

thematic categories identified.   

Overall, very few metaphors were identified so the analysis focused primarily on 

themes and other phrases that stood out as explanatory.   Word association exercises 
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revealed both positive and negative associations with coupons and most non-users think 

that coupons are generally a positive and valuable concept that is crippled by the process. 

Transcripts were indexed for quotes that fell within one or multiple themes 

identified.  Indexed transcripts are located in Appendix C. Coupon word association 

categories and the transcript word counts are described in Table 6.  The themes and ideas 

generated from the focus group analysis are described in the next chapter in relation to 

the two primary research questions of this project: 

RQ1: What are motivational barriers to coupon redemption? 

RQ2: How do digital coupon technologies reduce motivational barriers to 

coupon redemption? 
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CHAPTER 7: PHASE 2 FINDINGS 

 All interviews were performed focusing on the grocery shopping and 

related consumer packaged goods coupons with a follow-up question to assess each 

participant’s assessment of the retailer coupon type. Participants were asked to describe 

the first time they used a coupon and the process it entailed as well as some barriers 

experienced therein to map which TMT variables were experienced at what stage in the 

decision making process to use or not use coupons.  This chapter describes the 

participants followed by the themes identified.   

PARTICIPANTS 

Each of the ten participants was unique from the others in their household 

composition and life stage and they have been given pseudonyms to preserve their 

anonymity. 

Alex is a 47-year-old minority father of two teenage boys and the primary 

financial contributor to the household.  His wife does the bulk grocery shopping 1-2 

times a month and he ends up being responsible for weekly grocery shopping for 

numerous forgotten items required for daily meal preparation or other large dollar items 

such as dog food and laundry detergent.  His diet is different from the rest of the family 

resulting from protein intolerance and he shops for items that he can eat as beef, pork or 

chicken substitutes and for his work lunches.   When asked to classify himself as a 

coupon user he indicated that he would use it if you gave it to him but he is better 

classified as a deal shopper. 
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Blaire is a 28-year-old non-Hispanic white female who lives in her house with her 

husband, younger brother, her husband’s niece and a roommate who is considered 

extended family.  Blaire shops and prepares meals for the entire household.  She does 

bulk shopping for necessities weekly at her primary store but will purchase fresh items 

and other meal preparation necessities from a different store throughout the week.    

Blaire is a ‘not at all’ coupon user. 

Carmen is a 25-year-old Hispanic female who maintains two households, the first 

with her younger brother locally and the second household in another city where she lives 

with her husband approximately 75% of the time.  She recently got married and her 

husband has a fledgling business that requires his constant presence but they plan on 

living together locally in a few years.   The interview focused on her local shopping 

habits as she has only maintained two households for about 2 months.  Carmen grocery 

shops approximately once a month at the closest grocery store to stock up the local house 

and considers herself a ‘low’ coupon user. 

Dana is a 41-year old non-Hispanic white female with a toddler.  She grocery 

shops about once a week and lives in a food desert, therefore time permitting she will 

review the circulars for each of the grocery stores in her area to determine which store to 

shop at for the staple items and then stops at another store for specialty items or the 

closest store for missing items that come up.  She prefers to shop herself than send her 

husband as he will constantly call or text her about amount, size, brand etc.  She 

considers herself a coupon ‘user of convenience’. 
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Ethan and Francie are a white non-Hispanic husband and wife household.  Ethan 

is recently retired and is 67 and Francie still works and is 53.  Ethan and Francie 

requested to be interviewed together.  They have very different shopping styles and 

personalities so to keep the peace they are both primary grocery shoppers each 

maintaining their shopping patterns as well as the communal list.  They shop frequently, a 

few times per week so they will target different stores based on the items needed.  Ethan 

is an ‘infrequent’ coupon user and Francie describes herself as a ‘wannabe’ user. 

Gloria is a 68-year-old non-Hispanic white female who lives alone.  She has 

retired from her first career but continues to work in part-time jobs that allow her 

flexibility.  She keeps a very busy social calendar so she will typically shop a couple of 

times per week when she is out.  She considers herself to be a ‘rare’ coupon user. 

Hattie is a 54-year-old non-Hispanic white female and is a recent empty-nester.   

She will shop once a week for her pantry staples at one store and fresh items and another 

store.  There is a third store she goes to once a month to obtain free-range animal proteins 

such as chicken or beef and freeze for her use throughout the month. She uses coupons 

periodically and considers herself a ‘haphazard’ coupon user. 

Irene is a 54-year-old non-Hispanic white female who is an empty nester with her 

husband.  In her prior role as a stay at home mother she did not financially contribute to 

their household.  To compensate for not earning a salary,  she was a frequent coupon user 

and used the coupon reduction as a budget item to purchase gifts for birthdays and 

Christmas.  Both Irene and her husband are close to retirement eligibility for their current 

employers based on tenure.  She describes herself as ‘not really’ a coupon user. 
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Jackie is a 42-year old non-Hispanic white female and lives with her husband and 

6-year old daughter.   She shops once a week at both the bulk outlet store for quantity 

items and then Walmart for her grocery staples due to their new price match app that 

gives you money back in the form of a Walmart gift card for any items purchased which 

were lower at a nearby store.  She plans to use any money placed on that gift card for 

Christmas gifts.  She does not like coupons and classified herself as a ‘save money on 

this now’ shopper. 

THEMES 

A number of themes across interviews could be identified, specifically the 

incongruity between the coupon concept and the coupon process, time and valuation. 

Respondents’ perceptions of the purpose for coupons are also addressed. 

 

CONCEPT VERSUS PROCESS INCONGRUITY 

The concept versus process incongruity directly ties into expectancy in the TMT 

model.  Expectancy, as described previously, is the individual’s assessment of the amount 

of effort involved and level of performance required weighed against the rewards 

received.   The coupon word association exercise yielded positively valenced terms to the 

concept behind coupon (Sensible/Smart/Beneficial/Useful/Good Idea) and, in contrast, 

negatively valenced terms related to the coupon process (Difficult/Annoying/ 

Paperwork/Aggravating/Inconvenient/Extra Effort/Hassle). Similarly, results on the coupon 

anti-proneness scale demonstrated the second highest factor score was for the items 

related to coupons being a hassle (�̅� = 5.49).   
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Conceptually, expectancy measures for coupon use in the interviews are high: 

So, I mean, if it’s just easy to do to use that and save a little money, why wouldn’t 

you do it? (1: 227) 

Yeah, I got, again, I think in the back of my mind, I think it’s actually - - it would 

save money which is always a great tool. (2: 42) 

but once the process is taken into account the expectancy measures are low, mostly due to 

the amount of effort involved juxtaposed with the reward received: “you have to go 

through all this rigmarole for a couple of cents”(4:44). 

But you have to go through to see what’s advertised that week, then you have to 

clip it and then you have to bring it to the store. Buy that product, whatever the 

small print says on the coupon. The right type of that product. The right size of 

that product.  Make sure it’s not the excluded one of that product and then you 

have to bring it up to the register and then you buy the product and scan the 

coupon and just keep your fingers crossed that the discount works.(2:40) 

 

I don’t want to save enough money to have to worry about clipping coupons and 

giving them to the cashier or going up and down ad aisle to see what I have that 

coupon for (10: 76) 

For a lot of the participants, there was an attribution of blame or fault either to 

themselves or to the coupon process that created this incongruity between concept and 

process which also relates back to expectancy from as low self-efficacy for using 

coupons.  The coupon process is much more “difficult” in practice than it is in theory. 
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yeah, so, I, I don’t know that it’s intentional, but it seems sometimes that the, the 

presentation of products and the coupons can be misleading (6: 148) 

I went to all this work to cut these things out and now I’m, I keep going to the 

store and keep forgetting ‘em time after time and time again and then it’s just, you 

know, well, why even bother any more (1:105) 

So I didn’t plan enough in advance so I would clip these coupons. Oh, maybe, 

maybe, and then I’d never. . . and then they would sit in my purse and, you know, 

a year later I’d find them and they were expired 12 months ago, so (2:32) 

Overall the participants did not feel that the process was worth investing any 

effort into with statements like “way too much effort [4:17]” and “It was just a pain to 

me. [1:105].” 

