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BIO: 

Mr. Treiber has been at the helm 

since RevTrax's inception in June 

2006, leading the company through its 

initial product launch, several rounds 

of capital raising, team expansion and 

several key business partnerships. 

Jonathan led the execution of new 

product development and marketing, 

and continues to recruit a growing list 

of marquis advertising clients and 

promotional distribution channels with 

significant consumer purchasing pow-

er. Prior to RevTrax, Jonathan worked 

for Citigroup's Investment Banking 

Division. During his tenure at Citi-

group, Mr. Treiber focused on many 

disciplines, including M&A, capital 

markets transactions and corporate 

finance. Jonathan holds a Bachelor of 

Arts, with distinction, from Cornell 

University. 

 

About RevTrax: 

RevTrax delivers enterprise business 

solutions to drive and measure in-

store sales. We work with brands and 

retailers to provide secure and scal-

able technology for online-to-offline 

revenue attribution, campaign man-

agement and promotion intelligence 

across all digital channels and de-

vices.  

 

RevTrax clients utilize printable and 

mobile coupons to drive sales, in-

crease customer loyalty, collect ac-

tionable customer data, and enhance 

targeting and personalization. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Treiber, would you tell 

us about RevTrax? 

Mr. Treiber: RevTrax is a technology 

company based out of NYC that pro-

vides enterprise promotion manage-

ment software and services to large 

retailers and brands. In other words, 

the focus of our business is providing 

retailers and brands with the ability to 

secure, track and manage their digital 

coupon promotions across all of their 

consumer facing marketing channels 

and touch-points.  

CEOCFO: What are some of the big-

ger challenges in managing that offer-

ing and what have you figured out at 

RevTrax that is faster, better, cheaper 

and easier than others? 

Mr. Treiber: The challenges that 

many of our clients have, and hence 

the need for our solution, is that many 

clients are looking to execute market-

ing campaigns digitally through inter-

net and mobile channels that include 

coupon promotions. The issues that 

they found are that those offers tend 

to go viral and marketers lose control 

over those offers. This is sort of a new 

world for a lot of brands who have 

historically promoted coupons and 

marketed coupons through more tra-

ditional means, such as direct mail, 

which is a great comparison point. 

Direct mail tends not to go viral, but 

many retailers who are looking at new 

channels to market their coupon pro-

motions know certainly they are fac-

ing these new challenges and they 

are realizing that they do need a solu-

tion to control their offers, better 

manage them and then along the way 

track and measure how effective 

those promotions are based on the 

particular marketing vehicle and 

channel that they are using. I think 

that touches on a couple big points 

which are brands that are looking to 

engage in digital coupon marketing. 

There is a sense that they need better 

control over their offers, and that is 

certainly a key part that we provide. 

The other is better tracking measure-

ment to determine what the return is 

on their investment where there are 

many different ways digitally that con-

sumers can engage with a retailer’s 

coupons. RevTrax provides a set of 

analytics and reporting tools for 
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brands and retailers to know what is 

working and what is not. The way that 

we have developed it, and our secret 

sauce, is we bring a combined set of 

expertise from digital marketing as 

well as offline retail systems, bar-

codes and other sort of enterprise 

software expertise to clients who real-

ly have each of those two key areas 

often in separate parts of the organi-

zation. We are bringing a combined 

expertise with best practices and 

thought leadership and strategic ser-

vices to help our clients execute these 

programs quicker, better and faster 

using our solution than they may be 

able to do in-house or through another 

third party.  

 

CEOCFO: Are many companies still 

trying to do this in-house or is it pretty 

well known that it should be out-

sourced? 

Mr. Treiber: That is a great 

question. I would say that 

most retailers out of a number 

of retailers that are actually 

engaging in this type of pro-

motion marketing are engag-

ing in these types of activities 

using some form of in-house 

solution. It may not be as ro-

bust or feature-rich as what 

RevTrax provides but there is 

the concept of a "good 

enough" solution that retailers 

might have developed in-house. 

 

CEOCFO: That is until they get 

‘burned’ and then they are knocking 

on your door. 

