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Editor’s
Note

MAGAZINE

Giving Back Is the Best Way to
Give Thanks

L

ate last month, John Yarrington, Response’s publisher, and I spent a
day at San Diego State University, lecturing to three classes about relationship marketing and selling, as well as direct marketing. Thanks
to a great relationship we’ve fostered with Steven Osinski, a longtime marketing teacher at the school, it’s become a regular stop on our
busy travel schedules.
To me, though, it’s more than a “regular stop.” It’s a chance to help
create a better future — not just for the nearly 200 students we lectured
that day, but also for our business and our community. Along with serving
as a mentor for the past 15 years at the Annenberg School for Communications and Journalism at my alma mater, the University of Southern
California, I see this kind of service as the best possible way I can give back
to the communities that have given so much to me.
Ninety-five percent of the students we speak to each semester in San
Diego are seniors majoring in marketing. They represent the next generation of this business. And — raging against some of the stereotypes of their
generation in the mass media — many of these students are extremely
engaged in their education, their possible career paths, and how they can
best navigate the post-graduation world.
When John and I stand up in front of them and talk about real-world
applications of the topics they’ve been studying, you can see the most
engaged students light up. In much the same way, the vast majority of my
mentoring relationships at USC have become two-way streets.
Yes, I am sharing my knowledge and experience with those students
and helping them understand the world they’re jumping into just a little
bit more clearly. But, in the best of these relationships, I’ve gained as much
knowledge and satisfaction as I hope that I’ve given.
Yes, most of us are in our career positions for one basic reason — to
do well enough financially to support ourselves and our families in the
way that we want — and most of our businesses are operating based on a
singular idea of maximizing profit, we shouldn’t merely stop there when
considering our decisions. Our personal and business finances
will peter out if we do not invest in the future, whether home
or office.
As we welcome another Thanksgiving season, I give
thanks for my ability and my desire to share what limited
wisdom I’ve accrued in the past two decades. Whether that
wisdom encompasses the day-to-day workings of being a
professional journalist or sharing my knowledge about the
current landscape of the marketing universe, it’s my duty to
pass those things on to those just starting out. Whatever ways
you choose to give back, I hope they benefit both those you
serve and yourself.
Happy Thanksgiving!

To contact the editorin-chief regarding the
content of Response,
please E-mail:
thaire@questex.com

Thomas Haire, Editor-in-Chief
Twitter: @THRants
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RESPONSE Q&A

Gerr Says Omnichannel Expands Marketers’ Toolboxes
BY THOMAS HAIRE

(THAIRE@QUESTEX.COM)

K

eith Gerr is general manager of digital
services for Carlsbad, Calif.-based
Havas Edge. He’s based in Portland,
Ore., with most of the agency’s
digital team split between there and Boston.
Recently, we caught up with Gerr to discuss
the rapid pace of change facing marketers
— and their agency partners — in the direct,
digital and data-driven marketing world.

Q: It seems the industry recently passed

through the era of the “multi-channel”
buzzword and entered the era of the
“omnichannel” buzzword. How is this
attracting a different type of marketer to
the space and what are the biggest challenges from your perspective when dealing with these clients?
A: I’m still coming around on omnichannel,
as well. It’s attracting the marketer that’s
looking for brand response. They’re trying
to find a balance between awareness and
conversion, and these established brands are
having conversations with us about how to do
that. It doesn’t matter what the brand is — or
how many channels it’s using. Every brand
can achieve direct response while building
awareness. Even those using direct response
as retail support can utilize various omnichannel facets. If you’re looking at a digital and/
or mobile experience at retail, there are ways
to create a geofenced, in-store experience for
your customers with your brand. We’re at the
very tip of the iceberg of that experience, but
at the end of the day, it’s about driving brands
that collaborate with and reach out to their
customers where they are to drive that purchase response.

Q: How can this omnichannel environ-

ment benefit marketers that maximize the
use of every channel — both online and
offline?
A: Omnichannel gives marketers more
moments to address the customer. I can reach
my target via a number of channels, both for
acquisition and retention. We’re studying the
channels people use in order to introduce more
conveniences for those consumers. Most of
them sit in front of the TV with a smartphone,
a tablet or a laptop — if not all three. That
means an immediate response is available to
marketers who maximize all channels. Online,

we use alerts to remind people to respond if
they fall out during the purchase process. It’s
really about retargeting. If you have a DR website converting at 10 percent, what that now
means is that marketers now have the tools to
reach out and attract the other 90 percent. It’s
challenging work, but it can be very rewarding.

Q: What is the role of the agency today

in helping a marketer wade through all
of the different facets of the omnichannel
campaign — most especially the digital
facets?
A: We are the starting point to help clients
understand the media consumption habits of
their target consumers. We are here to make
sense of this omnichannel world for them and
get them on the same page of opportunities
— digital, mobile, social. What rituals does
your target audience engage in? Is your product one people are congregating around? How
are they trafficking in your brand? With digital,
everything moves so fast. You have to engage
your clients on a data level — it’s always been
that way, but now the capability to pull multiple data streams together, to cross reference
and find insights, is massive. You can make
real-time reconfigurations of your creative.

Q: What things must today’s marketer

know about using social media as part of
the omnichannel platform?
A: First, you cannot completely control your
brand in social sphere. Yes, there’s a paid
element to social, but it’s equally about the
earned side of it. You have to be committed to
engaging with people, whether it’s customer
service or sales. If marketers can learn to ease
control over the brand in these channels, they
can learn just as much from detractors as
loyalists. Whether the information is good, bad
or ugly, it’s still about listening and engaging in
authentic ways.
Second, realize that if someone is registering as a follower on Facebook or Twitter, they
are opening a suitcase of information for you.
Are you looking at it? Are you using it to your
advantage? It offers a great chance for personalized interaction.
Third, realize that, today, social and mobile
exist together. In those “micro” moments in
life — waiting for the subway, or on your latte
at the coffee house — who isn’t checking
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out Facebook or Vine or Instagram? It’s very
mobile. It’s wise to think of social as mobile.

Q: What things must today’s marketer

know about using mobile marketing as
part of the omnichannel platform?
A: It’s really just about understanding
where their brand can add value via a mobile
moment. You don’t want to force it, but clearly
if you’re a retailer, you do have an opportunity
to connect if they give permission to message
in that location.
Can we push something to a consumer?
For certain industries, it works well. For
instance, in travel, alerts work well. But when
you’re looking at something like housewares
— say a kitchen appliance — how can you
use mobile to entice people to visit a brand?
Maybe it’s a recipe? With mobile, it’s really
about being thoughtful about understanding
the flow and cycle your customers are going
through.

Q: What do you consider the most suc-

cessful campaign you’ve worked on
recently and why did it succeed?
A: It’s for an online media company, targeting small businesses. It’s a very successful
B-to-B campaign where we are driving interest
in other marketing products and seeing high
conversion rates. We’ve taken time with the
media team to understand the target — what
do they look like and how do we communicate
with them? It’s about breaking through old
traditional ways of thinking about audiences
and crafting digital experiences that are super
efficient.
If the up-front media does its job, those
targets come to the landing page warm.
Achieving a balance in messaging between
those who are ready to transact and those
who need a little more prompting is key.
Taking a deep dive into your audience to
create the right message and build the right
experience makes conversion easier.

Team LWD Raises
More Than $20,000
in MS Bike Event
BY THOMAS HAIRE
(THAIRE@QUESTEX.COM)

NEW YORK — Lockard & Wechsler
Direct (LWD) entered a team of
cyclists in the annual Bike MS NYC
event, a charity bicycle race benefitting the southern New York chapter
of the National Multiple Sclerosis
(MS) Society.
Led by avid cyclist and company
founder and CEO Dick Wechsler,
the group — dubbed “Team LWD”
— featured 11 cyclists, including
Ontel Products’ Amit Khubani and
TELEBrands’ AJ Khubani, who
completed his first-ever 100-mile
ride during the event.
Others in the group included
LWD executives Rene Munoz, Jason
Gomaz, Jason Wininger and Ben
Speight. As a group, the team rode
605 total miles.
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Cunningham, CEO of CAB. “This corollary is very real.”
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Millenials Still Favor Traditional TV
BY DOUG MCPHERSON

RESTON, Va. — Millennials — those between the ages of 18 and 34 — continue
to get most of their TV viewing from traditional TV, says a new comScore study.

Roughly two-thirds of what they view
comes from traditional TV. Desktop/
laptop computers comprise 19 percent of
their time, with 6 percent each from tab-

Uncommonly Committed
to the Direct Response Industry...
Since Day One.
Since the industry’s earliest days, Venable has been the go-to law frm for
direct response companies and entrepreneurs. Whether you’re launching
a product, closing a corporate transaction, dealing with federal and state
regulators or securing and defending your intellectual property—Venable
is the frm you can count on every step of the way.
To learn more, visit us online at
www.Venable.com/advertising-and-marketing.

CALIFORNIA | DELAWARE | MARYLAND | NEW YORK | VIRGINIA | WASHINGTON, DC
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lets and smartphones.
In the next age bracket — 35-54 —
84 percent of what’s watched comes from
traditional TV; 10 percent for desktop/
laptops; 3 percent for tablets, and 2 percent for smartphones.
The comScore data also supports the
extensive adoption of binge-viewing behavior across both pay-TV and non-payTV subscribers. A full 42 percent of each
group reported binge viewing at least one
to two times per month. Thirty percent
of pay-TV subs binged 3-5 times a month
(21 percent for non-subs) and 15 percent
of pay-TV subs binged six or more times
a month (six percent for non-subs).
Watching on TV via DVR was preferred
by 43 percent of bingers, followed by payTV video-on-demand (19 percent) and
connected TVs (12 percent).
When millennials said they did watch
TV programs on digital tools, it was all
about improving the viewer experience
with “Prefer to watch on my own schedule” cited by 56 percent of respondents,
followed by: “It’s more convenient” (52
percent); “I can skip the commercials”
(38 percent); and “Prefer to watch multiple episodes all at once” (35 percent).
comScore also found that millennials
are 77-percent more likely than average
to be “a cord-never,” and 67-percent
more likely to be a cord-cutter. In addition to age, smaller household sizes
skew heavily toward not subscribing to
pay-TV, with 60 percent of single-person
households and 52 percent of those
without children reporting they don’t
subscribe.
Some analysts say the comScore data
reinforces trends around millennials’
digital viewing habits, the rise of overthe-top (OTT) options and the need
for pay-TV operators to provide more
flexible viewing options (i.e., TV Everywhere). They also say the data supports
why cross-platform and C7 measurement
are so critical to TV networks and advertisers.

Roku to Add Video Ad Network
BY DOUG MCPHERSON

SARATOGA, Calif. — Over-the-top
(OTT) streaming platform Roku is poised
to sell advertising to marketers and agencies, and the ads will be distributed alongside content from more than 1,800 partners, according to The Wall Street Journal.
The model is similar to the way traditional TV channels sell advertising, but
Roku can leverage its digital technology
and data to target specific audiences.
Rather than buying ads on a particular
show, marketers might buy ads for a
highly targeted demographic.
Roku is an all-in-one device that
allows access to traditional networks,
streaming services and on-demand movies from TVs. Its channels include Hulu,
Vevo and Sony-backed Crackle, along
with Fox, CBS, A&E and the History
Channel.
Scott Rosenberg, Roku’s vice president
of business development, told the Journal,

TV a Key Driver for Revenue

“We decided there was a lot more work
we could be doing to help our partners
with monetization.”
Tracey Scheppach, innovations direc-

Turnkey

tor at Publicis-owned VivaKi, says this
new network gives Roku an edge since
other OTT streaming platforms don’t
offer a similar service.