This incongruity explains the inability to identify clear-cut characteristics or more 

static motivational drivers that can differentiate between those who do and do not use 

coupons sufficiently to use as a discriminating variable.  Specifically, the self-efficacy 

required is much more involved than the basic process implies making participants feel 

like they wasted their efforts.  Universally, respondents all positively perceived the 

purpose of coupons, which they defined in both interviews and focus groups to be a 

means to reducing the amount paid for an item. Negative terms only arose when they 

began describing the cognitive demands of executing the coupon redemption process.   

The effort required when compared to the financial benefit of the coupon generated a 

negative net value for infrequent users.  Expectancy was rarely described with any 
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specific point in the process.  Most statements were either globally describing using 

coupons as a whole rather than any single point in the process.   

 

TIME 

While there was no specific point in the process that stood out as the most 

problematic, when a difficulty was described, time was a major barrier to using coupons 

for all respondents.  Time was mentioned as a component of effort in word association 

(Takes Time/Consumes Time/Tedious), as a function of memory errors in the coupon 

anti-proneness scale (�̅� = 5.69) and word counts of the interviews, and lastly in relation to 

value in word association and interview word counts (Wastes Time/Delayed Time at 

Checkout).   

Time as effort was very closely linked with a valuation of time, but in general 

coupons were considered to be very time consuming.  

It takes time to do everything. See what, if it’s really worth it. [1:8] 

It’s just too involved. And then when you check out, after you’re all done, then the 

lady scans ‘em and finds out that you bought one cream cheese instead of ten 

cream cheeses or you bought Susie’s brand instead of Bob’s brand. By that time, 

I’m ready to leave. I’m not that much in love with grocery shopping. So, it’s just 

horribly time consuming. [7:16] 

If I buy one of each of these things, I’m gonna save like…$4 bucks. And I thought, 

wow I’m being so thrifty. And then I realized this is kind of a pain in the ass. I’m 

not really gonna do that.” [4:29] 
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Interestingly, the interviewees discussed the time as effort for the pre-grocery 

shopping components of using coupons (locating, clipping, saving, taking to store) but 

overall they did not think it affected the time it took to grocery shop which was a 

significant time as effort component for frequent coupon users in the Phase 1 study.  A 

few participants discussed this component when probed for more information. 

No, because, I, you know, I’m not one of those of people to have a handful of 

coupons for 50 items. It’s like one or two things and it’s, it’s no big deal. [1:24] 

Carmen:  The time it takes to look for coupons.  

JA: So the digital app still takes quite a bit of time to find them? 

Carmen:  Yes, because you have to search for it.  I mean, if I’m gonna have to 

search for every single thing I buy, yes. [3:8] 

 

Memory Errors were a significant contributor at all stages in the process before, 

during, and after.  In fact, memory errors were the most universally recognized deterrent 

or barrier to using coupons more frequently for all interviewees.  

Oh God I forgot it and you kind of get upset.  I went to all this work to cut these 

things out and now I’m, I keep going to the store and keep forgetting ‘em time 

after time …and then when I do find it, or take it to go with me and I present it, its 

expired. So then, you know, I feel like an idiot pretty much.[1:105/153] 

 

The other thing is hard for me is putting them in a place that I’ll remember to take 

them with me…So I may say I’m gonna keep them all in this drawer or get a little 

folder for them or an envelope or whatever, and not, then just not at all remember 

then come across them, you know months after they’ve expired.[5:23] 
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Well, a lot of it’s involved. I stick ‘em in my car and then when I get the next 

packet, I throw out all those that I didn’t use. Even if I buy the same brand I don’t 

remember to bring ‘em in. [7:7] 

The participant’s valuation of the importance of their time also came up during 

discussions about the coupon process in the past and present. 

No because Walmart price matches and I’m just not the person to price match so 

you know you get stuck behind the person that like, oh Fry’s…and Safeway 

has…and price match everything at the register, which is great for that person but 

it’s too time consuming for me and too annoying. [2:80] 

No but I got to go along often for the shopping trip ride where we’d go to five 

different stores to make sure that she got, got milk that was 10 cents cheaper at 

Safeway, then you go get the bananas that were cheaper at Fry’s, yeah. [2:10] 

 

I don’t want to save enough money to have to worry about clipping coupons and 

giving them to the cashier or going up and down each aisle to see what I have a 

coupon for. [10: 30] 

The valuation of time contributed negatively to the perceived utility of the coupon.  

The passing of time from acquisition of the coupon to the shopping trip when the coupon 

might be used (evaluation to trial) opens the door for passive resistance to coupon use 

through memory errors or active abandonment when if the coupon does not redeem 

properly at checkout.  Another possibility resulting from the passage of time is a change 

in needs from evaluation to trial.  The point of view of the participant at the time of 
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evaluating coupon trial and selecting a coupon when time is abundant may be completely 

different at the time of trial when there is an urgency to complete the shopping trip a 

return home. 

 

COUPON PURPOSE 

Participants viewed coupons as a means for saving money.  Only Carmen and 

Ethan’s comments matched the manufacturer’s intention for issuing coupons as an 

encouragement to ‘try something new’ or get a different brand.  Since the perceived 

primary purpose of the coupon was to save money, most participants described a loyalty 

reward approach to be much more compatible with their grocery shopping lifestyle.    

It’s good when I get a coupon in the mail that’s something I actually use. [8:33] 

You’re a customer and you always buy this and the company was going to offer 

the coupon now says thank you and here’s is whatever $ off. [7:55] 

Gloria and Hattie both mentioned appreciating coupons that were sent to them or 

automatically credited to them for products that they regularly purchase.  This perception 

of the coupon purpose as a means for reducing price (saving money) is possibly driving 

the valuation of coupons as not worth it versus having the opportunity to try a new brand 

or product at a reduced price to make trial more attractive. 
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COUPON TECHNOLOGIES 

Overall, none of the apps were perceived as a technology that would significantly 

change the coupon process and subsequently their coupon habits since most of them did 

not select any coupons.   

I probably wouldn’t use it, and  if I was going to use anthing, it would probably 

be closer to that one but…[8:87] 

Of the four coupon technologies offered to the participants, Favado and Cartwheel 

were the most frequently selected.  Favado was selected by four individuals mostly due to 

lifestyle.  There are many areas of Tucson without any single convenient grocery store 

and most households will have a selection of grocery stores that are each equivalently 

convenient or more likely inconvenient.  Three of the four participants indicated that they 

might use Favado to help them select which store they would choose for their weekly 

shopping trip.  One participant indicated that he would like to use it to determine where 

he can find specific items that may have been removed or discontinued from his regular 

store. Seven of the ten participants selected the Cartwheel app either due to Target being 

their emergency shopping store or the store they go to for very specific items.  Since the 

trip to Target is usually for a very specific purpose rather than restocking groceries, then 

the use of the app would not take a lot of time and may help them choose a different 

brand or get a discount on the brand they would be purchasing.  Two participants 

mentioned already using the Wal-Mart app which allows you to scan in your receipts and 

the app will automatically search all circulars of nearby stores for all items and award 

you the difference on a Wal-Mart gift card if a lower price is found elsewhere. 
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One participant had an interesting point of view on app development. Given that 

being a coupon user was a tedious job, she felt apps should do the work of the coupon 

user so that individuals could then benefit from them: 

JA: Okay. And then if, if, if you did that and say, let’s say there was a coupon 

in there like once a month or twice month, how would you classify yourself as a 

coupon user with that app? 

Blaire: I would say . . . I would say that my  . . . cause I don’t really consider that 

couponing because it’s easy. So, it’s not . . . I still would not say I’m a couponer. 

