GroupTo

Setting Pricing and Go-to-market Strategy for International Expansion

Objectives:

launched features

» Size the market both in terms of number of customers and estimated revenue
* Recommend how GroupTo should adjust pricing structure and pricing points with the incorporation of newly-

» Develop a go-to-market strategy for UK and Spain in a 12-month timeframe

Overview and Revenue Projection

* GroupTois a B2B2C product and service company
that allows group leaders to create customized
itinerary on its proprietary mobile software platform.

* Revenue Projection for UK & Spain Market:
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B2B Marketing Research Results
» Marketing research:

‘Which marketing activties / channels are you
‘currently using to acquire customers?

percentage of B2B Marketers
Who Use Various Social Media Sites
toDistribute Content

Which activity/channel makes the mos positive
impact on revenue?

For the second year in a row, this
study has found that email
marketing is the most commonly
used marketing channel. Social
media jumped five spots into the
third slot and content marketing
dropped one slot down.

Word-of-mouthireferrals, SEO and
email marketing have the most
positive impact on revenue.

Linkedin, Twitter, Facebook, and
Google arethe mostused social

: ot
» Social Media (Empirical Data)
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Google Adwords is the most cost effective option, while Linkedin is more suitable for B2B marketing if there is enough budget

Pricing Recommendations
* Summary: Short-term vs. Long-term

Short Term

Subscription Focused Pricing Structure
(Recommended to Use Today)

Long Term

Revenue-Sharing Focused Pricing Structure
(Recommend to switch at least a year after the launch of store)
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* Subscription

Survey
Maximum Pricing:
EVC Model

Minimum Pricing:
. Competition Model
Testing

* A/B testing for 2 pricing points:

© $69 up 1010 trips , $129 uniimited per month (50% of EVC)

o $39.up t0 10 trips, $69 uniimited per month ( 25% of EVC)

o $19 upt0 10 trips, $39 unlimited per month (benchmark with
competition)

* Value of Time Saving

* Intangible Value:

o 96% of customers said that
using new technology is at

Competitor: Travefy
« 10 Days Free Trial
- Basic (ltinerary

least somewhat important + Survey Subjects : Creation) $16/Month
1o them when choosing - WTM contact st, UK travel agent database, Linkedin/ Facebook + Plus (Trip
travel agencies groups, M-turk. Management)

+ Potential to Upsale * Mass emails through: $39/Month

- Test access value of store:
o $5,$15,$30 per month

* Store

Listing Fee Transaction Fee Pricing Strategies of Other Platforms

Platform  Subscription Listing Transaction
* Onel rti Fee P $39.99/m o
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* Recommend Field
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Marketing Recommendations
* UK Go-To-Market Strategy S}=

Market Overview Recommended Marketing Strategy

* Inbound Tourism: (as of 2014) + Marketing Channel: Direct sales & Social Media

« 35mvisitors per year, £22bn total spend + Direet Sales (caling & emailing)

* US, Germany, France and Australia are top 4 sources + Database already obisined
+ ~10k people are employed by travel agencics and other A designated seles person
reservation services

* Tour Operators & Agencies: + Timing:afler the peak scason

+  Estimated # of Tour agencies: 800 * Social Media

+ Tech Trend in Travel Industry: Increasing usage of social © Bstimated Costs:

‘media among tour operalors. + Salospersom: S18.7500ear

P i 3 . St
several marketing tools available, (More info at Appendix ) Datdbase: 51

» Spain Go-To-Market Strategy E

Market Overview Recommended Marketing Strategy

Tnbound Tourism: (as of 2014)

+  Marketing Channel: Direct sales

« 65mvisitors per

car, $72bn total spend

+ Have designated sales person who can Spanish and
+ UK, France, Germany and laly ar top 4 sources. understand the Spanish market

+ Tour Operators & Agencies « Sell trrough cold emaling, going o conferences

+ Ectimated # of Tour agencies: 450 * Recommended datsbase: Pit and Brothers )

‘business-database/

* TechTrend in Travel Industry: The mass majority of the
tour operator's decision makers are in 40s and 50s. They
tend to be old fashioned and thus don’t use Facebook.
However, young generations are quickly getting into the
marker. They are more inclined to use social medias like
Facebook

« Notto use: social media
Estimated Costs:

« Sales person: S18.750/year
« Tour Operatar Association: There are 19 states in Spain

‘They do not offer any marketing channels and they don’t
speak English very well,

* Database: $97

» Comparable Case Study

Comparable A - Marketing Strategy Comparable B - Marketing Strategy

Early-stage Marketing Channels: + Early Stage Marketing Strategy: Mainly through inbound marketing

+ Direct sales: cold emailing and going to conferences atits own travel blog

+ Sources of data: Tripadyisor, and other database

+ Current Marketing Strategy: Mainly inbound marketing, supported
by light outbound markeling

Current Marketing Channels:
+ Focus on content marketing * Inbound: Continue working on SEO and blog posting. For
ex, their website ranks top 3 at google search for “Group
Travel Tool”

Exploring possibility of LinkedIn

How to market to Tour Operators:
* Outbound: Light introduce, plant the seeds, a lot of
+ Country-specific marketing: understand the locals of the customers come back few months later for demo
‘people and how to talk to them are the key

* Channel: Direct emailing & calling, SEM,
« Timingis very important: lfecycle of the product is long, conferences (No social media)

better to market after high seasons

* Customer info sources: organizations &
* Engaging with customers through testimonials, webinars, e- association, manual searches

book, meet and greet

* International Expansion: Not active, English-

« Building authority is key for B2B marketing: word of speaking countris only

mouth through networking
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