FULFILLMENT

Direct To
Consumer
Drop
Shipping

➺ continued from page 7
drive revenue) have increased TV investment by more than one-third in the past
five years.
Of 75 pure-play Internet brands, nearly 90 percent of those companies’ marketing activities (63 of 75 brands) show a
direct connection between TV spending
and higher website traffic, according to
CAB and Nielsen Ad Views data.
In 12 categories, Internet revenue
grew sharply for every dollar spent on
TV advertising to $46.26 in 2013 — up
from $12.20 (the second year on TV)
and $11.06 (the first year of advertising
on TV).
The survey says the 75 largest Internet
brands spent more than $4 billion on TV
ads in 2013 — an increase of 37 percent

Retail

All Under One Roof

It just makes sense!
866.843.3827 www.a2bf.com
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TV a Key Driver for Revenue
➺ continued from page 9
over 2009.
An analysis of some of those advertisers shows, for example, that Priceline,
which decreased TV spend 25 percent
in the six months preceding April 2014,

found a 24-percent drop in the number of
unique visitors coming to its site. In comparison, Ancestry.com spent 22 percent
more, and found 21 percent more people
coming to its site.
In 2013, website TV advertising totaled just less than $3 billion for cable
networks, $688 million for broadcast,

CHICAGO TV
Full Power Television Station
Broadcasting From the Sears Tower

Delivers ultimate critical mass
(over the air and all cable satellites)

$358 million for spot broadcast, and $110
million in syndication. Cable advertising
climbed from $2.3 billion in 2012, $2.1
billion in 2011, and $1.7 billion in 2010.
Categories included in the survey were

NEWS
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Listen Up Español gives $170,000 to
benefit students at Benito Juarez Community
Academy near Chicago where 97 percent of
students are of Hispanic descent.
Ad tech platform i.Predictus and
CoreMedia Systems announce an integration between their media analysis platforms that features the automated transfer
of media performance data from CoreMedia’s
CoreDirect campaign management system
to i.Predictus’ advertiser analysis platform.
i.Predictus also welcomes Monica Lenti
as vice president of business relationships.
Jobar International Inc. announces the
official launch of its Rotterdam Fulfillment
Center for Jobar Europe, allowing convenient
distribution throughout Europe.
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DONNA SLYSTER

Saddle Creek
Logistics
Services
announces that
Donna Slyster
has joined the
company as chief
information officer.

TTC Marketing Solutions completes
a merger with Ameridial LLC, a familyowned teleservices business. The new company will operates under the TTC-Ameridial
name with Mary Shanley continuing as
president.
In two big deals involving divisions of the
world’s largest advertising company, WPP,
Nielsen rival Rentrak says it agreed to
acquire the U.S. TV measurement operations of WPP’s Kantar Media unit (a
research partner of Response) for $98 million
in Rentrak stock. In the second deal, it said
WPP’s GroupM unit signs a deal to begin
utilizing Rentrak’s national and local TV audience measurement services.

auto, travel, dating, gaming, care-giving,
entertainment, educational, financial, insurance, business services, and retail. The
study says 11 ad categories saw higher
revenue from the first year on-air using

TV advertising.
Comparing the periods February
through August 2013 and September
2013 through April 2014, 38 of those
Internet advertisers that spent more averaged 33 percent more unique visitors,
while the 25 advertisers that spent less
averaged 22 percent fewer uniques.

IS YOUR AGENCY CONNECTING THE DOTS
BETWEEN
Mally Roncal, president and CEO of Mally
Beauty (Response, December 2012), announces
that her first book, “Love, Lashes and Lipstick:
My Secrets for a Gorgeous, Happy Life,”
launched last month.

SECOND SCREENS ARE PERVASIVE

Collette Liantonio, president and creative
director of Concepts TV Productions,
earns the Electronic Retailing Association’s
(ERA) 2014 Lifetime Achievement Award.
Liantonio, who was inducted into the Direct
Response Hall of Fame earlier this year, accepted the award during the Moxie Awards Gala on
Sept. 18 in Las Vegas.
Infusion Brands Inc., a consumer
products marketer, grants the exclusive international distributor rights for all its products
under the Ronco brand to the Oak Lawn
Marketing Group. Ronco, founded by
American inventor and pitchman Ron Popeil,
has been creating and marketing innovative,
cutting-edge kitchen devices and gadgets to
the American consumer for more than 50 years.
NuWave LLC rolls out a new logo that
will appear on its flagship products, including
the NuWave® Pro Infrared Oven, NuWave™
Precision Induction Cooktop and others. The
logo features clear, contemporary red type,
incorporating the company’s motto, “Live
Well for Less®,” and is part of an intensified
branding effort that included a company name
change to NuWave LLC earlier this year.
InterMedia
Advertising®
names Adam
Seigel director of
marketing. He will be
dedicated to advancing the company
on the national and
international fronts.
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TABLET
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SMARTPHONES

100%

Be
sure you have
ha the advantage of the
industry's most reliable attribution model from Koeppel
Direct.
K
Source: Nielsen, The Digital Consumer, February 2014

ADAM SIEGEL

For a free demonstration, contact us today at
972-732-6110 or visit www.koeppeldirect.com.
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Research
JORDAN WHITNEY’S PROGRAM RANKINGS

TOP 10 INFOMERCIALS
RANK

LAST MONTH

PROGRAM

HOST

PRODUCT

PRICE

PRODUCER/DISTRIBUTOR

1

NR

Ninja

Mark Rosen

Food processor

$179.80

Euro-Pro LLC

2

4

Wen

Alyssa Milano

Hair care system

$29.95

Guthy-Renker LLC

3

6

Body Beast

N/A

Fitness DVDs

$89.85

Beachbody

4

1

21-Day Fix

Montel Williams

Fitness DVDs

$58.85

Beachbody

5

NR

Shark Steam and Spray

Mark Rosen

Mop

$119.80

Euro-Pro LLC

6

2

Total Gym

Brinkley & Norris

Home gym

7

5

Shark Rotator

Mark Rosen

Upright vacuum

$199.80

Euro-Pro LLC

8

8

Shark Rocket

Mark Rosen

Vacuum

$159.96

Euro-Pro LLC

9

NR

Bissell Symphony

N/A

Floor cleaner

$199.80

Bissell

10

NR

Building Wealth in Real Estate

Than Merrill

Real estate workshop

$14.95 (trial)

Lead-generating

Total Gym Fitness

Fortune Builders Inc.

TOP 10 SPOTS
RANK

LAST MONTH

PROGRAM

PRODUCT

PRICE

PRODUCER/DISTRIBUTOR

1

3

Proactiv Solution

Acne treatment

$29.95

Guthy-Renker LLC

2

2

Be Active

Acupressure brace

$19.99

Top Dog Direct

3

1

no! no!

Hair-removal device

Lead-generating

4

4

My Fun Fish Tank

Self-cleaning fish tank

$14.99

Product Trend/Lenfest Media

5

NR

Copper Fit

Compression wear

$19.99

Ideavillage Products

6

NR

Jungle Bubbles

Bubble-making kit

$10

7

NR

Snackeez

Cup holding snack & drink

8

NR

Pet Command

Sonic dog collar

9

7

NuWave Cooktop

Cooktop

10

NR

Copper Hands

Compression gloves

$9.99
$10
Lead-generating
$12.99

Radiancy

Lenfest Media
Ideavillage Products
Emson Corp.
NuWave LLC/TELEBrands
TELEBrands

Source: The Direct Response Monitoring Report “Greensheet” published by Jordan Whitney Inc. in Tustin, Calif. These are the top 10 infomercials and direct response spots
based on confidential media budgets and Jordan Whitney’s monitoring of national cable and broadcast markets for the week ending September 26, 2014.
Copyright 2014. All rights reserved. Publisher is not responsible for errors or omissions in this chart.
For information about the “Green Sheet” Direct Response Monitoring Report and Jordan Whitney’s consulting and tape library services, contact John Kogler at Jordan Whitney
Inc. Phone: (714) 832-3353; Fax: (714) 832-4422; E-mail: greensheet@cox.net; Web site: www.jwgreensheet.com.
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CHOOSE YOUR

DIRECT RESPONSE
MEDIA SOFTWARE PROVIDER
BY THE NUMBERS
$5.5

300

1,782

Billion in annual
media spend processed
through CoreDirect

Million responses
attributed to

Media professionals
use our
softwar

22

17

30

Years in the
media management
software space

Y
in direct response
media management

CoreMedia

271

20

23

Years of collective
Direct Response
experience

Agencies became
CoreMedia clients
in 2013

DR software and
data vendor
partnerships

100+

24/7

Out of more than 100
clients: 16 have been with
us more than 5
2
for more than 10 and 6 for
more than 15

Access to the
application using
our CoreHost
cloud solution

W
number, now call ours
at 973.276.0882.
Someone with DR
experience will answer
the phone who will make
9-5

bottom line better.

695 US ROUTE 46 WEST • SUITE 403
FAIRFIELD NJ 07004-1556 • 973.276.0882
COREMEDIA-SYSTEMS.COM

Research
THE

TOP DRTV NATIONAL CABLE AND SATELLITE RANKINGS

LONG FORM: TOP 5 VERTICAL MARKETS

SHORT FORM: TOP 5 VERTICAL MARKETS

Long-form rankings are based solely on media spending for programs
aired on national cable and satellite networks monitored.

Short-form rankings are based solely on frequency of spots
aired on national cable and satellite networks monitored.

RANK

MARKETING COMPANY

PRICE OFFERED

1
2
3
4
5

HEALTH & FITNESS
21-Day Fix
Beachbody
Total Gym
Total Gym Fitness
Body Beast
Beachbody
Focus T25
Beachbody
Teeter Hang-Ups
Teeter

3 payments of $19.95 plus $12.95 S&H
30-day trial for $14.95
3 payments of $29.95 plus $19.95 S&H
3 payments of $39.95 plus $19.95 S&H
30-day trial for $14.95

1
2
3
4
5

BEAUTY
Wen
Cold Plasma Sub-D
Proactiv Plus
Luminess Air
Murad Resurgence

$29.95
$49.95 plus $5.95 S&H
$29.99 plus $5.99 S&H
$19.95 (30-day trial)
$39.95 plus $8.95 S&H

1
2
3
4
5

ENTERTAINMENT
Best of Ed Sullivan StarVista Entertainment
Dean Martin
Time-Life/StarVista
Legendary Voices
Time-Life/StarVista
The Best of Soft Rock Time-Life/StarVista
Disney Vacation Club Disney Vacation Club

Guthy-Renker LLC
Guthy-Renker LLC
Guthy-Renker LLC
Luminess Direct
Murad Inc.

5 payments of $19.99
5 payments of $19.99
5 payments of $29.99
5 payments of $29.99
Lead-generating

HOUSEHOLD & KITCHEN
1
2
3
4
5

Ninja Mega
Bissell Symphony
Shark Rotator
Shark Steam & Spray
NutriBullet

Euro-Pro LLC
Bissell
Euro-Pro LLC
Euro-Pro LLC
NutriBullet LLC

4 payments of $44.95 plus $29.95 S&H
4 payments of $49.95
4 payments of $49.95 plus $30.95 S&H
5 payments of $29.95
6 payments of $19.99 plus $19.95 S&H

BUSINESS OPPORTUNITY
1 Humana
2 Brainetics
3 Kevin Trudeau’s
Free Money
4 Building Wealth
5 RedChip Money
Report

Humana
Brainetics LLC
Free Money

Lead-generating
$14.95 (trial)
$19.95 plus $11.95 S&H

Fortune Builders Inc.
Lead-generating
RedChip Companies Inc. Lead-generating

RANK PRODUCT NAME

MARKETING COMPANY

PRICE OFFERED

S&H

1
2
3
4
5

HEALTH & FITNESS
NordicTrack Incline Trainer
Peak Nitric Oxide
Lipozene
CB-1
MegaRed

Icon Health & Fitness
Peak Nitric Oxide LLC
Obesity Research Institute
Suragenix
Reckitt Benckiser N.A. LLC.

1
2
3
4
5

BEAUTY
no! no! Pro
Tria Laser
Secret Extensions
Ultimate Detangling Brush
Chromalights

Radiancy Inc.
Tria Beauty Inc.
On Demand DR LLC
Emson Corp.
Mana Products Inc.