JA: Okay. Okay. So, would. That’s interesting. Do you think your definition of 

a couponer is the person who does all of the leg work? 

Blaire: Yes. 

JA: So then the app is the couponer? 

Blaire: Sure. I’m just exploiting the app. 

 

SUMMARY OF TMT ACROSS THE ADOPTION PROCESS 

While motivational barriers to coupon use have been identified in the past, there is 

little research to demonstrate at what point and how these barriers come in to play in the 

coupon redemption process.  Using the framework in Figure 5, this section will describe 

how perceived utility varied during the different stages of the coupon redemption process. 

During the evaluation process, most of the participants described looking at value 

and expectancy of the coupon process with varying results in perceived utility.  When 

time or thoughts about the actual trial were considered during the evaluation period, 

perceived utility was low and participants would decide to postpone coupon use to a 

potential later date.  Occasionally, however when perceived utility was high, they would 

initiate another trial  period.  There was only one participant, Jackie, who reported actual 
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rejection of the coupon process outright.  Although Gloria also makes statements akin to 

rejection, she is not opposed to trying new things or using retailer coupons that do not 

dictate her spending.   

Several participants describe experiences with trial that start out positive but end 

up depleting resources in some way.  For example, Blaire indicates using the Safeway 

coupon app when the store shelf tags indicate coupon availability for an alternative brand 

or flavor for the type of product she is purchasing.  She does not do this frequently, 

however due to the fact that she still has to search for the coupon within the app, 

download it onto the phone and redeem at checkout with a barcode scan.  Most trial 

attempts are aborted prematurely due to memory errors.   

The decision stage appears to be predominantly measured through perceived 

utility.  The trial and outcome has a negative effect on perceived utility and the ultimate 

decision is to postpone.  Based on participant responses the comparative value is time, 

however it is unclear what activity is forgone when time is spent using the coupon or if it 

is simply the depletion of their time resource as compared to the increase of their 

financial resource that ultimately leads to the assessment that the process yields an 

overall loss.  

Each participant has described multiple passes through the AwarenessDecision 

process with different TMT factors affecting their decisions and memory errors at 

different stages.  It is ironic, considering the significant process barriers, that most of 

these participants have not actually rejected coupon use but rather postpone, resist, or 

unintentionally abandon the process due to memory error or execution issues such as not 
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meeting coupon requirements or expiration dates.  The data from phase 2 do not address 

how frequently these passes occur and how that frequency changes over time. 
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CHAPTER 8: DISCUSSION AND CONCLUSIONS 

The overarching goal of this research was to better understand the motivational 

barriers to coupon redemption in the context of consumer packaged goods (grocery) 

coupons.  While most previous research has concentrated on characteristics of the 

consumer, characteristics of the coupon, and predisposing motivational constructs, this 

study examined why consumers did not use coupons by examining their narratives about 

executing the various stages of the coupon redemption process. 

Overall, the focus groups and interview narratives highlight a desire by frequent 

and infrequent users alike to use coupons and save money through cost reduction.  This 

desire did not translate into practice, however, due to significant incongruities between 

the concept and process of coupon redemption. Motivational barriers during the coupon 

redemption process were universal across both frequent and infrequent users despite the 

differences in their motivation to coupon.   

In both the focus groups and the interviews, the consumer’s perceived purpose of 

the coupon is to save money through item cost reduction whereas from a marketing 

perspective the coupon is intended to entice consumers new to the brand or to encourage 

trial of a new product (Boundless, n.d.).   This difference in perception could be a major 

contributor to the valuation process and resistance/rejection themes of infrequent users.   

Temporal motivation theory core concepts appeared to be at play across all of the 

interview participant narratives (Steel & König, 2006).   Expectancy and value were 

rarely described standalone.  More frequently the concept of utility in the model valuating 

the action after taking into account both expectancy and value was a very pertinent theme. 
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Utility decreased during the process of matching a coupon adequately to brand, type, size, 

or amount to meet the manufacturer’s requirements for redemption, which was difficult 

for both frequent and infrequent users.  

Furthermore, utility decreased from the point of coupon evaluation to actual use 

because of memory errors, shopping process barriers, and coupon failures related to 

expiration dates and item specifics, which caused frustration and abandonment among 

infrequent coupon users.  Frequent coupon users, however, utility despite similar process 

barriers and coupon failures because they circumvented the latter with personal 

procedures such as organizing and cleaning out the coupons in advance of grocery 

shopping. 

Time was very frequently addressed by all participants across both studies.    The 

coupon process regardless of paper or digital format takes a lot of time.   Infrequent users 

felt that the monetary value of coupons did not compensate for the amount of time 

needed to participate in the coupon process. The lack of utility for the coupon process 

may be directly related to the fact that they see coupons as a tool to save money rather 

than an opportunity to try something new.  Most interview participants preferred an 

immediacy approach to saving money on the shopping bill through choosing options 

based on price and value during the shopping trip (Soman et al., 2005).    

Time-related memory errors were the most salient time narratives in both 

interviews and infrequent user focus groups.  Prospective memory errors were less 

commonly reported with retrospective memory errors proving to be the biggest deterrent 

to coupon use (Ellis & Kvavilashvili, 2000; Krishnan & Shapiro, 1999).  Most 
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participants indicated failure to have the coupon on hand in the case of paper coupons or 

failing to select the coupons in advance of the shopping trip for digital formats.  

Remembering where the coupon was being stored was also a common narrative.  These 

memory errors contributed to reducing the participants’ expectancy measures and 

subsequently deterred them from using coupons for fear of wasting their time resource.   

From a conservation of resources perspective, time was a protected resource and 

the depletion of time was not sufficiently recompensed by the price reduction achieved 

by the coupon (Hobfoll, 1989, 2002).  Frequent users were far more likely to see an 

adequate compensatory exchange between time and coupon outcomes due to the volume 

of coupons used, resulting in a tangible reduction in price.  None of the infrequent users 

rejected the notion that saving money on a weekly necessity is positive, and many would 

likely use coupons more frequently if they were more visible and easily accessible, 

especially when the depletion of their time resource was minimal.  Another common 

narrative related to resources was the use of coupons as a means to manage budgets when 

financial resources were coveted and time was a resource participants were more able and 

willing to deplete.  

Outright rejection of coupons among participants was not seen in either the 

interviews or the focus groups.  All participants identified with the concept of 

maximizing their finances but infrequent users resisted the act of using coupons at 

various stages in the process resulting in choosing not to participate in the coupon search 

process, abandoning coupon use during shopping or at checkout due to inability to meet 
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the requirement terms on the coupon, and most frequently not having the coupons 

available when shopping. 

Technologies made little difference to the infrequent users but were viewed as an 

additional means for extending savings by frequent coupon users.  Again, similar to the 

coupon incongruity, in theory the apps seemed liked a good idea but when described in 

practice most interviewees found that the apps would more likely be an additional 

process burden rather than a benefit.   

ACADEMIC IMPLICATIONS 

Research related to coupon use and format adoption have been studied 

extensively in the past (Antil, 1985; Avery & Haynes, 1996; Barat et al., 2013; Barat & 

Paswan, 2005; Bawa & Shoemaker, 1987; Bawa et al., 1997; Donthu & Cherian, 1992; 

Hsieh, Shimizutani, & Hori, 2010; Kaufman, 1991; Leone & Srinivasan, 1996; Schindler, 

1992) yet few studies assessed coupon use from a cognitive process-based motivation 

aspect (Babakus et al., 1988; Bagozzi et al., 1991, 1992a, 1992b; Green, 1996).  The 

differences between individuals who use coupons frequently and those who do not are 

insufficient to categorize the population into market segments, making it difficult to reach 

the intended audience.   This research relied on a process-based motivation theory (TMT) 

in an attempt to provide preliminary data on the cognitive processes occurring at the 

various stages of the coupon redemption process.  This research allowed for an in-depth 

assessment of infrequent users’ decisions, emotions, and perceptions during the various 

stages of the coupon redemption process, enabling identification of the most significant 

motivational barriers to using coupons. 
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The interviews and focus groups provided insights into the nature and timing of 

respondents’ cognitions about each of these issues as opposed to an overall evaluation of 

coupons.  More importantly, this study highlighted distinct incongruities that can have 

significant managerial implications.  The first incongruity is the concept versus 

redemption process of coupons.  Conceptually, all participants believed coupons to be 

positive and something that they would either like to be involved in or would not be 

opposed to trying.  Unfortunately, the process of redeeming coupons was a major barrier 

to adoption regardless of format, rendering coupons from a tool to enhance resources in 

concept to something that depletes resources in practice.  

