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-
livingsocial

What's the Deal
with LivingSocial?
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Srengs S*W.O.T

- Me + 3 = Free

- International expansion, kept brand name

- Livingsocial & Groupon make up 80% of industry

- Deals do not require a certain number of
consumers to act

- Merchants are small businesses with limited
marketing resources

- Livingsocial motivates consumers “on the fence”

- Money in pocket before the consumer uses deal

- Does not send out overwhelming amount of emails
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S.W.O.T
Threats

- Groupon & local competition
- Yipit.com

- Merchants creating their own deals
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Critical Factors
Number 2

The majority of Livingsocial
consumers are above the age of
35.
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Critical Factors
Number 4

Most buyers are one time customers.
Only 1 in 5 consumers will repeat the
purchase.
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Frequent Buyer
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Frequent Buyer’s Card
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Bucdget

$120 Million

“TV
& Print

* Outdoor

“ Marketing
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