$289.95 $14.95
$449 $0.00
$29.99 $0.00
$14.95 $0.00
$9.99 $3.99

1
2
3
4
5

ENTERTAINMENT
Light-Up Links
StretchKins
LumiDough
Janimals
The Happys

On Demand DR LLC
StretchKins
Hampton Direct
Jay at Play
Cepia LLC

$19.99 $13.95
$29.95 $4.95
$19.99 $7.99
$29.99 $0.00
$19.99 $7.99

$1,899
$0.00
$29.95
$49.98
$19.79

$0.00
$0.00
$0.00
$6.99
$7.41

HOUSEHOLD
1
2
3
4
5

Select Comfort Sleep Number
Flex Shot
Flex Seal
Gripeez
Luma Candles

Select Comfort Inc.
Swift Response LLC
Swift Response LLC
InvenTel
InvenTel

$0.00
$19.99
$19.99
$10
$19.99

$0.00
$9.95
$9.95
$4.95
$8.99

1
2
3
4
5

PERSONAL
Be Active
Night View
Knee Brace
Copper Fit
Ageless Male

Top Dog Direct
Top Dog Direct
Knee Brace
Ideavillage Products
New Vitality

$19.99
$10
$0.00
$19.99
$39.95

$5.95
$7.95
$0.00
$7.99
$6.99

© Copyright 2014 Media Analytics Inc.™ All rights reserved. Address: 10 N. Church St., West Chester, PA 19380. Phone (610) 328-6000. E-mail: sales@imsreport.com. Rankings
from September 2014. Media Analytics is a research and market intelligence company that produces the reports for brands, marketers, agencies, television networks, retailers
and service providers on a weekly, monthly and quarterly basis. These reports are based on the frequency, media spend and product attribute data of long-form and short-form
DRTV on national cable networks.
No part of any IMS Report may be reproduced or transmitted in any form electronic or mechanical, including image capture, or any information storage and retrieval system without permission in writing from Media Analytics. Media Analytics is not responsible for any loss due to errors or omissions in information provided, or for any loss of service due to technical or other difficulties. Visit www.imsreport.com for more information.
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Ad Tech
Automated
30% ROI Improvement.
Zero Workfow Disruption.
i.Predictus creates one picture of integrated marketng results to improve
ROI, drive down the cost to acquire and predict future media performance

If you spend more than $10 million annually on direct response media,
i.Predictus isn’t just the ideal system for your business - it’s the only system

Call 973.794.6464 or visit www.iPredictus.com
No contracts. No high prices.

Data in. Decisions out.

Fast Matters

ROI Matters

Data Excellence Matters

Accountability Matters

Research
DMA LOCAL CABLE RANKINGS: TOTAL DR SPOTS
DESIGNATED MARKET AREAS
RANK

MARKET (DMA RANK)

DR SPOTS LAST MONTH

RANK

MARKET (DMA RANK)

DR SPOTS LAST MONTH

1

New York (1)

2,158

3

26

Memphis (49)

585

28

2

Pittsburgh (23)

2,099

5

27

Tampa-St. Petersburg (14)

580

30

3

Seattle-Tacoma (12)

1,980

6

28

Houston (10)

565

37

4

Boston (7)

1,848

1

29

Oklahoma City (44)

541

31

5

Milwaukee (34)

1,837

2

30

Dallas-Fort Worth (5)

533

42

6

Washington (8)

1,754

7

31

Hartford-New Haven, Conn. (30)

532

26

7

Atlanta (9)

1,609

8

32

Greensboro, N.C. (46)

503

13

8

Raleigh-Durham, N.C. (24)

1,507

4

33

Fresno-Visalia, Calif. (55)

493

17

9

St. Louis (21)

1,325

12

34

San Diego (28)

485

34

10

New Orleans (51)

1,250

10

35

Little Rock-Pine Bluff, Ark. (56)

482

38

11

Chicago (3)

1,234

11

36

Tulsa (59)

460

35

12

Indianapolis (26)

1,166

14

37

Cleveland-Akron (18)

376

21

13

Sacramento (20)

954

15

38

San Francisco Bay Area (6)

361

40

14

Greenville-Asheville, N.C. (37)

947

18

39

Los Angeles (2)

337

39

15

West Palm Beach, Fla. (38)

942

20

40

Cincinnati (35)

312

36

16

Miami-Fort Lauderdale (16)

905

24

41

Minneapolis-St. Paul (15)

306

46

17

Kansas City (31)

886

16

42

Nashville (29)

290

49

18

Grand Rapids, Mich. (42)

848

19

43

Columbus, Ohio (32)

289

33

19

Philadelphia (4)

826

25

44

Knoxville, Tenn. (61)

285

50

20

Detroit (11)

770

27

45

Portland, Ore. (22)

261

43

21

Charlotte (25)

761

9

46

Louisville (48)

192

44

22

Denver (17)

701

23

47

Jacksonville (50)

182

45

23

Mobile, Ala./Pensacola, Fla. (60)

674

32

48

Austin (47)

178

47

24

Phoenix (13)

671

29

49

San Antonio (36)

167

41

25

Las Vegas (40)

637

22

50

Orlando-Daytona Beach, Fla. (19)

102

48

Nielsen operates as an information and measurement company worldwide. It offers critical media and marketing information, analytics and industry expertise about what consumers buy and what consumers watch on a global and local basis. The above data is from
Nielsen Monitor-Plus™, a provider of competitive advertising intelligence. Rankings from September 2014. Nielsen Monitor-Plus™
delivers timely and insightful data necessary to assess advertising effectiveness across 18 media, including television in all 210 DMAs
and Spanish-Language measurement across a growing number of media. Monitor-Plus™ Local Spot Cable data includes 50 DMAs and
15 cable/regional networks in each DMA. For more information on Monitor-Plus™, please E-mail: sigma@nielsen.com.
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Research
THE
RANK

TOP 40 MOST-AIRED LONG-FORM DRTV TITLES

TITLE

BROADCAST AIRINGS*

RANK

TITLE

BROADCAST AIRINGS*

22

Tummy Tuck: Miracle Nonsurgical Discovery
Melts Away Belly Fat

700

23

The Secret

682

24t

Get Your Daily Dose of Nutrition in Seconds
With the NutriBullet

680

24t

Matlock: Solving the Health Mystery?

680

26

The Perfect Yard

623

27

¡Obtenga Su Dosis Diaria de Nutricion en Segundos
con El NutriBullet!

553

28

Free NutriBullet Offer!

546

1,445

29

Ten Minute Workout

506

AAA Benefits and Savings

1,255

30

Secrets of Brain Health

492

12

Under Pressure Cooking

1,208

31

Breaking Bald

481

13

Surgeon General Candidate

1,056

32

Paid Programming

475

14

Beat Anxiety & Depression

898

33

Six Star Knife Set

454

15

BREAKING NEWS: Mood and Memory

897

34

Icelandic Health

437

16

Fix Your Hair

889

35

BODY BEAST

428

17

Montel Williams

878

36

Easy Outdoor Cleaning

410

18

Never Fear Power Outages

822

37

Everybody Loves Real Estate

359

19

Create a Clean Zone in Minutes!

757

38

10 Minute Trainer

355

20

Healthy Meals in Minutes!

754

39

Look Younger Than Ever: It’s Science, Not Magic

352

21

Best Wheelbarrow Ever!

731

40

Airbrushed Beauty

348

1

Armando Montelongo Flipping

4,522

2

I’m Tired of Paying for TV

4,365

3

Make $$ in Real Estate Locally

3,676

4

Star of Hit Reality Show Exposes Real Estate Riches

3,553

5

Larry King Special Report

2,867

6

21 Day Fix

2,563

7

Derm Exclusive!

1,730

8

Sexy Face at Any Age

1,685

9

Portable Cooktop

1,626

10

Wealth Through Trading

11

DID YOU KNOW?
❯

Of the 10 broadcast stations with the
most titled long-form programs scheduled to air in September, six are West
Coast and four are East Coast stations.

❯

WRNN-DT (New York) was the broadcast
station with the most paid programs
scheduled to air in September (921). The
next highest was 860 from KQSL-DT (San
Francisco Bay Area).

❯

The top 10 markets (by long-form broadcast airings) made up 27 percent of
broadcast paid programming airings in
September.

Copyright 2014 Gracenote Inc. TMS is now Gracenote. Information is based on paid program titles in Gracenote’s marketleading database. Airings per title are reported by marketers and may be updated until the actual airtime. Rankings from
September 2014. Gracenote provides its metadata customers with more than 200,000 titled long-form airings on TV at
any given time. Its ResearchTV reporting tool provides visibility into program schedules in near real-time for the freshwst
possible view of long-form content airings. To make an inquiry, please call (518) 792-9914.
*Includes airings on digital stations.

Moulton New Jersey Inventory Balancing | Faster Transit Times | Lower Shipping Costs
Conveniently located 30 minutes from Newark Airport &
the largest port on the East Coast, and only 1 hour from
New York City!

Tor to

New Jersey
Lo

Scan the QR
code to ﬁnd out
more…

eles
Contact Us Today: (800) 808-3304 | www.MoultonFulﬁllment.com
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Research
SCIMARK REPORT
BY JORDAN PINE

EBOLA 911
Description: A book about the Ebola virus
Main Pitch: “Information … to protect you and your
family from the Ebola virus”
Main Offer: $14.99
Bonus: None
Marketer: TELEBrands
Website: www.Ebola911Now.com
Rating: 22out
Rating:
outofof5 5

★★✩✩✩

Prevention doesn’t sell. Fear is not an emotion that typically puts people in a
buying mood. And yet we have this book, an attempt to capitalize on the fear
and prevention hysteria being created by media hype over Ebola. Interestingly,

timing products to news events can pay off in DR.
Several marketers capitalized on the election of
President Obama in 2008, including TELEBrands
with its Obama Victory Plate. TELEBrands also
got the jump when Prince William proposed to
Kate Middleton, and its Royal Heirloom Ring
became a 2011 True Top Spender as a result.
However, trying to capitalize on an epidemic
scare instead of a celebratory event with a book
instead of a collectible does not seem like a
winning strategy. TELEBrands has certainly had
success with books (Who Knew?; Pest Cures;
Dump Cakes) but all are reference books with a logical, long-term place on
the shelf. If the Ebola panic is anything like the bird flu, West Nile virus or
swine flu panics, the hype could be over before enough product ships to make
the campaign profitable.

WONDER WHALE

KITTY CATCH MAT

Description: A faucet cover

Description: A mess mat for cats

Main Pitch: “Turns bath time into bump-free, tear-free fun time”
Main Offer: $10 for one

Main Pitch: “Actually wipes your cat’s paws clean as they leave their litter
box”

Bonus: Second one (just pay P&H)

Main Offer: $14.99 for one

Marketer: Allstar Products Group

Bonus: Second one (just pay P&H) and Kitty Mitt

Website: www.GetWonderWhale.com

Marketer: Ontel Products

3 out
Rating: 3
outofof55 ★ ★ ★ ✩ ✩
When it comes to evaluating DRTV products for adults, I have several
tried-and-true criteria (e.g., the SciMark Seven), an archive of DR history
(my blog) and some new research methodologies (such as the surveys
featured last month) to help me form smart opinions. When it comes to DR
products for kids, none of those things is particularly useful. The key criteria — coolness,
play value and
“pester power”
— are subjective. My blog
features mostly
unanticipated
hits, such as
Pillow Pets and
Gyro Bowl. And
you can’t survey
kids online. That leaves me with only one old-school method for forming an opinion: Asking a producer. Or, in this case, asking this producer
(Hutton-Miller). To understand why, go online and watch the Wonder Whale
commercial. Others produce commercials for kids, but none do it with
such consistent perfection.

Website: www.KittyCatchMat.com

WHAT MAKES UP THE SCIMARK SEVEN?
The PRODUCT should be: (1) needed; (2) targeted; and (3) different.
The CATEGORY should be: (4) un-crowded.
The COMMERCIAL should be: (5) engaging; (6) motivating; and (7) clear.

Rating: 22 out
outofof55

★★✩✩✩

The best pet products solve a problem for both the owner and pet. For instance,
Allstar’s 2010 hit Emery Cat saved owners’ drapes while giving cats a place
to express their scratching instincts — and saved both from a painful clawclipping session. The more recent success of Allstar/Lenfest’s Cat’s Meow is
more difficult to explain, but providing a cat with a way to express its predator instinct without the presentation of actual dead vermin (something for
which cats are notorious) seems like a win-win. In this case, the product only
solves a problem for the owner — preventing cat-litter mess. My guess is that
shedding fur is an even bigger problem for pet owners, and yet that hasn’t
propelled any of the many fur-cleaning gadgets that have been tried to success. On a separate note,
this item reminds me of a
doormat duel I wrote about
in the April 2011 edition of
Response. Ontel’s version
was called the Clean Step
Mat. The item never lived up
to its potential, but perhaps
it inspired this idea.