Given the process of using coupons is a major value detractor and resource 

depletor, why don’t consumers reject the practice outright?  It is interesting to note that 

most of the participants cycle back through the evaluation process for coupons 

periodically.  The frequency of repeat experiences of evaluation, trial, and/or decision is 

not known but it seems the perceived utility of using coupons is constantly changing.  

Motivation theories are choice models that demonstrate the utility of participating in an 

activity.  Therefore, TMT could be used to measure the fluctuation of perceived utility of 

coupons over time.  

MANAGERIAL IMPLICATIONS 

Overall, the current coupon process does not add value for any of the involved 

participants.  Manufacturers are not gaining new consumers or generating new product 

trial from loyal consumers. Both frequent and infrequent users find the process of using 

coupons cumbersome and time consuming. Retailers also have minimal benefits to 
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participating in coupon redemption as they are required to front the money and are 

reimbursed by manufacturers only if the coupons were processed correctly and the 

clearinghouse agrees with the tally.  Despite this fact, the number of coupons issued is 

increasing and related digital applications are expanding exponentially with little to no 

change in or improvement to the current process.  The cited marketing purpose for the 

coupon is to solicit new brand or product trial.  If this remains the purpose of coupons 

today, then industry participants should 1) discontinue issuing coupons or 2) re-educate 

manufacturers, retailers, and consumers on the purpose of coupons.  A third option would 

be to change the purpose of coupons to the currently recognized consumer 

conceptualization of coupons as price reduction tools.  Any choice other than 

discontinuation requires addressing significant motivational barriers in the coupon 

redemption process, possibly by building apps to eliminate those barriers.  

 

DISCONTINUE COUPONS 

Both phases of this current study identify significant problems with the coupon 

process for high and low frequency users alike.  Whether or not there is an actual return 

on investment for manufacturers in issuing coupons is unknown. They currently measure 

coupon success as proportion of issued coupons that are redeemed. This measure, 

however, does not differentiate between consumers only seeking value through price 

reduction versus potential new customers participating in a new brand or product trial.  

Furthermore, any significant increase in coupon redemption could present a financial 
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challenge for manufacturers who are budgeting and anticipating for a 2% coupon 

redemption rate. 

An argument for discontinuing coupons is the existence of other marketing 

practices that are much more successful at achieving new product or brand trial such as 

sales, end displays, product trial via in-store events and free sample distribution.  

However, a whole industry has developed around the issuing and processing of coupons, 

so discontinuing this long-standing promotional practice could have significant financial 

implications for them. 

 

RE-EDUCATE ON COUPON PURPOSE 

One alternative is an industry-wide campaign to re-educate consumers on the 

purpose of a coupon.  This study clearly indicates that consumers perceive the coupon as 

a means for reducing the price of an item that they are already planning to buy.  High 

frequency users will even reject a coupon despite a significant price reduction if there is a 

brand alternative that presents at an overall lower cost.  The quality of the product is not 

being considered in their evaluation process.  Seemingly, retailers and manufacturers 

alike also perceive the coupon as a tool for price reduction because they issue coupons 

with bulk or multiproduct purchases as a redemption requirement.  Any low frequency 

users who may have been interested in product trial will be deterred by a volume 

purchase requirement.   

Re-education would require clear messages regarding new product or brand trial 

and altering the process that currently requires extensive participation on the consumer 
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side or making the perceived value high enough to encourage brand or product trial 

despite the burden of the existing process. 

 

ADAPT TO CURRENT COUPON PURPOSE 

A second alternative is to embrace the current consumer perception of coupons as 

a price reduction tool, which could lead to an overall increase in the volume of sales for 

the manufacturer through active purchase encouragement via price reductions using 

coupons.  This alternative more closely matches retailers’ promotional strategy, which 

solicits increases in sales through loyalty-based rewards.  These rewards typically provide 

an overall price reduction when an initial gross sales threshold is met (e.g. save 25% 

when you spend $50 or more).  The Walmart app includes the Savings Catcher that will 

search for lower prices at alternative stores for items purchased at Walmart and rewards 

the consumer with the price difference.  Co-branded coupons could also increase sales, 

for example, by reducing the price of milk and cereal when both are purchased.  However, 

this volume purchase requirement would not attract the infrequent users.  But if sales 

volume is the measure of promotional success, then these types of coupons could be 

attractive to frequent coupon users who buy products in volume that exceeds household 

needs.  The concept of building loyalty post-purchase would be a good match for this 

approach.  Rewarding consumers for their purchase with a coupon to reduce the price of 

their next purchase could increase volume for loyal consumers. 
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ADDRESSING BARRIERS 

 Any approach taken other than discontinuing coupons altogether requires a 

targeted focus on actually eliminating the barriers and value detractors in the coupon 

redemption process.  Current apps are simply digitally replicating the existing paper 

process and focusing predominantly on app awareness.  Awareness or even app 

installation does not necessarily lead to actual coupon use.  According to Google, the 

majority of apps are identified through app store searches and advertising or through 

word of mouth (Google, 2015).  More importantly the majority of installed apps are 

either used infrequently or never used at all.  The focus on app awareness, therefore, does 

not increase value for the consumer or the app developer. 

 The entire coupon redemption process presents significant barriers for all users.  

Apps have the ability to completely overhaul the coupon process and eliminate many of 

the perceived barriers and incongruities.  Incentives to use an app or the role the app 

plays in actually assisting with purchase decisions is a driver for actual app use (Google, 

2015).   

In the past, the Fry’s brand stores provided targeted retailer/manufacturer co-

coupons mailed to store shoppers who were selected based on their purchases recorded 

on their loyalty card.  Store specific apps could provide a similar service by pushing 

coupons to consumers, eliminating the need for searching and matching coupon 

requirements to product size or type. 

Disruptive apps could be used to communicate product value above and beyond 

item price for consumers who are deciding whether or not to use a coupon.  Fooducate is 
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an example of such a disruptive app that creates incentive to use coupons.  The Fooducate 

app provides tracking, social media, product information and quality ratings that help 

reframe an individual’s eating habits ultimately leading to a healthier lifestyle (Fooducate, 

2016).  A similar disruptive app that demonstrates coupon availability and provides 

product ratings, including consumer quality perceptions, nutritional measurements, and 

overall product value when a coupon is applied, could significantly increase coupon 

redemption and the app utility for users.   

 

LIMITATIONS 

Both Phase 1 and Phase 2 investigations were exploratory in nature and intended 

to provide qualitative insights about motivational barriers to coupon redemption. As such, 

the findings of this study should not be generalized without empirical validation of the 

TMT model through prospective, predictive and quantitative studies. This study included 

small and localized respondent samples for both phases, which also affects the 

generalizability of the results. Participants found it difficult to verbalize or explain certain 

aspects of their resistance or abandonment through the adoption framework.  Valuation of 

what would make it “worth it” were varied and vague and attempts to clarify or delve 

further into the rationale contributing to the valuation did not yield more detailed results.  