Mr. Treiber: That is a very valid 

point. I will tell you, albeit nobody 

likes to talk about it because you do 

not want to jinx the retailers out there 

that are engaging in these types of 

activities, but there are two triggers 

that lead a client to call us or engage 

with us in the sales process. The first 

is indeed if they get ‘burned.’ That is a 

huge area of opportunity for us, not 

that we are hoping for that situation. 

Certainly retailers that do not have a 

solution like RevTrax, and engage in 

activities like the ones we are describ-

ing, there is a potential for them to get 

‘burned.’ If they do it long enough and 

if they vary their strategies they will 

face some sort of fraud challenge or 

challenge where they will need a solu-

tion like ours. The other is where cli-

ents simply spend more time, money 

and effort engaging in this type of 

marketing where they want better 

measurement over how those cam-

paigns are performing so that they 

can more or less spend their money 

more efficiently. Those are the two 

major triggers that a client will often 

deal with and grapple with internally 

leading them to determine they need 

a solution like ours.  

 

CEOCFO: You mentioned coupons 

going viral. Would you tell us how 

your PromoVault which you recently 

announced counteracts related prob-

lems/misuse? 

Mr. Treiber: PromoVault is a solution 

that we developed particularly to ad-

dress the need of online retailers. 

Online retailers historically have suf-

fered even more from viral couponing 

than brick and mortar retailers which, 

only up until the last couple of years, 

have really engaged in online coupon-

ing. PromoVault is aimed at internet 

retailers who want to engage in differ-

ent types of coupon marketing where, 

in many cases, the offers and values 

that they are extending to consumers 

are higher. A high-value offer would 

be, for example, a 30% or 40% cou-

pon verses a 10% or 15% coupon. 

Where retailers see specific situations 

where they want to be able to offer a 

higher value coupon, they often can-

not simply because there is too much 

financial risk if they release a coupon 

that is just a generic coupon code. 

The fear that the coupon code is dis-

seminated and goes viral, creating 

significant headache and potential 

financial loss for the retailer. So they 

just do not engage in those types of 

activities that would otherwise lever-

age more exclusive, higher value 

coupons for things like their loyalty 

program, rewarding their best cus-

tomers or extending a short-term 

promotion to their Facebook follow-

ers. That is where PromoVault comes 

in and is a tool for these retailers to 

leverage single-use coupon codes 

that are only redeemable once, hence 

the ability to serve one-time use cou-

pon codes to consumers on an indi-

vidualized basis. The ability to target 

coupons on a one-time use basis 

gives these retailers more confidence 

to do different types of campaigns 

than they were comfortable doing in 

the past and that is the purpose of 

PromoVault. 

 

CEOCFO: When you are talking to a 

perspective client, what is the ‘aha’ 

moment? 

Mr. Treiber: The ‘aha’ moment 

comes when the particular prospect is 

at a point in their market-

ing sophistication where 

potentially they have hit a 

wall where they want to do 

more promotional market-

ing digitally across differ-

ent marketing channels in 

email, social media, dis-

play or search marketing 

but they cannot. They can-

not because they either 

cannot control their offers 

to the desired level they 

need to or measure and track them. 

That usually is the ‘aha’ moment 

where a client understands that Rev-

Trax provides them with a technology 

solution and expertise and functional-

ity that allows them to take their mul-

tichannel promotional marketing to 

that next level. It will vary client by 

client as far as what that next level 

means, but in general, we find that 

clients have the ‘aha’ moment when 

they understand that our technology 

and business solution can help them 

acheive greater levels of sophistica-

tion and ultimately sales. Of course, 

an organization that gets to this point 

is looking for business solutions that 

can help make them more successful, 

and that is where often retailers can-

not satisfy those needs with internal 

solutions and where they realize the 

value and outsourcing it to an enter-

prise class technology partner.  

 

“The future holds some pretty large opportuni-

ties around data, increasing the ways that our 

clients are delivering and measuring offers, 

then repurposing the data to better target and 

personalize offers to consumers. That is the 

future that we are seeing, and certainly the fu-

ture is very bright, as more retailers and 

brands continue to do much more of their pro-

motional marketing digitally.” 