© Copyright 2014 SciMark Corp. These reviews represent the opinions of
the author. Any inaccuracies are unintentional. To report an inaccuracy
or provide other feedback, E-mail: jordan@scimark.com. The SciMark
Report is also a blog at scimark.blogspot.com. SciMark Corp. is a firm
that specializes in short-form DRTV advertising. For more information
and a full description of the S7 scoring system, visit www.SciMark.com.
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2Q 2014 SHORT-FORM MEDIA BILLINGS

Short-Form DRTV Billings Continue 2014 Rebound
A 12.4-percent jump is fueled by an expansion in U.S. Hispanic media and the ‘drug and toiletry’ category.
ANALYSIS BY THOMAS HAIRE

F

ollowing a solid first quarter that broke a lengthy
losing streak, short-form DRTV media billings
continued to grow in second-quarter 2014, as
Kantar Media’s results showed a 12.4-percent
increase from the same timeframe one year ago, totaling
$999,065,700. The increase of $110.5 million dollars gained
back more than 37 percent of the losses suffered in 2Q 2013.
Much of the quarter’s success can be attributed to a massive increase in spending on Hispanic network TV, as well
as a huge boost in the “Drug and Toiletry” category. With
those two surges, it’s interesting to note that the quarter’s
No. 1 product, Concha Nacar (a skin cream), did not appear in the top 40 products of 2Q 2013 and saw most of its
spending this quarter in the Hispanic marketplace.

An About Face

Nine of the 17 categories claimed gains when compared
to the same period from 2013 — four more categories than
the total that enjoyed gains in 2Q 2013. As noted, “Drug
and Toiletry” enjoyed a massive bounce back from its struggles in the same quarter a year ago, adding $108.4 million
to its bottom line. The “Apparel” category nearly tripled
in spending from 2Q 2013, adding $39.3 million to land
just shy of $61 million in second-quarter 2014, while the
“Crafts, Hobbies, Sporting Goods and Toys” market enjoyed
a 75-percent jump of $22.5 million.

Total Quarterly Short-Form
Media Billings

> > Fig. 1

0

$200,000

$400,000

1Q 2014

$999,065,700

1Q 2013

$888,537,100

1Q 2012

$1,183,830,100

1Q 2011

$1,024,657,000

1Q 2010

$1,004,564,800

1Q 2009

$1,054,021,200

1Q 2008

$1,137,456,200

1Q 2007

$1,109,179,000

$600,000

$800,000 $ 1,000,000

On the other end of the spectrum, “Video Suppliers and
Equipment” dropped $26.2 million — a loss of 86.4 percent
— while the “Business” sector’s $17.8 million loss cut nearly
40 percent from its total in the same quarter a year ago.
“Publishers and Book Clubs” also struggled, falling by $12.8
million in second-quarter 2014.

Hispanic Expansion

Hispanic network TV’s increasing sway in the short-form
DRTV market was on full display in 2Q 2014, as the outlet
boasted a 74.4-percent gain of $168.6 million — boosting
its market share in the quarter to 39.6 percent. That’s an
astounding 14-point jump both from 2Q 2013 and from
1Q 2014 results. While much of it can be attributed to the
success of Concha Nacar, there’s no doubt that the U.S.
Hispanic media space is continuing to grow with each passing quarter.
Only one of the other four outlets enjoyed an increase,
with spot TV rising $1.7 million (5 percent). Network TV
and cable TV took the brunt of the pain from Hispanic’s
rise — network lost nearly $5 million (24.6 percent), while
cable dipped $54.4 million (9.6 percent) from 2Q 2013 results. Syndication stayed steady, slipping just $470,200 (1.2
percent).

> > Fig. 2
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$1,400,000

➺
Second-Quarter 2014 Short-Form
DRTV Media Distribution
Syndication:
$39,702,100
4.0%

Cable TV:
$512,740,500
51.3%

Network TV:
$15,080,600
1.5%

Spot TV:
$36,393,400
3.6 %

Hispanic
Network TV:
$395,149,100
39.6 %
Total: $999,065,700

:

> > Fig. 3

Second-Quarter 2014 Short-Form DRTV Categorical Distribution

Apparel: $60,927,500
Audio supplies and equipment: $1,257,300
Automotive and travel: $26,740,100
Business: $27,225,100
Collectibles and art: $377,200
Computers, software and home office: $22,383,600
Correspondence schools: $739,600
Crafts, hobbies, sporting goods and toys: $52,415,700
Drug and toiletry: $574,670,400
Food and beverage: $8,225,300
General: $57,467,200
Home and building: $46,592,800
Household, furniture and appliances: $71,328,300
Lawn, garden, seeds and bulbs: $22,190,900
Multiple category ad: $1,268,400
Publishers and book clubs: $21,130,400
Video suppliers and equipment: $4,125,900
Total: $999,065,700

“The JW Greensheet is the go-to
Resource for Retailers.”
Andy Khubani, President and CEO
IdeaVillage

jwgreensheet.com
Jordan Whitney, Inc.
360 E. First St., Suite 593
Tustin, CA 92780
Phone: 714-832-3353; Fax: 714-832-4422
Email: info@jwgreensheet.com
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Top 40 Brands in Second-Quarter 2014 Short-Form DRTV
Reported Time Period: Apr. 1-June 30, 2014

BRAND

CATEGORY

Dollars

1.

Concha Nacar

Drug and toiletry

$120,579,300

2.

Hot Shapers

Drug and toiletry

$56,396,800

3.

Proactiv Plus

Drug and toiletry

$55,875,600

4.

Nutrisystem Inc.

Drug and toiletry

$40,527,900

5.

Bosley Hair Restoration

Drug and toiletry

$23,110,800

6.

1-800-Contacts

Drug and toiletry

$20,409,100

7.

no! no! Pro

Drug and toiletry

$20,209,500

8.

Power Abs

Apparel

$20,035,200

9.

Lejeans

Apparel

$19,592,800

10.

SaniSkin

Drug and toiletry

$18,696,800

11.

WeatherTech.com

Automotive and travel

$16,300,500

12.

Pinaterapia

Drug and toiletry

$16,188,200

13.

Rosetta Stone

Computers, software and home office

$13,728,500

14.

Hoover Air Cordless

Household, furniture and appliances

$13,324,300

15.

Colonial Penn

Business

$12,815,300

16.

Lipozene

Drug and toiletry

$12,494,500

17.

no! no!

Drug and toiletry

$12,490,100

18.

Leggings 360

Apparel

$12,388,500

19.

X-Out

Drug and toiletry

$11,626,200

20.

Meaningful Beauty

Drug and toiletry

$11,415,800

21.

Activstyle

Drug and toiletry

$10,728,800

22.

Lifestyle Lift

Drug and toiletry

$8,861,600

23.

Gratis TV

Household, furniture and appliances

$8,361,100

24.

Dap X-Hose Pro

Home and building

$7,978,700

25.

Sunsetter

Home and building

$7,835,200

26.

Hoover FloorMate Deluxe

Household, furniture and appliances

$7,677,400

27.

Life Alert

General

$7,649,300

28.

Secret Extensions

Drug and toiletry

$7,029,400

29.

Rosland Capital

General

$6,934,500

30.

Teeter Hang-Ups

Crafts, hobbies, sporting goods and toys

$6,800,800

31.

Pocket Hose Ultra

Lawn, garden, seed and bulb

$6,512,300

32.

Tria Beauty

Drug and toiletry

$6,346,100

33.

Grassology

Lawn, garden, seed and bulb

$6,333,800

34.

Keranique

Drug and toiletry

$6,152,500

35.

MaxiClimber

Crafts, hobbies, sporting goods and toys

$6,140,200

36.

Atkins

Drug and toiletry

$5,759,600

37.

Hair Club

General

$5,657,500

38.

Bissel Symphony

Household, furniture and appliances

$5,593,500

39.

Vanidades Magazine

Publishers and book clubs

$5,560,100

40.

Health Hotline

Drug and toiletry

$5,508,100

TOTAL
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$667,626,200

Concha Nacar a Game Changer

The total number of short-form DRTV campaigns aired in
second-quarter 2014 — 1,005 — decreased 7.7 percent from
the same period in 2013. However, much like first-quarter
2014, spending across the top 40 campaigns spiked, showing
that marketers were willing to ride a winner. Top-40 spending
soared by $130.4 million (24.3 percent), representing 66.8
percent of the total. But unlike the previous quarter in 2014,
the rising spending tide lifted all boats. The average money

Second-Quarter 2014 Short-Form DRTV: Dollars Spent by Media Type

> > Fig. 5

Reported Time Period: Apr. 1-June 30, 2014

Category
Apparel
Audio supplies and equpiment
Automotive and travel
Business
Collectibles and art
Computers, software and home office
Correspondence schools
Crafts, hobbies, sporting goods and toys
Drug and toiletry
Food and beverage
General
Home and building
Household, furniture and appliances
Lawn, garden, seeds and bulbs
Multiple category ad
Publishers and book clubs
Video supplies and equpiment
Grand Total

> > Fig. 6

spent on a campaign based on the total in 2Q 2014 rose 21.8
percent, and the average money spent on a campaign outside
the top 40 also increased — by a more modest 5.1 percent.
While 21 of the top 40 campaigns that appeared in 2Q
2013’s rankings also appear in this year’s second-quarter
numbers, the big story is the appearance — at No. 1 — of
Concha Nacar. The product was supported by $120.6 million in spending, more than doubling the spend of No. 2 Hot
Shapers ($56.4 million). ■

Total Short-Form
DRTV Campaigns
0

500

1,000

1,500

Network TV
Dollars
$141,600
$0
$76,000
$3,182,300
$0
$0
$0
$207,100
$6,005,200
$573,700
$669,900
$1,430,700
$2,721,600
$72,500
$0
$0
$0
$15,080,600

Hispanic
Network TV
Dollars
$53,237,100
$27,200
$18,600
$1,819,000
$0
$11,298,400
$0
$5,989,200
$292,602,700
$0
$7,017,500
$340,300
$12,920,100
$1,780,700
$0
$6,392,300
$1,706,000
$395,149,100

Cable TV
Dollars
$6,766,200
$1,168,500
$24,196,500
$15,064,100
$250,100
$9,699,200
$739,400
$45,829,000
$234,491,400
$7,475,300
$41,760,300
$41,328,400
$50,256,800
$18,753,900
$1,076,200
$12,361,200
$1,524,000
$512,740,500

Average Money Spent on a
Campaign Based on Total

> > Fig. 7

2,000

Spot TV
Dollars
$777,800
$61,600
$2,369,800
$4,411,100
$127,100
$1,170,800
$200
$301,200
$15,281,100
$112,100
$2,880,900
$2,024,000
$3,879,100
$655,100
$82,200
$1,447,500
$811,800
$36,393,400

0

$100,000

$200,000

$300,000

$400,000

$ 500,000

$600,000

$700,000

$800,000

$900,000

Syndication
Dollars
$4,800
$0
$79,200
$2,748,600
$0
$215,200
$0
$89,200
$26,290,000
$64,200
$5,138,600
$1,469,400
$1,550,700
$928,700
$110,000
$929,400
$84,100
$39,702,100

> > Fig. 8

Total
Dollars
$60,927,500
$1,257,300
$26,740,100
$27,225,100
$377,200
$22,383,600
$739,600
$52,415,700
$574,670,400
$8,225,300
$57,467,200
$46,592,800
$71,328,300
$22,190,900
$1,268,400
$21,130,400
$4,125,900
$999,065,700

Average Money Spent
on a Campaign Outside the Top 40
0

$1,000,000

$100,000

$200,000

2Q 2014
Short-Form

1,005

1Q 2014
Short-Form

$994,095.22

1Q 2014
Short-Form

$343,460.62

2Q 2013
Short-Form

1,089

1Q 2013
Short-Form

$815,920.20

1Q 2013
Short-Form

$326,819.18

2Q 2012
Short-Form

1,089

1Q 2012
Short-Form

$1,087,079.98

1Q 2012
Short-Form

$462,802.38

2Q 2011
Short-Form

1,213

1Q 2011
Short-Form

$844,729.60

1Q 2011
Short-Form

$377,281.93

2Q 2010
Short-Form

1,329

1Q 2010
Short-Form

$755,880.21

1Q 2010
Short-Form

$351,045.54

$300,000

$400,000

$ 500,000

Kantar Media is the leading provider of strategic media and marketing information. Utilizing highly innovative tracking technologies, the company collects expenditure, occurrence and creative intelligence on millions of brands across 20 media. These
figures are based on Kantar Media’s multimedia ad expenditure database across the following measured media: Network TV,
Spot TV, Cable TV, Syndication and Hispanic Network TV. Figures do not contain public service announcement (PSA) data.
For information about Kantar Media, call (212) 991-6000 or visit www.kantarmediana.com.
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Smoothing Out a
Few Wrinkles
Rich Ransom says
DermaWand’s renewed
success leads ICTV Brands to
unprecedented growth and
expansion.