Therefore a more ethnographic approach of observing participants prepare for a grocery 

shopping trip including the coupon process and interviewing them throughout the activity 

may provide deeper insight into the resistance and method for valuation.  Conducting this 

same study or a more in-depth study that alters the misconception of the purpose of the 
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coupon and determining motivation and resistance based on the definition that the coupon 

intent is new brand or product trial rather than price reduction could also yield insight 

into how expectancy and value change due to a different approach to coupon utility 

assessments.    
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APPENDIX A. TABLES 

TABLE 1.  Univariate results of focus group participants in Phase 1 study. 

 Frequent User Infrequent User 
χ2 (3, 58)† 

P-Value 
 N Column % N Column % 

Total Participants 29 100% 29 100% 

Gender      

 Female 29 100% 27 93.1% 2.071 

p = .246  Male 0 0.0% 2 6.9% 
      

Race/Ethnicity      

  Non-Hispanic White 15 51.7% 23 79.3% 

4.893 

p = .087 

  Hispanic, Any Race 9 31.0% 4 13.8% 

  Other 5 17.2% 2 6.9% 
      

Education      

  Less than Bachelor’s 11 37.9% 9 31.0% 

.777 

P = .678 

  Bachelor’s 11 37.9% 10 34.5% 

  Enrolled or earned graduate 7 54.1% 10 34.5% 
      

Household Income      

  $0 - $29,999 2 6.9% 1 3.4% 

.370 

p = .831 

  $30,000 - $59,999 13 44.8% 14 48.3% 

  $60,000+ 14 48.3% 14 48.3% 
      

How often have you used coupons at 

Fry’s/Safeway during the past 6 months? 

     

 All the time 8 27.6% 0 0.0% 

58.000 

p = .000 

 Very Frequently 18 62.1% 0 0.0% 

 Occasionally 3 10.3% 0 0.0% 

 Rarely 0 0.0% 7 24.1% 

 Very Rarely 0 0.0% 16 552% 

 Never 0 0.0% 6 20.7% 
      

Mean Use of Technology Score      

  All the time 5 17.2% 7 24.1% 

.733 

p = .693 

  Very Frequently 18 62.1% 18 62.1% 

  Occasionally 6 20.7% 4 13.8% 
      

†Pearson chi-square or Fisher’s Exact when 2X2 comparison 
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TABLE 2.  Comparison of between subjects differences on pre- and post-trial coupon 

characteristic measures. 

  Mean s.d.  p-value 

Paper Coupons     

 Pre-Trial Perceived Ease of Use    

  Frequent User  6.44 .901 t = 3.653 

p = .001   Infrequent User 5.42 1.199 
 Post-Trial Perceived Ease of Use    
  Frequent User  6.20 0.83 t = 2.732 

p = .008   Infrequent User 5.43 1.26 
 Pre-Trial Perceived Usefulness    
  Frequent User  5.77 1.11 t = 3.474 

p = .001   Infrequent User 4.62 1.38 
 Post-Trial Perceived Usefulness    
  Frequent User  6.12 0.76 t = 4.602 

p = .000   Infrequent User 4.79 1.35 
 Post-Trial Coupon Proneness    
  Frequent User  5.48 0.97 t = 4.334 

p = .000   Infrequent User 4.28 1.12 
 Post-Trial Stigma Impact    
  Frequent User  1.81 1.39 t = -.515 

p = .609   Infrequent User 1.98 0.97 
     

Digital Coupons     
 Pre-Trial Perceived Ease of Use    
  Frequent User  6.19 0.71 t = 1.020 

p = .312   Infrequent User 6.00 0.68 
 Post-Trial Perceived Ease of Use    
  Frequent User  5.88 1.05 t = 1.625 

p = .111   Infrequent User 5.26 1.77 
 Pre-Trial Perceived Usefulness    
  Frequent User  6.05 1.15 t = 2.327 

p = .024   Infrequent User 5.41 0.91 
 Post-Trial Perceived Usefulness    
  Frequent User  4.99 1.52 t = 2.594 

p = .012   Infrequent User 3.89 1.69 
 Post-Trial Coupon Proneness    
  Frequent User  5.03 0.99 t = 3.125 

p = .003   Infrequent User 4.16 1.13 
 Post-Trial Stigma Impact    
  Frequent User  1.84 1.09 t = -1.434 

p = .157   Infrequent User 2.27 1.17 
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TABLE 2.  Continued. 

  Mean s.d. p-value 

Overall     

 Pre-Trial Coupon Proneness    
  Frequent User  5.71 0.75 t = 49.760 

p = .000   Infrequent User 4.11 1.08 
 Pre-Trial Value Consciousness    
  Frequent User  6.39 0.48 t = 3.406 

p = .001   Infrequent User 5.83 0.75 
 Post-Trial Value Consciousness    
  Frequent User  6.26 0.54 t = 1.947 

p = .057   Infrequent User 5.93 0.75 
 Pre-Trial Subjective Norms    
  Frequent User  2.92 0.67 t = .037 

p = .970   Infrequent User 2.91 0.73 
 Post-Trial Subjective Norms    
  Frequent User  2.65 0.65 t = -.178 

p = .860   Infrequent User 2.68 0.53 
 Pre-Trial Stigmatizing Others    
  Frequent User  1.21 0.36 t = -1.867 

p = .067   Infrequent User 1.41 0.44 
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TABLE 3.  Comparison of within subjects differences on pre- and post-trial coupon 

characteristic measures for frequent and infrequent users. 

  Mean s.d. t-value  p-value 

Frequent Users      

 Paper Coupons     

  Pre-Post Coupon Proneness  .238 .724 1.770 .088 
  Pre-Post Perceived Ease of Use† .241 .999   
  Pre-Post Perceived Usefulness     
 Digital Coupons     
  Pre-Post Coupon Proneness† .686 1.032   
  Pre-Post Perceived Ease of Use† .232 .981   
  Pre-Post Perceived Usefulness† 1.027 1.986   
 Overall      
  Pre-Post Value Consciousness .130 .345 2.028 .052 
  Pre-Post Subjective Norms .266 .528 2.708 .011 

      

Infrequent Users      
 Paper Coupons     

  Pre-Post Coupon Proneness  -1.72 1.009 -.920 .366 
  Pre-Post Perceived Ease of Use† -.009 1.393   
  Pre-Post Perceived Usefulness† -.172 1.548   
 Digital Coupons     
  Pre-Post Coupon Proneness  -0.46 1.018 -2.43 .810 
  Pre-Post Perceived Ease of Use .741 1.526 2.617 .014 
  Pre-Post Perceived Usefulness† 1.520 .340 4.470 .000 
 Overall      
  Pre-Post Value Consciousness -.098 .561 -.937 .357 
  Pre-Post Subjective Norms .231 .507 2.453 .021 

      

†Paired samples not correlated so t-values not reported 
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TABLE 4.  Thematic Grouping of Focus Group Responses. 

  Statement Counts  

  Frequent 

Users  

Infrequent 

Users 

Characteristics    

 Personal Characteristics 34 10 
 Subjective Norms 9 0 
 Deal proneness 14 0 
 Value Seeking    --- 41 

Expectancy   

 Process 24 3 
 Unintentional trial Abandonment 0 7 
 Not Grocery/Not Applicable 0 3 

Technology   

 General 12 15 

 Failure 8 8 
 Service Failure 3 3 

Time   

 Memory 7 14 
 Value 15 14 
 Delay 0 3 

Stigma 15 8 

Value   

 Relevance/irrelevance 11 27 
 Loss/Gain 8 7 

Word Counts   

 Brand(s) 28 25 
 Cent(s)/penny 26 27 
 Cheap(er) 11 12 
 Coupon (-s,-er(s), -ing) 480 342 
 Free/freebie 29 12 
 Fresh 1 9 
 Necessary/necessity(ies)/need(-ed, -ing, -s) 26 33 
 Price (-d, -s, -ing) 29 25 
 Save (-d, -r, -ing(s)) 74 38 
 Spend (-s, -t, -ing) 37 22 
 Time (-s, -frame) 85 80 
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TABLE 5.  Univariate results of Phase 2 questionnaire respondents. 

