




DECISION

Partnership with other B2C focus communities which 
have different customer interest base (sports, social 
networking, games etc) but have similar target 
customer. (+18‐24)
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ANALYSIS

Partner gives Partner gets
Promote Zazzle among its user base  / 
give better visibility & increases site 
traffic to Zazzle

Get 7 – 17% fee + royalty for every 
purchase & access to other 
merchandise from partners at reduced 
prices

Reputation & network of partners / 
affiliates of this community

Specific design / brands targeting the 
participants of this community thereby 
creating stronger links among its 
members.

New distribution channels Leverage on Zazzle’s partnership with 
Facebook & MySpace (through 
advertisements for instance)

Presenter
Presentation Notes
Analysis:

We think that having communities as our strategic partners will go a long way in creating a symbiotic relationship between the involved parties. While larger user base communities (like MySpace, Facebook) might guarantee more eye balls on Zazzle, the actual conversion rate might not be high enough. Hence having a localized approach to find a “beachhead” sounds more focused and might be the best foot forward.

Explanation

Give – Get:
When communities give Zazzle a better visibility (by promotion not just using the merch scheme but using viral marketing techniques (teaser video’s with catchy community slogans etc), they get more people flocking to Zazzle website thereby resulting in increased ARPU through the 7-17% scheme & through more click rates (advertisements). Some examples include college slackers (www.collegeslackers.com) where the most popular images & video’s are made into accessories that the community users can buy.
Greater the partners & affiliates in the community, greater is the localized reach for Zazzle. In return, Zazzle needs to find the best images & designs that make up the fabric of this community. Example could be having the most famous rugby star’s rare image on t-shirts specifically designed for a community dedicated to rugby (http://dolphin.upenn.edu/~mrugby/home.html for instance). This rugby network from Upenn in this process will lead us into their other sports communities like soccer, tennis, volleyball and can be leveraged by all in the network.
 Creating new distribution channels for instance could be printing tshirts from Zazzle & setting up booths during events to sell it away for cheaper (if student activity) or costlier (if social responsibility / charity) rates. Hence in return, they can leverage on Zazzle’s partnership with Facebook & MySpace by getting better advertisement rates & space for display.



ANALYSIS
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Analysis..cont..

Bowling Alley

As mentioned earlier, we feel that Zazzle is placed around the bowling alley in the TALC, trying to identify the niche. This slide illustrates that the first step in the alley (facebook & MySpace) has been achieved while moving forward more communities that represent the target market / target group need to be identified. Some outlined groups include sports, news, politics, fashion, clean-tech, charity / socially aware organizations to name a few. This could together form the eco system thereby not just allowing people in the network to enjoy benefits but also adding significant number of new people (and new interest groups) which helps expand the user base. Also, this could give Zazzle an option of increasing its product line to suit the interests of the new user group found in the ecosystem. For instance Julia who is a member of the pet community would like to create shirts for her dog. Since she is part of the ecosystem, Zazzle has to increase its product line thereby not just gaining more revenues but also getting happy customers



REALITY TEST
Risks Mitigation Contingency Plan
•Student bodies 
unreceptive to partner 
with us

•Tie up with 
universities and 
colleges on a top-
down approach

•Attend more student 
oriented events to 
publicize Zazzle
•get into the student 
newsletters

• Barrier to publicity • Option of publicizing 
Zazzle logo on the 
product line

• Set up booths & 
temporary “spaces” in 
events – traditional 
marketing

• Decrease in 
revenue through 
various frills offered

• Have partner specific 
revenue sharing 
agreement on a long 
term basis based on 
numbers / targets 

• Have a uniform 
structure dividing
partners into different 
tiers / levels.
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Reality test

If student communities are unreceptive to partner with us, a mitigation strategy would be to tie-up with the University administered student organization and in the process create a brand loyalty among students about Zazzle so that targeting the student administered student organizations later will be much more easier.�
Since the products do not bear Zazzle’s name / logo anywhere, people might not be aware of Zazzle as a place to create cool stuff. Hence, while we might have end users of communities wearing Zazzle t-shirts for instance, they might never know that it was printed & customized from here. Our mitigation is to have the option of advertising / adding something that represents Zazzle (like logo, website, tagline etc) and give it as an option for the user to use when he / she customizes their product using Zazzle. In return, people using the option (of advertising Zazzle’s website / logo) get a discounted price on the product they purchase.

Since the strategy to capture the student niche involves a lot of discounts, frills & subsidies, this might result in greater awareness but lesser revenue (which is not a good situation to be in). Hence, the mitigation is to identify the channels where there is maximum exploitation of the frills offered and have a more long term revenue sharing agreement based on targets / site traffic / number of purchases done. 