B Y B Y T H OM A S H A IR E

“

W

e’ve been able to build a business while branding,” says Rich
Ransom, president of ICTV Brands Inc., a publicly-traded
marketing company (OTC: ICTV) focused on the health,
wellness and beauty sector, based in Wayne, Pa. “A lot of
companies use the ‘Mad Men’ model, going to Madison Avenue and dropping $10 million, saying, ‘Brand my product so people will go to the store.’
Instead, we’ve taken that $10 million — and actually it’s more like $22 million in the past three years on DermaWand — and built a brand and a business that was struggling into something that’s thriving. We’re self-funding
new product creation. And we’re about to launch DermaWand into retail in
a much stronger position we could have years ago. If you can make money
while building a brand, it’s the best of both worlds.”
Ransom’s background is grounded in the financial side of the business, which makes perfect sense when you know that the company
— which was started by CEO Kelvin Claney
in the early 2000s as International Commercial Television Inc. — was in dire straits when
Ransom arrived as controller in July 2008.
Though the business had seen success with
DermaWand, a radio-frequency skin massager
that minimizes aging lines on the face, the
company had fallen on hard times.
“We went through a long process of winding the business down, paying our vendors
and suppliers what we owed them,” Ransom
recalls. “At one point, we were down to just
four of us — but this is what taught me how
direct response works. I had to go through
the books, find where the problems began. I
went back five quarters and started looking for
where the money was falling out — returns,
save the sales, bad debt. You start rebuilding
those pieces — saying to yourself, ‘If I can fix
this and this and this, it can work.’”
And work, it has. Since the company got
back on its feet in 2011, it’s experienced exponential growth, allowing it to turn its sights to
introducing a series of new products in fourthquarter 2014, including Jidue, CoralActives
and Derma Brilliance — part of its expansion

and rebranding strategy.
“The name ICTV Brands is much more
reflective of who we are today as a company,”
Ransom says. “We used to be just a DR company using long-form infomercials to sell
product. Now we’re really becoming a wellrounded branding and marketing company.”
For Ransom and the ICTV team, it’s just
the latest of many transitions.

Surviving the Crash
When Ransom graduated from Penn State
early in the last decade, he likely never foresaw himself running a marketing company.
After earning his accounting degree, he went
to public accounting firm Grant Thornton.
“I knew about 30 seconds into the job that I
didn’t want to be there long,” he says with a
laugh. “But it was a great learning experience,
and I got to see a lot of different industries.”
After a couple years, he moved to one of
his clients, Hildebrandt Intl., a consulting
company for law firms and legal departments,
where he served as controller. Though he says
that the company “took really good care of
me,” when it sold to Thomson Reuters, he
knew he had to make another move.
“I went from a $15 million business where

➺
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I owned my own universe to being a part
of a $3 billion conglomerate,” Ransom
recalls. He moved over to Traffic.com in
a similar role — but then that business
ended up being bought out by Navtec.
“I felt like that was going to keep happening — getting shuffled,” he says. “So
after I was there for about a year, I started
dabbling in real estate on the side, flipping deals. I left in March 2007 to move
into that business full time.”
But anyone who follows real estate
trends — especially in the Northeast —
knows that, with the market crashing, it
was a tough time to try to make a living
in real estate. And Ransom, with his
wife and then three children (now five)
at home, knew he needed to try to make
ends meet.
“I ended up loading UPS trucks start-

ing in January 2008,” he says. “I was getting up at 4 a.m. to load trucks and trying
to do my real estate business during the
day. One day, midway through the year, I
thought to myself, ‘What am I doing?’”
Shortly after beginning a job search
that once again took advantage of his degree and skills, he got an interview with
Claney’s company. He interviewed with
Rich Scheiner, who had recently joined
the business as chief operating officer
(and who has since left and returned to
the business).
“I thought the interview went well,
but my recruiter called me and said, ‘You
did a great job and he liked you. The only
thing is that you’re just a little young,’”

Ransom says. “I was 29. I wrote Rich a
long E-mail, which I still have, asking
him and the company to give me a shot.
It convinced him and they took me on.”

Turning Things Around
Ransom joined as controller before
moving up to chief financial officer by
the end of the year. The business was
struggling to support its lone product,
DermaWand, which had been created
by Christina Boves in Canada in the
late 1990s (Boves is still a spokesperson
today).
“She was an esthetician, working in a
hair salon and using these large radio frequency devices to do skin treatments on
people,” Ransom says. “She thought that
perhaps there was a way people could do
this at home rather than paying hundreds

DermaWand had never gone through
Class-1 medical device registration with
the U.S. Food and Drug Administration
(FDA).
“The product was still selling overseas
with different distributors in Europe, Asia
and Australia,” Ransom says. “But it took
a couple years for DermaWand to get
through the FDA process, so the infomercial for the U.S. version was shot and put
on the air in 2005-06.”
The product took off immediately, and
Claney had a vision of taking
DermaWand to retail. “But it’s a little different with a $100 device than it is with
a $20 widget,” Ransom says. “Because
the company was public, it had some success raising money from a hedge fund in
late 2007. That led to Rich and I being
brought in.”
Through early 2008, DermaWand
ran heavily in long-form DRTV media,
but it wasn’t making the business any
money. “While it did brand the product
— we got three big orders from Boscovs,
Linens-N-Things and Bed Bath & Beyond — that retail test didn’t go so well,
especially with the economy tanking,”
Ransom says. “It was a bit of a last hurrah — if it had gone okay, we could have

The ICTV team
recently brought
on reality TV star
Aviva Drescher
to help promote
DermaWand via
social media.

of dollars for a session. That’s how
DermaWand was born.”
After Boves’ initial group — manufacturing, marketing, etc. — struggled to get
the product off the ground (with initial
celebrity spokesperson Ivana Trump), she
crossed paths with Claney, who was interested in the product’s rights in the U.S.
Since the company was initially Canadabased and the product sold overseas,
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found a way to keep running media.”
As it was, once the decision was made
to pull back and Ransom began digging
into the company’s books, he almost
left the company. “I was starting to feel
like I had a little bit of a black cloud
over my head at this point,” he recalls.
“But Kelvin was great to me, and as we
moved forward, I told him, ‘If this thing
turns around, I don’t want just to be your

financial guy. I want to move into the operations and marketing side.”
The company stayed afloat through
international sales and live home shopping efforts. “On HSN, we sold about
300,000 DermaWand units between the
end of 2007 through early 2011,” Ransom
says. But the key goal was to restructure
the business to get back to level footing,
which happened by 2011.
“That’s when Kelvin asked me to be

One part of that is the product’s new celebrity endorser — Aviva Drescher from
the hit reality series “Real Housewives of
New York.”
“She’s helping with our social media
marketing to organically drive consumers
to the DermaWand brand,” Ransom says.
“Social media is a new place for
DermaWand, and she’s in the right demo

and has some caché there.”
The product is also relaunching in
home shopping — slated to appear on
Shop HQ this month — and Ransom
also says ICTV is in its best position yet
to make DermaWand a retail success.
“We started in Rite Aid in October and
brought in a vice president of retail, Rich-

➺

Jidue is one of ICTV’s newest products
— a facial massaging mask that helps
relieve tension and helps users fall
asleep faster.

president,” Ransom says. “We agreed that
we were going to try DR one more time.
We spent most of that summer getting
the new show ready and we went live in
November 2011.”

CELEBRATING

The Return of DermaWand
The debut of the new DermaWand
show signaled a new beginning for the
business. “The first results came in solid
— around a 2.2 or 2.3 MER (media efficiency ratio) right out of the gate,”
Ransom says. “We were able to optimize
it. We just had to keep the money from
falling through the cracks again.”
Ransom credits the product’s key selling proposition for its success. “It meets
a need that will never go away,” he says.
“There will always be people waking up
in the morning, looking in the mirror
and seeing those crow’s feet. Our market
grows every day.”
Plus, since its reintroduction, the DermaWand campaign is now taking advantage of the expansion of the Internet and
social media from its previous iterations.

Anniversary
1965-2015

Save Money On Shipping and Fulfillment Costs
Raise the Bar on Customer Service
Rely On Our Bi-Coastal Locations To Ensure Fast Delivery

To learn more contact George Fanolis at 800-759-5558
or George@fosdickcorp.com.
Visit our website at fosdickfulfillment.com.
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ard King,” he says. “He worked
at Alberto Culver, L’Oréal —
some pretty big beauty brands.”
And the company is growing
its international base as well.
“We launched in retail in Mexico with Inova,” he says. “One
of the reasons I am so excited
to launch at retail in the U.S.
is because we’ve seen great success in Mexico. Also, we brought on Doug
Crouthers, and he’s really taken over the
role of organizing the troops all over the
world, not only for DermaWand, but also
for the series of new products we’re about
to send their way.”

ICTV’s Expansion Mode
Oh yes — ICTV has a series of products it is debuting, both internationally
and here at home.
“We signed a licensing deal with a
product called Jidue, a facial massaging
mask that helps relieve tension and helps
you fall asleep faster,” Ransom says. “It
was being marketed with a two-minute
spot by a company that wasn’t really a DR
company, so even though the numbers
were decent, they weren’t having the suc-

Derma Brilliance is another new product
and one the ICTV team has spent a while
perfecting before taking it to market.

cess they wanted.”
Ransom says this deal was aided by
ICTV’s position as a publicly owned company — rare in the DR product marketer
space. “People can see how we’ve been
able to take a product that didn’t work
and turn it around,” he says, adding that
the product — with long-time DR host
Forbes Riley as spokesperson — launched
in September with a two-minute spot and
hopes of moving into a long-form show.
Additionally, ICTV took over an acne
line known as CoralActives in March,
which was developed by Ermis Labs. The
product initially gained retail shelving
under Ermis’ direction, but without a co-

herent marketing plan, it “collected dust,”
says Ransom.
“They were about to lose that placement when we got connected to them
and started talking about how to support
retail and build a more well-rounded
branding approach,” Ransom says.
ICTV launched a radio campaign for
CoralActives in September and is working with a company that runs what he
calls a “college influencer plan.” He adds,
“We selected 10 schools on the Eastern
Seaboard and chose a couple of students
at each of those schools — leaders who
utilize social media — to be ambassadors
for CoralActives on campus.”
Combining that with local radio
around the campus, and digital targeting,
the hope — Ransom contends — is to
create “a pool of continuity users and see
what we can learn.” He adds, “How does
the market like the product? How is the
continuity stick rate? It will give us more
confidence as we roll out an infomercial
in early 2015.”
A third product Ransom mentions —
and the one the company’s worked on the
longest — is called Derma Brilliance. “It’s
a rechargeable skin resurfacing device,”

Rich Ransom
President, ICTV Brands, Wayne, Pa.
Born: 1978
Resides: Ambler, Pa.
Family: Wife, Amy, and five children —
Abby, Gracie, Sophie, Jack and Ben
Education: B.A., accounting, Pennsylvania State University, State
College, Pa.; M.B.A., Delaware
Valley College, Doylestown, Pa.
Defining Moments: “The
first has to be standing in that
UPS truck in 2008 and asking
myself, ‘What am I doing?’
I realized I didn’t have to
give up my dream of being
entrepreneurial, but at the
same time I had to find
something more stable. I
got the opportunity for the
interview with ICTV, and
I was able to talk my way
into the company. The other

was when I had to decide, in late 2009
and early 2010, whether I should stay
or leave ICTV. When Kelvin Claney, our
CEO, said to me, ‘We’re going to turn
this around, mate,’ I really believed it.
You have to pour yourself into something like this — you have to believe. I
jumped in with both feet and said I am
in this until the end. And I’m so glad I
did.”
Greatest Career Accomplishment:
“I’m really proud of the fact that we’ve
taken this business from nothing to
where it is today. We had $3 million in
sales in 2011, losing a half-million dollars. We grew it in 2012 to $22 million,
and grew it again in 2013 to $41 million.
We took a stock that was dead — trading at a penny in August 2011 — and
today it’s up to 80 cents. Being a part
of that progression has been amazing.
I’ve been very fortunate to build a great
team and find really good partners.”

