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Where are your customers?
Companies spend their money for ads on less visited channels
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ProvidersProvidersProvidersProviders

Exciting Exciting Exciting Exciting 
shopping shopping shopping shopping 

experiencesexperiencesexperiencesexperiences

RecommenRecommenRecommenRecommen----
dationsdationsdationsdations
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How do your customers like to go shopping?
Customers are looking for one-stop-shopping events
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What is the optimum?
The world is looking for satisfaction of demand as well as suitable supply
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Demand:

Discounted

Lifestyle Products

Deficit:

Intransparency

Group buying
A lasting business model including a win-win-win situation
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Demand:

Brand presence

Capacity

Deficit:

Know-how

Range



Group buying
Groupon sends offers to millions of subscribers daily and presents them on 

groupon.de
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Group buying
A lasting business model including a win-win-win situation
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At the beginning was “OTA”
Offers increased their attractiveness through an expending portfolio 
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Groupon’s Travelcity is born
Travel deals get their own exclusive channel
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Portfolio of HOTEL & TRAVEL
Wide range of deals guarantees satisfaction with different target groups
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Where do we go … first?
Groupon’s multifaceted potential is waiting for execution
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Fulfilling demand where it is required
Groupon is an one-stop-shop for the customer



Gregory Linn
(Director Hotel & Travel Europe)

18


