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MARKET METRICS

“The appetite for good deals is higher in tier 2and
s than the tier 1 cities. Mobile internet

also extremely high in tier 2 and tie

3cities of India”

Tulking about diversification uml possibi
expansion notherare: ingh, founderand
0, Ml o oy T 6 ik y, ing to say that
we didn't think about it Its obvious to get tempted
leaning from success stories of other e-commerce
b d.Also, when a b

tere saath

Here the problem is the high customer acquisi-
tion cost,because,of the total number that surfs the
net, only 1.5-2 per cent actually buy the deal. This
also has a bearing on consumer loyalty, on making
sure that people keep coming back to a website to
huntfor deals. With many tempting deals every day
ona plethora of daily-deal websites, customers are
spoilt for choice. Warikoo believes the problem is
notabout whether there was a better deal; t's about
having possibly the same deal all around. What,
therefore, will tilt the balance in a site's favour is
the quality of choice. "A spa is  spa. But why is a
five star spa different from a non-five star spa? If

maturing, one tends to look in different directions
toindentify the best way forward. Having said that,
our business model was alway< deals and it con
tinues to be our core proposition.”
Mydala’s merchant malkeung plattoon works
T

you are a well d customer, then you would
go for your preferred spa. Even if it is coming for a
slight premium, you will have the confidence that
youwill cherish the experience thereon. That's when
the loyalty shifts," he says.

The problem is, most daily deals sites focus on

on. o market a
fer whatever platform the merchant requires or

rants and entertainment venues, the very things
d

proaches Mydala and says it aspires to market it
self on some local television network or s looking
forward to a newspaper ad, we can offer it what it
wants. We do certain amount of promotion around
that for which we charge the merchant. All our ini-
tatives, in the end, is aimed at driving customers
to the merchant," she elaborates.

most of us can do with ‘we do opt in
for the deal, i’s doubful we'll be repeat customers.
1t's not the business's fault; consumers are getting
smarter and are looking for deals with more rele-
vance.

Building loyalty
There are many ways o promote loyalty. Ifa site does-
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