he says. “It’s dual-headed with different
attachments. I’ve been using it and it’s an
amazing product. It’s waterproof so you
can use it in the shower, and it comes
with a kit of five consumables — a resurfacing cream becomes the continuity
model.”
And there are more products slated
for 2015, all in some way based on the
company’s DermaWand marketing
model. “The skincare continuity behind
DermaWand made it successful and longstanding,” he says. “But at the same time,
we don’t have to wait to make our money
back because we’ve gotten that $120 for
the product right out of the gate. It’s one
reason we’re staying in the beauty arena, a
space we know well.”
The ICTV team, Ransom says, relies
on a powerful cadre of agency partners
and vendors. “Once we knew we had
something in DermaWand in late 2011,
we brought on KPI Direct,” he says. “We
still didn’t have the staff to grow the kind
of campaign we thought we had on our
hands. They did a great job of helping us
explore these new avenues — even simple things from buying our keywords to
remarketing to people who didn’t finish
the purchase online.”
He also mentions Mercury Media as a
crucial media ally — and more. “Mercury
was the media agency for us, but they’ve
also been a source of product, a source
of creative development,” Ransom says.
“We’re also great partners with LiveOps
on the call center side. And we moved
to a2b Fulfillment in 2012. They’ve really helped us — bringing ideas in terms
of rush shipping and different things like
that.”
Ransom is a big believer in vendor expertise — and as someone who came from
a financial background and says that he’s
still learning the marketing game “every
day” — he relies on it, not only for successful campaigns, but also as a learning
tool to grow his own business intelligence.
“Every DR sale is its own P&L,” he
says. “Everyone gets excited about certain
metrics — MER, average order value,
cost-per-order — but it’s all the stuff that
happens later that really determines suc-

cess. It’s mindboggling to me, even at
$120 for a DermaWand, how we get that
product to a consumer. You’ve got all of
these different media agencies buying
media. You’ve got all of these call centers
answering. You’ve got the processing and
the customer relationship company and
the bad debt collector and the fulfillment
house. The great part about my job is I get

to walk into all of these places.”
He adds, “The thing I love about DR
marketing is that you know right away.
You don’t have to wait and see what happened at the store. You spend $5,000 in
media to put up a show and you know.
It might not be exactly what it ends up
being, but you know right away if likely
success is there — or not.” ■
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Taking the
Direct Route
Some of the biggest online travel players continue to
embrace DRTV while employing a variety of direct response
mechanisms focused on turning “clicks” into purchases.

T

he travel industry
is on a roll and its
impact is being felt
across numerous direct
and digital advertising sectors.
According to eMarketer, digital
ad spending by the U.S. travel industry will reach $4.15 billion in
2014, a sharp increase over 2013
that reflects the improving health
of the overall U.S. economy and
rising profits in the industry.
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In The U.S. Travel Industry 2014: Digital Ad Spending Forecast and Trends, eMarketer says that this year the majority of
the U.S. travel industry’s digital ad spending will come from
a handful of online travel agencies (OTAs). These agencies’ focus on direct response tactics will drive trends for the
industry as a whole. The research firm estimates that nearly
three-quarters of the U.S. travel industry’s digital spending in
2014 will be devoted to direct response objectives rather than
branding efforts.
According to eMarketer, OTAs’ emphasis on direct response is a function of advertiser familiarity and the format’s
effectiveness. Direct response advertising has proven successful
in creating online bookings, and the OTAs that spend the bulk
of travel industry ad dollars have years of experience perfecting
this approach. Because of the model’s success and the travel
market’s intense competition, there is little incentive for ad-

B Y B R ID GET M C C REA

justment.
“Direct response is a huge component of the travel category,” says Jeremy Kressmann, eMarketer travel industry analyst,
who points to Priceline, TripAdvisor and Expedia as being three
of the top dogs that tend to outspend every other travel company “by billions of dollars” on platforms like Google AdWords.
Focused on conversions, these firms center their efforts on
turning clicks into purchases. “They basically dwarf anything
that other players in the category are doing in that regard,” he
says.
Compared to other industries, Kressmann says the travel
space is “heavily direct response skewed in the digital space and
almost at the point where it has reached a level of saturation.”
Priceline, for example, is shifting some of its ad spend to television to help offset diminishing returns, says Kressmann.
“There’s only so much [digital] direct response inventory

that companies like [Priceline] can buy for certain keywords,”
he explains. “Because of that, these travel companies are seeking out other channels to try to continue to spend those marketing dollars in an effective manner.”
Social media has also come into focus for travel companies,
says Kressmann, who is witnessing a lot of testing and experimentation within that realm. “A lot of companies are using
social for branding purposes right now,” he observes, noting
that some of the industry’s largest players are questioning social
media’s effectiveness.
“We’re seeing a bit of cautiousness around social media —
something that we’re not necessarily seeing in other industry
categories right now,” adds Kressmann. “The travel industry
isn’t quite as bullish on social media. However, there’s just this
relentless — almost myopic — focus on direct response because
it works.”
➺
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Full Speed Ahead
The fact that travel companies have
an affinity toward DR isn’t lost on David
Pearson, CEO at The DRTV Centre, a
U.K.-based DRTV agency. The company
has worked with Viking River Cruises for
several years now with good results.
According to Pearson, Viking was one
of the first travel firms to “get into DRTV
in a big way, spending very significant
amounts of money every month.” Since
then, he says more travel firms have
taken an interest in DRTV as a way to
leverage their advertising dollars in an
extremely competitive marketplace.
“We’ve found travel firms to be more
receptive to our approaches and we’re
able to prove DRTV’s usefulness to them
by showing them the success that Viking
has had,” says Pearson, who recently
helped River Cruise Line launch its own
DRTV campaign via a 40-second commercial that was filmed on location on
the River Danube in Vienna, Bratislava

What if you
could increase
your business
exponentially?

Over $2.1 billion
in client sales

CALL
888-425-1181
CLICK
www.HPowerMarketing.com
EMAIL
response@HPowerMarketing.com

we help get you there...

and Budapest.
Pearson says the campaign is already
yielding results. “It’s been on the air for
four weeks now and going very well,”
says Pearson. “The company is pleased
with the initial response.”
Beth Vendice, president of Mercury
Media’s Boston-based Performance
Guarantee Group, says travel firms like
Priceline, Expedia, Trivago, TripAdvisor
and Booking.com tend to be the biggest
users of DRTV. “TripAdvisor was on TV
last year with a fairly large budget,” says
Vendice, “and the other OTAs tend to
use TV heavily, with Trivago and Booking.com being the biggest users of direct
response TV.”
And while firms like Kayak, Fly.com
and Skyscanner have all used TV advertising at some point, Vendice says they
haven’t used DRTV. “These guys should
all be in the DRTV space at this point,”
she notes. “All of their online strategies are heavily DR oriented, so why
wouldn’t they take that to television?”
So what’s holding these travel firms
back from investing in DRTV? Vendice
says most of them simply don’t understand how well the medium works in
tandem with brand advertising and
other mechanisms. “They don’t always
realize that you can produce a beautiful,
high-quality DRTV ad,” Vendice says,
who points to Trivago as one firm that
truly understands the value that DRTV
brings to the table in the travel space.
“Trivago has a fairly large budget and my
understanding is that they’re 100-percent DR at this point.”
Another obstacle for travel companies could be the amount of work that
goes into a DRTV campaign. “You have
to measure and you have to optimize,”
says Vendice, “whereas with traditional
ads, you place them, you get the GRPs
(gross rating points) and the impressions, and then you move forward.”
Looking ahead, Vendice expects
DRTV to gain in popularity within the
travel industry — particularly as larger
firms like TripAdvisor make bigger investments in the medium. “If they are
smart, agencies will start looking at what
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NIELSEN CABLE NETWORK RANKINGS
Top 10 Cable Networks
MEN 18-54
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

ESPN
Adult Swim
History
Comedy Central
TBS
FX
USA
Discovery
Cartoon Network
TNT

Top 10 Cable Networks
WOMEN 18-54
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

USA
Adult Swim
Nick@Nite
HGTV
Nickelodeon
TBS
TNT
Investigation Discovery
Lifetime
ESPN

Nielsen operates as an information and measurement
company worldwide. It offers critical media and marketing
information, analytics and industry expertise about what
consumers buy and what consumers watch on a global
and local basis. TV audience data above is from Nielsen
NPM Sample and is based on live+same day viewing during
the time period Sept. 1-28, 2014. Ranking is based on the
projected audience in 000s and the reportable day interval
for each cable network. For inquiries on the above, please
E-mail: sigma@nielsen.com.

the biggest competitors in the industry are
doing,” says Vendice, “and better understand DRTV’s value.”

The Transaction-Centric Industry
When it comes to travel ad spend on
digital, New York-based research firm
PhoCusWright says “search is clearly
king.” Two in five digital travel ad dollars
are spent on search — two-and-a-half
times greater than the next largest category. However, as the digital advertising
landscape transforms during the next
several years, travel companies will shift
budgets to newer channels and search as a
share of ad spend will slip.
According to the PhoCusWright
report, The U.S. Travel Advertising Marketplace: Industry Sizing and Trends 2015,

Travel websites like TripAdvisor are
spending major marketing dollars on
interruptive media like this pop-up that
may appear while searching for options
on a rival travel site. Often, these ads
lead to price comparisons for the same
trip from various travel sites.

U.S. travel advertisers spent more than
$800 million on keyword search in 2013.
Search spend will continue to grow
through 2015, the company predicts, but
advertisers are already shifting a larger
share of dollars into newer, faster growing
buckets. For example, desktop search is
still the No. 1 online ad spend category.
However, its share is slipping as mobile
phones and tablets grow in influence during the entire search-shop-buy process.
“One in five ad dollars spent online
in 2013 by travel advertisers went toward
mobile inventory: 11 percent to smartphones and 9 percent to tablets,” says

Tom Powell, PhoCusWright research
analyst. “But there are challenges to the
mobile process that can inhibit further
growth. If travel companies want to increase mobile share and ROI, they will
have to develop and release adequate
mobile experiences across browsers and
apps for phones and tablets. Without a
high-quality app or mobile-optimized site
to point travelers to, advertising would be
ineffective.”
Douglas Quinby, PhoCusWright’s vice
president of research, says that digital
finally overtook offline travel agency advertising spend in 2013.
“We were surprised by how long it
took, based on the important role that
digital plays in travel planning and shopping,” says Quinby. “It’s the primary way
in which travelers are choosing destinations, flights, hotels and the like.”
And while Quinby says PhoCusWright
has been somewhat surprised at the travel
industry’s ongoing interest in traditional,
offline advertising mechanisms, he says
that on some levels the affinity makes
sense. “When you step back and look
at the landscape, there’s still enormous
market reach and branding effectiveness
that can be had via certain mass market
mediums like TV and out-of-home,” says
Quinby, who sees a decline in out-ofhome print use by the travel industry and
a related growth in digital.
Calling search “far and away the most
prevalent form of digital ad spend for
travel,” Quinby says the mechanism is
well suited to travel’s myopic orientation
around the transaction itself. “Travel is
one of the first industries to have electronic distribution and transactions, going
back to the late 1960s and early 1970s,”
says Quinby, “when the first airline and
travel reservation system was introduced.
As a result, travel has always been a
transaction-centric industry.”
Right now, Quinby says travel companies are experimenting with online
mechanisms like programmatic display,
personalization, re-targeting and social/
mobile. Some companies within the
travel industry are taking search data
directly from companies like Expedia and

Travelocity, for example, and then using
that information to re-target travelers
with very precise types of advertising.
“If I’ve gone to Expedia and entered
a search for a flight from New York to
Orlando, but never booked that flight,”
Quinby says, “I might start to see advertising around special deals in Orlando.”
Quinby says these and other tactics are
helping travel companies stand out and
win customers on the cluttered Web. He
points out that one of the most important principles around advertising within
travel is not just specifically how much
you spend and where you spend it, but it’s
also making sure that your product and
price is what it should be where it’s being
displayed.
“Because of this, attention needs to
be paid not just to Google and other ad
networks, but also to promotions that
take place within the online travel agencies themselves,” says Quinby. “You’ve got

➺

A Fresh
Approach
with Our
Six Degrees
1 Building Brand
with DRTV
2 Omni-channel Sales
3 Direct Sales
4 Heart and Mind
Connection
5 Cost Effective TV
6 Longer Messages

ATOMIC DIRECT

atomicdirect.com
5 03. 2 96.6131
Portland, Oregon

RESPONSE N O VEM B ER 2 0 1 4 | WWW.RESPONSEMAGAZINE.COM | 33

TRAVEL
MARKETPLACE

to make sure you’re everywhere and that
you’re competitive everywhere.”