  N % Mean (s.d.) 

Total Respondents 12 100  

Gender    

 Male 2 16.7  

 Female 10 83.3  
     

Race/Ethnicity    

 Non-Hispanic White 8 66.7  

 Hispanic, Any Race 1 8.3  

 Other 3 16.7  
     

Education    

 Less than Bachelor’s 4 33.3  

 Bachelor’s 3 25.0  

 Enrolled or earned graduate 5 41.7  
     

Household Income    

 $35,000 - $49,999 2 16.7  

 $50,000 - $74,999 5 41.7  

 $75,000+ 5 41.7  
     

Income Per Household Member    

 Number in household   2.25 (.75) 

 Income per household member   42,864 (23,262) 

 Grocery bill per household member   54.5 (24.4) 
     

Coupon Anti-Proneness Scale    

 Perceptions of Being Cheap   2.57 (1.1) 

 Forgetting Coupons   5.69 (.92) 

 Coupons are a Hassle   5.49 (1.0) 

 Expiration Dates are a problem   4.47 (1.0) 

 Amount of discount is too small   4.64 (1.1) 
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TABLE 6.  Thematic Grouping of Interview Responses. 

  Responses 

Coupon Word Association   

 Hassle 2 
 Frugal/Thrifty 2 

 Takes-Wastes-Consumes Time/Tedious 7 
 Sensible/Smart/Beneficial/Useful/Good Idea 6 
 Delayed time at checkout 3 
 Difficult/Annoying/Paperwork/Aggravating 4 
 Inconvenient/Extra Effort 7 
 Economical/Saving 4 
 Not relevant 1 
 Try something new 1 
 Organized 2 

Word Counts  

 Convenience/Inconvenience 33 
 Difficult/Not Easy 47 
 Find(ing)/Lost 72 
 Forget/Remember 79 
 Mothers 32 
 Necessary/necessity(ies)/need(-ed, -ing, -s) 50 
 Save (-d, -r, -ing(s)) 120 
 Spend (-s, -t, -ing) 18 
 Time (-s, -frame) 168 
 Value/Worth 779 
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APPENDIX B. FIGURES 

Figure 1.  Word association exercise: COUPON. 

 

Key: 

Orange – Frequent Users 

Blue – Infrequent Users 

Purple – Both Groups 

Bold – More than 2 responses 

Bold with heavy outline – More than 4 responses 
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Figure 2.  Word association exercise: SHOPPING. 

 

 

Key: 

Orange – Frequent Users 

Blue – Infrequent Users 

Purple – Both Groups 

Bold – More than 2 responses 

Bold with heavy outline – More than 4 responses 
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Figure 3.  Word association exercise: SELF SERVICE TECHNOLOGY. 

 

Key: 

Orange – Frequent Users 

Blue – Infrequent Users 

Purple – Both Groups 

Bold – More than 2 responses 

Bold with heavy outline – More than 4 responses 
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Figure 4.  Theoretical Model for Temporal Motivational Theory adapted from Steel and 

König (2006) 

U
TI

LI
TY

Expectancy

Value

TIME (DELAY)

Need (Resource losses and gains)
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AWARENESS

subjective norms, experience, 

sociodemographics, coupon 

(anti)proneness, time valuation

EVALUATION

expectancy, time, value, gain or 

loss

TRIAL

expectancy, time, value, gain or 

loss, experience

DECISION

expectancy, time, value, gain or 

loss, experience

RESIST

Unintentional or Passive Intentional or Active

POSTPONE REJECT

MEMORY ERROR ABANDON

POSTPONE REJECT

ACCEPT

Figure 5.  The Rejection process overlaid with temporal motivational theory and past 

coupon research adapted from Nabih et al (1997) and Steel & König (2006)  
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Figure 6.  Concept map for available coupon apps by target audience and timing in of use 

in relation to the coupon process adapted from Bhappu (2015) 
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APPENDIX C: PHASE 1 TRANSCRIPTS 1 -6 

Transcript 1.  Infrequent User Group 1 
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Transcript 2.  Infrequent User Group 2
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Transcript 3.  Infrequent User Group 3
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Transcript 4.  Frequent User Group 1 
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Transcript 5.  Frequent User Group 2
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Transcript 6.  Frequent User Group 3
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APPENDIX D: PHASE 2 TRANCRIPTS 1-10 

Transcript 1.   
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Transcript 2.   
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Transcript 3.   
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Transcript 4.   
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Transcript 5 and 6.   
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Transcript 7.   
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Transcript 8.   
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Transcript 9.  
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Transcript 10. 
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APPENDIX E: PHASE 1 QUESTIONNAIRES AND APPROVALS 

Appendix E-1.  Pre-Screening Questionnaire  

1. How often have you shopped at Fry’s/Safeway during the past 6 months? Likert: 

(1) Never to (7) Always 

2. How often have you used coupons at Fry’s/Safeway during the past 6 months? 

Likert: (1) Never to (7) Always 

3. Are you a Fry’s V.I.P./Safeway Club Card member? Y/N 

4. How often have you made purchases using electronic payment (e.g., debit or 

credit card, electronic benefits transfer (EBT) card) during the past 6 months? 

Likert: (1) Never to (7) Always 

5. How often have you used the following types of technology equipment and/or 

services during the past 6 months? Likert: (1) Never to (7) Always 

a. Computer 

b. Cell Phone 

c. Blackberry, Palm Pilot, or other PDA 

d. USB Flash Drive (also called jump or thumb drive) 

e. Email (work or home) 

f. Internet Search 

g. Online Purchase and/or Download 

6. This study will last approximately 1 week. Are you able and willing to participate 

for the entire duration of this study? Y/N 
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Appendix E-2.  Pre-Trial Questionnaire  

1. Behavioral Intention.  Likert: (1) not at all; (2) about once this week; (3) 2 or 3 

times this week; (4) 4 to 6 times this week; (5) about once a day 

a. How frequently do you believe you will shop at Fry’s/Safeway this week? 

b. How frequently do you believe you will use the paper coupons provided to 

you? 

c. How frequently do you believe you will use the digital coupons provided 

to you? 

2. Behavioral Intention.  $_____ 

a. On average, how much do you expect to spend each time you shop at 

Fry’s/Safeway this week? 

3. Perceived Ease of Use.  Likert: (1) Extremely Unlikely to (7) Extremely Likely 

a. Learning to use the digital coupons will be easy for me. 

b. I will find it easy to get the digital coupons to do what I want them to do. 

c. It will be easy for me to become skillful at using the digital coupons. 

d. I will find the digital coupons easy to use. 

e. Learning to use the paper coupons will be easy for me. 

f. I will find it easy to get the paper coupons to do what I want them to do. 

g. It will be easy for me to become skillful at using the paper coupons. 

h. I will find the paper coupons easy to use 

4. Perceived Usefulness.  Likert: (1) Extremely Unlikely to (7) Extremely Likely 

a. Using the digital coupons will improve my shopping experience. 

b. Using the digital coupons for shopping will increase my cost savings. 

c. I will find the digital coupons useful for shopping. 

d. Using the digital coupons will enhance my effectiveness at shopping. 

e. Using the paper coupons will improve my shopping experience. 

f. Using the paper coupons for shopping will increase my cost savings. 

g. I will find the paper coupons useful for shopping. 

h. Using the paper coupons will enhance my effectiveness at shopping. 

5. Coupon Proneness.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. Redeeming coupons makes me feel good. 

b. I enjoy the search and collection of coupons. 

c. When I use coupons, I feel that I am getting a good deal. 

d. I enjoy using coupons, regardless of the amount I save by doing so. 

e. I have favorite brands, but most of the time I buy the brand I have a 

coupon for. 