- Jonathan Treiber 
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CEOCFO: Do you work with other 

technology companies that might pro-

vide other services to retailers or is it 

a one-on-one relationship? 

Mr. Treiber: I think the short answer 

is "it is both" in the sense that we real-

ly do focus on selling our solution di-

rectly to the enterprise, to the retailer, 

to the brand. What we also recognize 

is we are not selling a marketing pro-

gram, so we are not out there selling 

retailers an email marketing program 

for coupons. We are a very synergis-

tic technology with our clients' existing 

technology vendors. As such, we tend 

to collaborate closely with our clients' 

other technology vendors where it is 

very much in a collaborative partner-

ship on behalf of the client rather than 

operating in parallel with those other 

vendors. That is the hybrid answer. 

Although we sell direct and look to 

service the client directly, we often do 

collaborate very closely with our cli-

ents’ other partners to ensure that our 

technology is implemented the right 

way and we are tracking all of the per-

formance of the coupon campaigns 

throughout the different channels and 

vendors that our clients are utilizing. 

 

CEOCFO: What is the business mod-

el? 

Mr. Treiber: I would say that our most 

common starting point for a new client 

is a campaign or set of campaigns 

which serve as a pilot trial period 

where we can work with the client to 

implement RevTrax and deliver the 

technology solution over a one to six 

month period. The common next step 

of working with new clients is discus-

sions around a longer-term commit-

ment. That tends to take the form of a 

fixed annual fee for the technology 

and services solution, which enables 

the client to take advantage of the 

technology across any campaigns that 

the client has on the marketing calen-

dar.  

 

CEOCFO: What is ahead for the 

company? 

Mr. Treiber: We have been proud of 

the growth that we have had over the 

last five years. We have been very 

fortunate in getting early into this par-

ticular market of promotions and pro-

motion technology. What is exciting is 

there are constant areas of innovation 

where we are continuously developing 

new products to address the needs 

that our clients have in different mar-

keting channels. We have developed 

an innovative social sharing product 

that integrates nicely with our core 

technology platform to facilitate social 

sharing of coupons. We are beginning 

to explore other new products around 

unique ways to enable retailers to re-

deem coupons at the point of sale. 

We are looking at other applications 

of our technology for clients within 

their loyalty, CRM programs and other 

ways that we can report against the 

data we have to try to unlock maxi-

mum insights for clients. I think that 

the future holds some pretty large 

opportunities around data, increasing 

the ways that our clients are deliver-

ing and measuring offers, then repur-

posing the data to better target and 

personalize offers to consumers. That 

is the future that we are seeing, and 

certainly the future is very bright, as 

more retailers and brands continue to 

do much more of their promotional 

marketing digitally, relative to what 

they have done historically in direct 

mail and newspapers and print. The 

more retailers and brands look to do 

promotional marketing in digital, the 

more we feel confident they will need 

an enterprise promotion management 

system like the one that we provide 

along with all the products and solu-

tions we have for the different ways 

that they may choose to market those 

promotions. 

 

CEOCFO: Why should the business 

and investment community pay atten-

tion to RevTrax? 

Mr. Treiber: We think we are excep-

tional because we are innovating in 

an area of the market that very few 

companies have been able to crack. 

This intersection between online mar-

keting and offline sales through the 

use of promotion and couponing is a 

huge market opportunity that we be-

lieve we are first to the party and 

benefiting from the early adoption of 

clients and also the adoption of more 

and more clients over time. It is a 

burgeoning market opportunity, and it 

is very exciting to provide a technol-

ogy solution at the crossroads of a 

variety of very hot topics now whether 

it's social media, mobile couponing or 

big data. With this concept of omni-

channel retail and the combination of 

online and offline, we feel fortunate 

that we have innovative solutions that 

address these big picture problems 

that retailers are solving for and we 

will need to solve for over the next ten 

years. It is an exciting time to be in 

our business, and the fact that Rev-

Trax is a market leader and is out 

there innovating with new and proprie-

tary technology for many of the For-

tune 500 retailers and brands in the 

country. We feel very good about how 

we are positioned as a profitable, very 

fast-growing company based right in 

NYC, which is an up-and-coming hot-

bed of technology innovation.  
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