Will Travel Go Mobile?
Like many other industries, the travel
sector is taking a growing interest in
mobile and trying to figure out how to
best leverage this medium. According to
Kressmann, eMarketer estimates that mobile spending will make up 35.5 percent
of the U.S. travel sector’s $4.15 billion in
digital ad investments in 2014 as travel
marketers make changes to deal with high
mobile device usage.
But because of the relative newness
of mobile compared with other digital
advertising formats, Kressmann says marketers will continue to experiment with a
variety of mobile ad units in 2014, including search, mobile video and mobile app
advertising. “I do think we’re going to see
mobile ad spending continue to increase
within the travel sector,” says Kressmann.
“We’re seeing a lot of experimentation

Apps like Priceline’s (above) are
becoming more versatile, and marketers
are expanding spending on mobile
marketing in the travel space.
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right now around how to capture those
last-minute purchases made via smart
phone — particularly for hotels.”
As the amount of time consumers
spend on their mobile phones continues
to increase, Kressmann expects the mobile ad spending to continue to shift to
catch up to that metric. “I don’t think
it has quite done that yet in the travel
space,” says Kressmann, “or in any category for that matter.”
On the DRTV front, both Vendice
and Pearson are bullish on the travel
industry’s continued and growing use of
DRTV to enhance brands and capture
new customers. “Compared to just three
or four years ago, there’s definitely a
sense of optimism around DRTV within
the travel space,” says Pearson. “With
much of the world seeing positive economic growth, the ‘feel good’ factor that
travel advertising provides will surely
continue producing good results for the
companies in the space.” ■

2015
Where the direct, digital and
data-driven marketplaces converge

MOBILE
SPOTLIGHT

Buying — and Paying
— With 1 Touch
Sure, marketing via mobile is important. But being prepared
for consumers’ expanding uses of mobile as response and
payment tools may be even more crucial.
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A

fter unveiling the new iPhone 6 and 6 Plus at the much anticipated Apple Live presentation in September, Apple’s CEO Tim
Cook announced that in addition to superior design, functionality and performance, the company had an even greater ambition when developing the next generation of the world’s top selling and most
awarded smartphone.

“And now I’d like to talk about an entirely
new category of service,” Cook said as he paced
the stage at Flint Center — an overstuffed and
weathered leather accessory looming behind
him on the theater-sized projection — “and it’s
all about the wallet. Our vision is to replace
this, and we’re going to start by focusing on payments.”
With more than 200 million transactions
and $12 billion in sales every day in the U.S.
alone, Apple aims to end the cumbersome,
inefficient process of paying with credit cards
and relying on the five-decades-old, insecure
technology of exposed numbers and magnetic
strips. It’s an obvious problem that many have
tried unsuccessfully to solve. Why? According
to Cook, product developers focus on a selfcentered business model rather than putting
consumer interest first. With Apple Pay, the
company plans to push wallets in the way of
iPods and point-and-shoot cameras, integrating
all credit and debit transactions into one essential device.

Phabulous Phablets
With the introduction of the 6 Plus, Apple
also entered a class of mobile devices that straddle smartphones and tablets: phablets, with
screens typically between 5.3 and 6.7 inches
(Apple’s is 5.5). Which is to say, the birth of
Apple Pay coincided with a screen designed for
more intensive mobile Web browsing, multimedia viewing and, yes, one-click purchasing. As
the mobile payments market scales toward Forrester Research’s predicted $90 billion by 2017
(a 48-percent compound annual growth rate
from the $12.8 billion spent in 2012) marketers
face an enormous opportunity and a challenging

decision of how to proceed next.
“When I saw the first reports about Apple’s
new iOS and the iPhone 6, it was really Apple
Pay that got my attention,” says Peter Feinstein,
founder and CEO of Higher Power Marketing
in Phoenix. “While many bloggers and technology pundits have come to the conclusion that
Apple is a god of some sort, and now PayPal
is dead, I take a slightly more conservative approach. The power of Apple Pay isn’t just the
technology; technology without application or
end-user engagement is just code.”
The power of Apple Pay and its implications for direct response marketers, Feinstein
explains, is that major credit card companies,
including Visa, MasterCard and American Express, as well as the six largest card-issuing banks
in the country, and a host of major retailers, are
all on board.
“I could hear the key turning in the ignition this morning … sounds more impressive
than even a vintage Cobra rumbling to life,”
Feinstein says. “And while it doesn’t sound
the death knell of PayPal, it is a warning shot
that should serve as a wake-up call to innovate
or suffer the consequences. What I like about
Apple is its capacity to see the market and correctly understand where the pain points are that
its technology can help resolve.”
For the DR industry, which is built on identifying problems and delivering solutions, one of
those inherent pain points is getting interested
consumers to act on commercials and other
types of direct offers. Smartphones started to
bridge that relationship. Rather than scrambling for a pen to scratch down an 800 number,
viewers can call directly from anywhere. They
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can open a mobile website to learn more
about a product, bookmark it for later
research or comparison shopping, or save
an electronic coupon to use at a brickand-mortar retailer. Apple Pay will eliminate another hurdle, and it continues to
raise the expectations of mobile shoppers.
The experience of shopping mobile
will continue to improve as well. Larger
screens, higher resolution and improved
performance will boost engagement.
According to a forecast from the International Data Corporation (IDC) in
September, worldwide phablet shipments
will reach 175 million in 2014, passing
the 170 million portable PCs shipped
during the same period. In 2015, more
than 318 million phablets are expected
to ship, which would surpass the 233 million tablets predicted to ship during the
same period.
“With Apple expected to join the
space in the coming weeks, we anticipate even more attention on phablets as
larger screen smartphones become the
new norm,” states Melissa Chau, senior
research manager with IDC’s Worldwide Quarterly Mobile Phone Tracker.
With phablet purchases on the rise, IDC
expects the segment to grow from 14
percent of the worldwide smartphone
market in 2014 to 32.2 percent in 2018.

2.5 percent. PayPal Here charges 2.7 percent per transaction, and Square charges
2.75 percent.
“From clothing stores to contractors,
food trucks to accountants, businesses
and organizations using Amazon Local
Register will enjoy industry-leading low
rates, trusted and secure payment processing, and access to award-winning customer support,” Matt Swann, vice president
of Amazon Local Commerce, announced
in August. “We understand that every
penny and every minute counts, so we
want to make accepting payments so easy
and inexpensive that it no longer gets in
the way of a business owner doing what
they love — serving their customers and

Anytime, Anyplace

growing their business.”
Jordan McKee, a senior analyst with
451 Research Mobility, sees Amazon’s
venture into mobile payments as a longterm play at expanding its retail dominance offline.
“Given the razor-slim margins Amazon will make from payment processing,
it’s clear this initiative is being leveraged
purely as Amazon’s avenue into brickand-mortar stores, with more lucrative
opportunities around services and complementary products in the pipeline for
the near-to-midterm,” noted McKee.
The real revenue drivers, he continues, will come from the services layered
on top of it.
“We see Amazon’s end-goal with
Local Register as a means of pulling small
and medium-sized businesses (SMBs)

As traditional retailers find better
ways to connect with their mobile shoppers, some of the biggest names in online
retail are simultaneously expanding their
presence offline. Amazon recently announced a new point-of-sale system combining a mobile app with a credit card
reader (directly competing with Square
and PayPal Here) that enables businesses
to accept payment by smartphone, tablet
and, yes, phablet too.
In an effort to extend its massive Ecommerce business to brick-and-mortar
and become one mega-payment ecosystem, Amazon may begin to edge out the
competition with low transaction fees.
Amazon Local Register charges 1.75 percent per swipe, a promotional offer until
January 2016, and then it will bump to

Amazon Local Register, a
new point-of-sale payment
processing system, seeks
to topple competitors like
Square and PayPal Here
with low transaction fees.
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deeper into its ecosystem, which already
includes a number of services such as
Amazon Payments, Marketplace and
Local Deals, not to mention products
on its website. Evidence of this exists
already, where a number of discounted
bundle deals — which include products
such as receipt printers, cash drawers and
the Kindle Fire HDX — are being offered
with Local Register on Amazon.com.”
At the same time, Amazon quietly
launched a consumer-facing mobile wallet app in its app store and on Google
Play. It doesn’t store credit cards or allow
for mobile payments yet, but it does offer
the ability to store and organize gift cards
and loyalty cards. According to McKee,
Amazon Wallet reaffirms the company’s
wider ambitions for mobile payments.
And this all comes only months after debuting its long-awaited smartphone.
In an interview with PBS’ Charlie
Rose, Cook dismissed Amazon’s new
Fire phone saying that, “They’ve come
up with a phone. You don’t see it in a lot
of places. They have some tablets. But
they’re not a product company. Apple is a
product company.”
But if Amazon’s end game is total
retail dominance, it’s quickly connecting
the dots. A few of its notable features,
particularly equipped for shopping, include X-Ray, which is used for identifying
and finding information about media
in the same way that the Shazam app
recognizes songs; Mayday, the 24-hour
customer service tool; and Firefly, which
automatically recognizes text, sound and
objects, with the ability to buy it through
Amazon’s online store.

Ping Me
Meanwhile, brick-and-mortar is looking at the same technology for new ways
to connect with mobile shoppers — and
sometimes those mobile shoppers are
right there in the store.
Beacons are a growing trend among
retailers that want to bridge the offlineonline experience. Using the Bluetoothenabled device, retailers deliver offers and
other details to customers who wish to receive them directly on their smartphones.

The goal of Apple Pay, seen here during
an ordering process at a Panera Bread
restaurant, is to eventually replace your
wallet and the physical credit cards it
holds.