6. Value Consciousness.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. I am very concerned about low prices, but I am equally concerned about 

product quality. 

b. When grocery shopping, I compare the prices of different brands to be 

sure I get the best value for the money. 

c. When purchasing a product, I always try to maximize the quality I get for 

the money I spend. 
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d. When I buy products, I like to be sure that I am getting my money's worth. 

e. I generally shop around for lower prices on products, but they still must 

meet certain quality requirements before I will buy them. 

f. When I shop, I usually compare the "price per ounce" information for 

brands I normally buy. 

g. I always check prices at the grocery store to be sure I get the best value for 

the money I spend. 

7. Subjective Norms.  Likert: (1) Strongly Disagree to (7) Strongly Agree  

a. Stereotypes about people who use coupons have not affected me 

personally. (R) 

b. I never worry that my behaviors will be viewed as stereotypical of 

someone who uses coupons. (R) 

c. When shopping with my friends, I feel like they interpret all my behaviors 

in terms of the fact that I am using a coupon. 

d. Most people do not judge others on the basis of whether or not they use 

coupons. (R) 

e. Using coupons does not influence how other coupon users act with me. 

(R) 

f. I almost never think about the fact that I am using coupons when I am 

shopping. (R) 

g. My use of coupons does not influence how people act with me. (R) 

h. Most people have a lot more negative thoughts about using coupons than 

they actually express. 

i. I often think that shoppers/store clerks are unfairly accused of being 

negative towards coupon users. (R) 

j. Most non-coupon users have a problem viewing coupon users as equals. 

8. Stigmatizing Others.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. I would not want to be friends with someone who use coupons. 

b. People who use coupons are cheap. 

c. I think that people who use coupons are wasting their time. 

d. I feel awkward around people who use coupons. 

e. I treat people who use coupons with less respect. 

f. I think that people who use coupons are different from me.   

g. I get annoyed when people redeem coupons. 

h. People who use coupons should be ashamed. 

i. People who use coupons are begging for money. 

j. Being with someone who uses coupons is humiliating. 

9. Demographics 

a. Gender 

b. Year of birth 

c. Race 

d. Education level 

e. Annual Income Level 
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Appendix E-3.  Post-Trial Questionnaire  

1. Actual Use.  Likert: (1) not at all; (2) about once this week; (3) 2 or 3 times this 

week; (4) 4 to 6 times this week; (5) about once a day 

a. How frequently did you shop at Fry’s/Safeway this week? 

b. How frequently did you use the paper coupons provided to you? 

c. How frequently did you use the digital coupons provided to you? 

2. Actual Use.  $_____ 

a. On average, how much did you spend each time you shop at 

Fry’s/Safeway this week? 

3. Perceived Ease of Use.  Likert: (1) Extremely Unlikely to (7) Extremely Likely 

a. Learning to use the digital coupons will be easy for me. 

b. I will find it easy to get the digital coupons to do what I want them to do. 

c. It will be easy for me to become skillful at using the digital coupons. 

d. I will find the digital coupons easy to use. 

e. Learning to use the paper coupons will be easy for me. 

f. I will find it easy to get the paper coupons to do what I want them to do. 

g. It will be easy for me to become skillful at using the paper coupons. 

h. I will find the paper coupons easy to use 

4. Perceived Usefulness.  Likert: (1) Extremely Unlikely to (7) Extremely Likely 

a. Using the digital coupons will improve my shopping experience. 

b. Using the digital coupons for shopping will increase my cost savings. 

c. I will find the digital coupons useful for shopping. 

d. Using the digital coupons will enhance my effectiveness at shopping. 

e. Using the paper coupons will improve my shopping experience. 

f. Using the paper coupons for shopping will increase my cost savings. 

g. I will find the paper coupons useful for shopping. 

h. Using the paper coupons will enhance my effectiveness at shopping. 

5. Coupon Proneness.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. Redeeming coupons makes me feel good. 

b. I enjoy the search and collection of coupons. 

c. When I use coupons, I feel that I am getting a good deal. 

d. I enjoy using coupons, regardless of the amount I save by doing so. 

e. I have favorite brands, but most of the time I buy the brand I have a 

coupon for. 

6. Value Consciousness.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. I am very concerned about low prices, but I am equally concerned about 

product quality. 

b. When grocery shopping, I compare the prices of different brands to be 

sure I get the best value for the money. 

c. When purchasing a product, I always try to maximize the quality I get for 

the money I spend. 

d. When I buy products, I like to be sure that I am getting my money's worth. 
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e. I generally shop around for lower prices on products, but they still must 

meet certain quality requirements before I will buy them. 

f. When I shop, I usually compare the "price per ounce" information for 

brands I normally buy. 

g. I always check prices at the grocery store to be sure I get the best value for 

the money I spend. 

7. Subjective Norms.  Likert: (1) Strongly Disagree to (7) Strongly Agree  

a. Stereotypes about people who use coupons have not affected me 

personally. (R) 

b. I never worry that my behaviors will be viewed as stereotypical of 

someone who uses coupons. (R) 

c. When shopping with my friends, I feel like they interpret all my behaviors 

in terms of the fact that I am using a coupon. 

d. Most people do not judge others on the basis of whether or not they use 

coupons. (R) 

e. Using coupons does not influence how other coupon users act with me. 

(R) 

f. I almost never think about the fact that I am using coupons when I am 

shopping. (R) 

g. My use of coupons does not influence how people act with me. (R) 

h. Most people have a lot more negative thoughts about using coupons than 

they actually express. 

i. I often think that shoppers/store clerks are unfairly accused of being 

negative towards coupon users. (R) 

j. Most non-coupon users have a problem viewing coupon users as equals. 

8. Stigmatizing Impact.  Likert: (1) Strongly Disagree to (7) Strongly Agree 

a. When I redeemed digital coupons, store clerks/patrons discriminated 

against me. 

b. When I redeemed digital coupons, store clerks/patrons acted as though I 

was less competent than usual. 

c. When I redeemed digital coupons, I felt I was treated with less respect 

than usual. 

d. I encountered embarrassing situations as a result of my digital coupons use. 

e. Others seemed to feel awkward and tense around me when I used digital 

coupons. 

f. I felt set apart from others when I used digital coupons. 

g. I felt lonely when I used digital coupons. 

h. Due to my digital coupons use, I had a sense of being unequal in my 

relationships with others. 

i. I felt socially degraded when I used digital coupons. 

j. When I redeemed digital coupons, others saw me as cheap. 

k. When I redeemed digital coupons, others were ashamed of me. 

l. When I redeemed digital coupons, others thought of me in a less favorable 

way. 
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m. When I redeemed digital coupons, others saw me as less attractive. 

n. When I redeemed digital coupons, my friends said negative things about 

me. 

o. When I redeemed digital coupons, my friends treated me differently. 

p. When I redeemed digital coupons, I felt humiliated. 

q. Redeeming digital coupons made me feel like I was begging for money. 
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Appendix E-4.  Protocol  

1. Pre-Test (Day 1) 

I. Attendance 

• Place attendance sheet on the computer lab reception desk 

• Confirm attendance and Fry’s/Safeway membership card 

II. Consent Form 

• Subjects will fill out consent forms in the MCPRK computer lab 

III. Enrollment for Fry’s/Safeway Digital Coupons 

• Web browsers must be bookmarked at the appropriate site 

• Ask subjects if they have e-mail addresses. 

