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Forward-Looking Statements 

The statements contained in this presentation that refer to plans and expectations for the next quarter, the full year or the future are forward-looking 

statements that involve a number of risks and uncertainties, and actual results could differ materially from those discussed. The risks and uncertainties 

that could cause our results to differ materially from those included in the forward-looking statements include, but are not limited to, volatility in our revenue 

and operating results; risks related to our business strategy including our marketing strategy and spend; effectively dealing with challenges arising from 

our international operations including fluctuations in currency exchange rates; retaining existing customers and adding new customers; retaining and 

adding new and high quality merchants; cyber security breaches; incurring expenses as we expand our business; competing successfully in our industry; 

maintaining favorable payment terms with our business partners; providing a strong mobile experience for our customers; delivery and routing of our 

emails; maintaining a strong brand; managing inventory and order fulfillment risks; integrating our technology platforms; managing refund risks; retaining, 

attracting and integrating members of our executive team; litigation; compliance with domestic and foreign laws and regulations, including the CARD Act 

and regulation of the Internet and e-commerce; tax liabilities; tax legislation; maintaining our information technology infrastructure; protecting our 

intellectual property; completing and realizing the anticipated benefits from acquisitions, dispositions, joint ventures and strategic investments; seasonality; 

payment-related risks; customer and merchant fraud; global economic uncertainty; and our ability to raise capital if necessary. For additional information 

regarding these and other risks and uncertainties, we urge you to refer to the factors included under the headings "Risk Factors" and "Management's 

Discussion and Analysis of Financial Condition and Results of Operations" in the company's Annual Report on Form 10-K and subsequent Quarterly 

Reports on Form 10-Q, copies of which may be obtained by visiting the company's Investor Relations web site at http://investor.groupon.com or the SEC's 

web site at www.sec.gov. Groupon's actual results could differ materially from those predicted or implied and reported results should not be considered an 

indication of future performance. 

 

You should not rely upon forward-looking statements as predictions of future events. Although Groupon believes that the expectations reflected in the 

forward-looking statements are reasonable, it cannot guarantee that the future results, levels of activity, performance or events and circumstances 

reflected in the forward-looking statements will be achieved or occur. Moreover, neither the company nor any other person assumes responsibility for the 

accuracy and completeness of the forward-looking statements. The forward-looking statements reflect Grouponôs expectations as of August 7, 2015. 

Groupon undertakes no obligation to update publicly any forward-looking statements for any reason after the date of this release to conform these 

statements to actual results or to changes in its expectations. 

 

Additional information relating to certain of our financial measures contained herein is available in our most recent earnings release and at our website 

at investor.groupon.com. 
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Mission:  
To connect local commerce,  

increasing consumer buying power while  

driving more business to local merchants through price and discovery. 
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Source: Euromonitor and Company Data 

Local Commerce 

Marketplace Worldwide 

<0.1% 

~$6.3B 
Gross Billings1 
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The Local Market is Large and Unique 

(1) TTM Gross Billings as of 2Q15 
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Our Marketplace Fundamentals Remain Strong 

(1) Active deals represents the number of daily featured, Deal Bank deals and Coupons offered on average at the end of that period; 2Q15 includes the addition of nearly 75k Coupons.  (2) Search represents percentage of transactions in North 

America related to search (includes free text search on web and mobile; excludes SEO and SEM). (3) Active customers reflect the total number of unique user accounts who have purchased a voucher or product during the trailing twelve months. 

(4) Spend per average active customer reflects the total gross billings generated in the trailing twelve months per average active customer over that period.  (5) Units reflect vouchers and products sold before cancellations and refunds. 5 
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Weôve Historically Viewed Our Businesses  

in 3 Key Categories 
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Gross Billings1 of  

~$3.3 billion 
Gross Billings1 of  

~$2.3 billion 
Gross Billings1 of  

~$0.7 billion 

(1) Trailing twelve months as of 2Q15 



But When Customers Think About Our Marketplace, itôs 

Typically for One of Two Things: Services or Shopping 
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Gross Billings1 of  

~$4.0 billion 

SERVICES 

Gross Billings1 of  

~$2.3 billion 

SHOPPING 

(1) Trailing twelve months as of 2Q15 



Our Top Priority in Services is Cracking High-Frequency 

Local Use Cases 
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Food & Drink 
Health, Beauty, 

Wellness 
Things To Do 

Supply 
Flash, Low-Discount, Market-Rate offers 

Product 
Seamless end-to-end experience for Merchants and Consumers  

Making Groupon a daily habit by building amazing products and experiences,  

as well as deep and broad selection, in three major sub-categories 



And Then Weôll Turn Our Attention to Connecting this  

New Supply with Customer Demand 
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SEM 

Drive 
Traffic 

Increase 
Conversion 

As our inventory grows and as we become more of a habit for our customers,  

we expect conversion to increase, which will allow us to 

invest more efficiently in driving traffic to our site 



And Eventually Accelerate Marketplace Development as 

We Test Key Initiatives in Select Markets 
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We're testing our supply, product and marketing efforts in select markets in North 

America; once developed, weôll roll out nationwide and then, worldwide  

Supply 
Flash, Low-Discount, Market-Rate offers 

Marketing 
More efficiently investing to drive traffic to the site 

Product 
Seamless end-to-end experience for Merchants and Consumers  
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DIRECT (FIRST PARTY) 

ü Optimizing logistics, vendor relationships, and 

operations to speed delivery while reducing 

costs  

ü Refining pricing and merchandising to improve 

cross-sell and multiple unit orders, and scale 

smaller but more profitable sub-categories  

 

ü Supplementing primarily flash-oriented 

inventory with third-party and market-rate 

items to accelerate the breadth and depth  

of our marketplace 

ü Next step: Localization 

In Shopping, Weôre Building Supply as We Focus on 

Continued Margin Improvement 

THIRD PARTY 



Weôve Built One of the Largest Local Offline to Online 

Marketplaces, but itôs Still Early 
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Growth in active deals is fueling our marketplace transition 

~ 510k Worldwide (vs >425k at 1Q15) 

> 240k NA (vs 

>200k at 1Q15) 

~ 510k Worldwide (vs >425k at 1Q15) 
> 240k NA (vs >200k at 1Q15) 

IPO 2Q15 

~510k Active Deals as of 2Q15 

vs. ~1,000 at IPO 
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Financial Summary ï Consolidated Quarterly 

Gross Billings & Revenue 
USD, Millions 

Adjusted EBITDA 
USD, Millions 

2Q14 4Q14 3Q14 1Q15 2Q15 

Gross Billings Revenue 

+10% Y/Y  

ex. F/X 

+11% Y/Y  

ex. F/X 

(1) Adjusted EBITDA is a non-GAAP financial measure.  See appendix for a reconciliation to the most comparable U.S. GAAP financial measure, ñNet (loss) income from continuing operations.ò 
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Financial Summary ï Consolidated Expenses 

Cost of Revenue 
USD, Millions 

Marketing and Order Discounts 
USD, Millions 

Selling, General & Administrative 
USD, Millions 

Stock Compensation and Acquisition-Related 
USD, Millions 
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(1) Order Discounts are considered to be a marketing-related activity, even though they are not presented as ñMarketingò on our consolidated statements of operations. Instead, Order Discounts are a reduction to Gross Billings and Revenue. 

Percent of Gross Billings presentation includes both Marketing and Order Discounts.  

Marketing Order Discounts 