• If not, walk them through the sign-up process for Gmail accounts 

• Subjects will then be instructed to register and download the digital 

coupon package for the upcoming week 

• Confirm that every subject has completed the registration process 

IV. Paper Coupons 

• Distribute paper coupon packages to subjects 

V. Pre-Test Questionnaire 

• Direct subjects to the online survey (must also be bookmarked in 

advance) 

• Confirm that every subject has completed the survey 

VI. Fry’s/Safeway Gift Cards/Paper Coupons 

• Hand out Fry’s $25 gift cards only if the survey has been completed 

 

2. Post-Test (Day 8) 

I. Attendance 

• Place attendance sheet on the computer lab reception desk 

• Confirm attendance 

II. Post-Test Questionnaire 

• Direct subjects to the online survey (must also be bookmarked in 

advance) 

• Confirm that every subject has completed the survey 

III. Focus Groups (Multiple waves of 10-12 subjects each) 

• Subject fill out focus group disclosure form in the MCPRK computer 

lab 

• If they consent, lead subjects to MCPRK 207 

• Conduct focus groups 

o Word Association Exercise (Coupon, Shopping, Self-Service 

Technology) 

o Shopping behaviors (plus coupon rituals or nonuse rationale) 

o Digital Coupon trial experiences 

• Distribute $25 gift cards to subjects for completing the focus group 
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Appendix E-5.  Disclosure Statement for Online Questionnaire 

[insert image of stamped disclaimer] 

Appendix E-5.  Consent Form for Focus Groups 

 



 
 

252 

APPENDIX F: PHASE 2 QUESTIONNAIRES AND APPROVALS 

Appendix F-1.  Pre-Screening Questionnaire  

Demographics 

1. Are you the primary grocery shopper for your household? Y/N 

2. What is your current age? 

3. What is your ethnic origin? (Please select only one) 

a. White or Caucasian (non-Hispanic) 

b. Hispanic Origin of any ethnic descent 

c. Black or African American (non-Hispanic) 

d. Asian or Pacific Islander 

e. Native American or Alaskan native 

f. Mixed Heritage 

4. What is your highest level of education completed? 

a. Did not complete high school  

b. Completed high school or high school equivalency  

c. Some college  

d. Completed Associates Degree  

e. Completed Bachelors Degree  

f. Some graduate level courses  

g. Completed advanced degree  

5. What is your current level of annual household income?  If your parents 

support you, please indicate their household income. 

a. Less than $10,000  

b. $10,000 to $14,999 

c. $15,000 to $24,999 

d. $25,000 to $34,999 

e. $35,000 to $49,999 

f. $50,000 to $74,999 

g. $75,000 to $99,999 

h. $100,000 or more 

6. How many in your household are supported by that income? 

7. What is your average weekly grocery bill? 

8. Are you currently working? 

a. Yes, more than 20 hours per week 

b. Yes, 20 hours per week or less 

c. No 

9. Are you currently attending school 

a. Yes, Full time 

b. Yes, Part time 

c. No 

10. What is your gender?  

a. Male 
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b. Female 

 

Past Behavior 

1. Have you ever used or tried to use a coupon of any type? Y/N 

2. How familiar are you with the steps for using a coupon? 

3. In the past month how many times have you used coupons while grocery 

shopping,  

a. Never 

b. Less than half of the trips 

c. More than half of the trips 

d. Every trip 

4. How many coupons did you use on your last shopping trip? 

 

Coupon Proneness (7-point Likert 1–Strongly Agree to 7-Strongly Disagree) 

1. Redeeming coupons makes me feel good. 

2. I enjoy clipping coupons out of the newspapers. 

3. I enjoy the search and collection of coupons. 

4. When I use coupons, I feel that I am getting a good deal. 

5. I enjoy using coupons, regardless of the amount I save by doing so. 

6. I have favorite brands, but most of the time I buy the brand I have a coupon 

for. 

7. I am more likely to buy brands for which I have a coupon. 

 

Coupon Anti-Proneness (Bonnicci 2011) 

1. Most food coupons are for products I don't buy. 

2. Couponed products are of low quality.1 

3. Coupon usage does not reflect positively on one's status. 

4. Coupons are useful for trying new products. 

5. Coupons are cumbersome to collect.3 

6. I forget to take coupons to the store.2 

7. Most coupons expire quickly.4 

8. Coupon discounts are not significant.5 

9. Coupon savings are not worth the time spent on them.5 

10. I do not need most couponed products. 

11. Couponed products are unlikely to be of high quality.1 

12. Coupons are degrading to one's status.1 

13. Most coupons are for new products. 

14. It's easy to misplace coupons.2 

15. I forget to redeem coupons.2 

16. Many coupons expire before redemption.4 

17. Savings on coupons are not significant.5 

18. I don't have the time to cut out coupons. 

19. Couponed products are unlikely to be in high demand. 
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20. Coupons are associated with low quality products.1 

21. It's embarrassing to use coupons.1 

22. I hesitate to try new products through coupons. 

23. Coupons are a hassle.3 

24. I forget coupons at home.2 

25. Coupons expire fast.4 

26. The amount saved on coupons isn't worth their use. 

27. It's time consuming to use coupons.3 

Contact 

If you are available to participate in a face-to-face interview at the University of Arizona 

that will last between 75 to 90 minutes, please provide us with your contact information 

below.  We will call you to provide more information about the study and if you are 

interested, schedule you for an interview. 

Name: 

Email: 

Telephone: 
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Appendix F-2.  Interview Guide 

• Phase 1 – Introduction 

• Formal Consenting 

• Get to know each other 

• Process explanation 

• Phase 2 – Rapport Building 

• Establish rapport and set tone 

• Establish roles 

• Explain CPG coupons only for now 

• Gain confidence and get participant talking 

• How often do you grocery shop? 

• Review summary of online questionnaire answers with participant  

• Phase 4 – Depth Interview 

•  Predisposing Characteristics 

• How would you classify yourself if you had to say what type of 

coupon user you are? 

• Probe for explanation of other reference points 

• Ask if the consumer has any external experience with couponing 

(family, friend, etc) (SN) 

•  Awareness 

• Ask them to provide 5 adjectives that they feel describe the 

couponing process (V) 

• Tell participant to answer questions thinking back on the very first 

time using coupons on their own 

• How long did you know about coupons before you tried to redeem 

your first one? 

• Why did you decide to use/wait? 

• Probe for passive vs. active resistance 

•  Evaluation 

• Ask about their process when they finally did decide to use 

coupons 

• Get depth information – was there: 

• Evaluation (expectancy) 

• Reaction (appraisal, emption, appraisal of 

resources) 

• Valuation (perceived value, losses and gains) 

• What happened then? 

• Active resistance, postponement, trial 

• Ask why – or explanation as to what 

information led to that decision 

• If P – how long until trial, if AR why didn't 

they need to try it to decide 

•  Trial 
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• What was the process used that led from decision to trial if AR – 

their envisionment of the process 

• How did you execute redeeming the coupon (all steps described)? 

• If participant misses a step probe 

• Once described ask how it turned out 

• Were there any things that made it hard to do at any step in 

the process 

• If you were to/when you tried to use a coupon again what 

were the roadblocks? 

• In above 3 questions try to find memory errors, 

stigma, or re-valuation causing abandonment 

•  Decision 

• Your final decision after this first experience was to? 

• Of everything you have described, what contributed most 

to that? 

• Probe for rejection, opposition, postponement, active 

adoption. 

• If not a user – do you think you will change your mind? 

Why? 

• ***ADDED after 3
rd

 Interview*** 

• What would make it worth it for you – in other 

words what would you get in return for couponing 

that would make you do it more frequently? 

• Technology 

• I would like to show you examples of different coupon 

technologies available.  We can discuss them first and then I would 

like you to tell me 

• How does this change the process in your eyes 

• Does it make it better or worse and how? 

• What effect would this have on your decision to coupon 

• Probe for changes in evaluation or trial 

• Probe for changes in decision 

• Retailer 

• Lastly, I would like to know what you think about retailer coupons 

that come from places that you shop frequently 

• What are they 

• What is your opinion about them 

• How do they compare to CPG 

•  Phase 5 – Wrap Up 

•  Clarification on any open issues from field notes 

•  Review and summarize process and themes 

•  Get confirmation from interviewee 

•  Thank interviewee and inform them of researchers next steps 

•  Provide payment and card for future contact 



 
 

257 

Appendix F-3.  Disclosure Statement for Online Questionnaire 
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Appendix F-4.  Interview Informed Consent  
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