The beacons can also be used as a mobile
point-of-sale system, or as a way to collect
customer data.
While the technology is still in the
early adoption phase, privacy is an obvious concern. Beacons could foster a
complementary exchange of rewards
and utility for shoppers and customer data for retailers, but as Apple
continues to preach and exemplify
through its success, consumer interest must always come first.
The iPhone 6 and 6 Plus were
built with these sorts of safeguards
in mind. With Apple Pay, credit and
debit card numbers are stored in Passbook as a unique device account number,
which is then encrypted and stored in a
dedicated chip reassuringly dubbed the
“Secure Element.” The numbers are not
saved on Apple servers, and merchants
can’t see credit or debit card numbers
transmitted with payments. Another benefit for consumers is the ability to suspend
all payments remotely. So if someone’s
iPhone goes missing, there’s no need to
cancel credit cards.
Perhaps even more than convenience,
the perceived respect for privacy is espe-

cially refreshing to consumers who often
feel treated like a piece of data.
Following Facebook’s ambitious push
toward monetization with targeted ads,
sponsored posts and now video advertisements in the newsfeed, a new social
network emerged this summer that promises simple, beautiful and ad-free social
networking.
In its manifesto, Ello declares: “Your
social network is owned by advertisers.
Every post you share, every friend you
make and every link you follow is tracked,
recorded and converted into data. Advertisers buy your data so they can show
you more ads. You are the product that’s
bought and sold … we believe a social
network can be a tool for empowerment.
Not a tool to deceive, coerce and manipulate — but a place to connect, create and
celebrate life. You are not a product.”
Up next, Twitter will try to implement a more elegant ad solution with its
“Buy Now” button. The micro-blogging
network began to test a button embedded
in posts that lets users buy products with a
couple of clicks.
“Today we are beginning to test a new
way for you to discover and buy products

The fun factor is a recurring theme
in the latest wave of mobile marketing.
Content (sponsored or not) must be relevant, and consumers must be in control.
This translates from retail to social to
television. And if done well, mobile offerings improve the overall experience.
“And don’t think that Apple is the
only one making news… although what
I’m about to share isn’t widely known,
but if the research I’ve seen is correct, it
will be seen as a powerful way of integrating offline media with SMS, engaging
interested consumers in meaningful
commerce-oriented conversations on/
from their smartphones,” says Feinstein.
“I’m talking about text-enabled phone
numbers. Once a phone number becomes
text-enabled, consumers can either call
or text the number as it appears in a commercial message.”
He continues, “If they place a call, the
phone call gets answered. If they text to
the number, they receive an SMS message back, which can be a start to a very
productive conversation. The applications are numerous and something we’ve
already adopted in-house to test, manage
and refine for the benefit of our clients.
This breakthrough comes at a time when
research from MediaPost indicates that
the present level of consumer acceptance
of SMS messaging means that the correct
application of this technology promises

Twitter is testing a “Buy Now”
button in its mobile app that
will let users buy products
promoted in a tweet with just a
few clicks.

on Twitter,” the company announced in a
blog post. “For a small percentage of U.S.
users (that will grow over time), some
Tweets from our test partners will feature
a ‘Buy’ button, letting you buy directly
from the Tweet. This is an early step in
our building functionality into Twitter to
make shopping from mobile devices convenient and easy, hopefully even fun.”

to offer some powerful upside to marketers. The key will be uncovering and
understanding what’s ‘correct.’ While
we don’t own the perception of what’s
correct, we certainly know what doesn’t
work and why, and so by process of elimination we have a cleaner roadmap of
what will likely work, and an understanding of why.” ■
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Technology and Teamwork
Adam Warren and Reno Renaldo say those two things have led to
success in OpenJar Concepts’ first five years. What’s on tap for
the next five?
BY T H O M A S H A I R E

I

n January 2013, we turned the Direct Response Marketing Alliance (DRMA) Spotlight on Temecula, Calif.-based OpenJar
Concepts (OJC). Adam Warren, president,
and Reno Renaldo, executive vice president,
shared insights on the now-five-year-old
company’s background, services and vision.
Recently, Response caught up with Warren
and Renaldo again for this Spotlight Update.

Have any of this year’s events changed
the way OJC does business?
Warren: Every year we go through some bit
of reinvention. We are constantly in development with TrafTrack, for instance. When
there’s a call for something outside of our
wheelhouse, we want to vet it out and see if
we can do it before we say no.

to be trial and error. We’ve honed our process
to be less error and more success. The “costper” equation has many variables — per-call,
per-acquisition and per-time-duration, to
name a few. Today’s client needs to be flexible
and ready to try anything to find scale in a
competitive marketplace.

On your fifth anniversary,
How is OJC expanding its
what’s led to the company’s
How has 2014 treated OpenJar Concepts? offerings to current and new
success and what’s the outAdam Warren: It’s been a pretty special year. clients?
look for OJC’s next five years?
We create a lot of brands through our brand
Warren: We are focused on the
Warren: A lot of people don’t
development division that become part of a
digital space. We’re doing busibelieve in luck. I do. Another
white-label library for clients’ scalability. One
ness there now, but it’s still more
factor is how we positioned
that took on a life of its own is The Sentinel
of a complement. We want it to
ourselves in the market: to be
Group™. It’s been a great success in the mass
take on a life of its own.
“everyone friendly,” a neutral
RENO RENALDO
torts marketing space. It’s just more than a
Renaldo: There are things we are
company that works with anyone.
year old, though we’ve been involved in mass
testing now that can propel digital
Also, we couldn’t have scaled as
torts for more than a decade.
even further. In mass torts, serial plaintiffs are
a company at the rate we did without having
TrafTrack®, our data measurement and
a huge problem. We want provide the solution
technology at our core. Additionally, we hired
tracking tool that we built, gained a registered to vet that out.
such a talented team — one that’s passiontrademark. Its evolution has taken our media
ate, committed, independent and intelligent.
and client management capabilities to a new
What was the most successful recent
They treat OJC like it’s their own home.
level. We’ve also improved our
campaign for the OJC team?
In the next five years, we plan to emulate
call routing strategy and data
Warren: It’s the mass tort campaign what we’ve done and get better at it. Brand
analysis offerings, which led to
that birthed The Sentinel Group as
development could take on a life of its own.
the decision to refer to ourselves
a legitimate brand. We started with
TrafTrack already gives us more reports than I
as a lead-generation technology
both a paid media and a perforcan imagine, and we’re looking for more from
company.
mance-driven media facet to it, with it. We want to expand into digital and look to
The acquisition of Sheb
the idea that the cash media would
augment that team with specialists. ■
Alahmari as our media manager
allow the performance side to mariwas also really big. His relationnate and grow. We refer to this as
ship development skills and the
a hybrid approach. The firm gained
ADAM WARREN
fact that he’s working in house
1,700 viable cases, after generating
OpenJar Concepts Inc. works to augment
has been a game changer. Traditional CPA
300-500 calls a day for several months.
marketing efforts, co-develop client
campaigns take one-to-two months to catch
strategy and execute plans that are driven
their legs, but now with our buying prowess,
What do you see as the hottest topics
by performance and lead generation. The
we can get campaigns off the ground faster in facing marketers in the direct, digital
combined experience of more than 30
years in cost-per-action/order/acquisition
a more targeted fashion.
and data-driven space?
TV and radio, traditional direct response,
Reno Renaldo: We are doing a lot of reRenaldo: There is often a divide on pricing
mobile and entertainment is leveraged to
search and development on our generic brand
and qualifiers for clients and pricing to be
help clients better understand the proper
sites to generate leads. In the mass torts area, competitive with media. It’s an ongoing
use and applicable nature of the various
the key is figuring out how we can transition
challenge to find the sweet spot. In some inawareness and technology platforms
that warm data lead to a live call seamlessly
stances, initial pricing can change and clients
available today.
so attorneys don’t have to allocate inbound
have to be prepared for that. The landscapes
Location: 27710 Jefferson Ave., Suite 302,
reps to handle outbound-style calls.
are filled with unpredictability, so there tends
Temecula, CA 92590
Phone: (877) OPEN-JAR
Website: www.openjar.com
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The DRMA puts the
UNITY in Community!

Networking Events
Knowledge Center
Resource Guides
Content Marketing
Award Programs

Join your community today.
www.thedrma.com

$595 PER COMPANY PER YEAR
Contact John Yarrington | 714-338-6724 | jyarrington@questex.com
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How to Develop and Leverage
a DRTV-Pinterest Connection
How to make social networking platform Pinterest a part of your
successful DRTV campaign.
By Timothy R. Hawthorne

W

hen the word Pinterest comes up in conversation these days, the image of direct response
commercials and products doesn’t necessarily
spring to mind. After all, this social media
platform got its start as a place where people could create and share collections of visual bookmarks or “pins”
for trip planning, project development, event organization and cooking. A quick review of Pinterest’s most
popular pins on any given day, for example, reveals a
mélange of staircase decorating tips, a kitchen cabinet
makeover, an inspirational quote and product wish lists.
But under all of the pretty pictures, tasty recipes and
inspirational quotes is a robust social network of more
than 70 million people that marketers want to connect
with in a meaningful, long-term manner. “When it
comes to marketing your brand on Pinterest, it shouldn’t
be a question of why — it should be a question of why
not,” advises marketing automation firm Marketo, in Pin
for the Win: How to Market Your Brand on Pinterest. To
date, the company says more than 1,500 brands in the
travel, fashion, home improvement, consumer packaged
goods (CPG) and tech industries have already flocked
to Pinterest.
According to Shareaholic, 3.7 percent of all traffic
referrals during the fourth quarter of last year came from
Pinterest — that’s four times more than StumbleUpon
(0.6 percent) and Reddit (0.3 percent) combined. In compiling a variety of Pinterest-related statistics, Marketo says that a Bizreport.
com survey found that one in four consumers
spent less time on other social media sites
in favor of Pinterest. The same report found
that 15 percent of Pinterest users said they
had never before used social media. Finally, a
recent BizRate study found that 66 percent of
Pinterest users regularly follow and re-pin retailers (versus just 17 percent for Facebook).
Tim Hawthorne is founder
These and other signs point to a marand chairman of Hawthorne
Direct, a full-service brand
keting channel that’s ripe for the picking
response agency based in
for innovative DRTV marketers. “If your
Los Angeles and Fairfield,
company is selling a tangible product, then
Iowa. He can be reached
Pinterest should definitely be a part of its
at (641) 472-3800 or via
marketing plan,” says Deborah Reale, senior
E-mail at tim.hawthorne@
hawthornedirect.com.
manager, social networking, for Reed Con-

struction Data in Norcross, Ga. On the DRTV front, for
example, Reale says one of the best ways to “generate
heat” and attract new customers is by showing success
shots of people using a company’s products. Already
armed with hours of digital footage, customer success
stories and testimonials, DR marketers need not stretch
too far to create Pinterest platforms.
Going a step further, marketers can ask customers to
send photos of their products in action and then simply
“pin” those photos on Pinterest. “Consider developing
a platform dedicated to customer success stories and/or
testimonials,” says Reale, “and then pin those images to
a board, tag them with a hashtag, and link to your other
social media channels.”
Here are five more ways that DRTV marketers can
leverage the power of Pinterest:
1. Let users pin images of your products that you’ve
posted by including a Pinterest “pin it” tag with
your other social tags. This will encourage customers to share your product.
2. Tap into group boards to collaborate with the
“popular” pinners who already have large followings in the social media platform. This will help
expose your products, brand and content to a
wider swath of Pinterest fans.
3. Arrange your content by using the site’s “themed
boards” option. This will make it easier for your
customers to find and browse your pinned content.
4. Don’t forget to brand your pins with logos and
other information that will help customers get
in touch with you — and that will help them remember your company name, logo and website.
5. Engage the community by re-pinning content
that’s relevant to your own pins and/or boards,
commenting on other users’ pins, and answering
queries from users.
Remember that just like any other marketing tool,
your goal with Pinterest should be to develop broader,
richer and longer-lasting relationships with both current
and prospective customers. Take the time to learn the
ropes, post a few starter pins, and then use these tips to
fully leverage the DRTV-Pinterest connection. And, of
course, measure and track those results. ■
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Can Your Media Do That?
Running a 6.0 DR campaign.
By George Faltaous

W

e live in an age of an ever-declining return on
investment (ROI). In a world of higher media
rates, higher declined credit card rates, tougher
regulatory scrutiny, and erratic consumer spending, maximizing post-transaction revenue (PTR) is no
longer a luxury — it’s a must.
Companies have resorted to one or more of the following: monthly flyers, outbound marketing, concierge services, loyalty programs, frequent-flyer-type reward points, a
healthy product/offering pipeline and more. You should do
all of the above!
These programs sound daunting, but when
executed well, the payoff is brilliant in two
ways: obviously, driving multiples of your
overall revenue; but just as importantly, a
higher PTR and customer lifetime value
(LTV), which increases the longevity and
the valuation of any direct response company. If your company is not producing $6 million in revenue for every $1 million of media
spending, you should start thinking PTR. Welcome to the magical world of 6.0 MER campaigns!
I founded Chamonix Skin Care in 1999 and through
today, I’ve never heard of a DR campaign doing anything
close to 6.0 media efficiency ratio (MER) — a legit campaign, that is! The days of any doctor on TV burning up
the phone lines are a couple decades behind us. Most successful DR executives now aim for a 1.8- 2.5 MER.
The true profits come from PTR: a decent LTV, based
on continuity, re-orders, etc., often helps DR companies
top off around a 3.0. If you’re running your shop well,
that’s a solid campaign.
So how do you get to 6.0? The simple answer is: exquisite personalization and customization to each customer.
That is not so simple. Enter the age of DR concierge service.
A DR concierge service is straightforward: it periodically calls every customer who has ever purchased from
you. Keeping your current customers engaged, satisfied and
making frequent purchases is more profitable than any 2.5
MER. Current customers build long-term relationships
with your brand and, in turn, spend more money, try new
products and rely on you for their next product instead of
calling the 800 number they just heard on the air.
This personal relationship with the newly acquired customer yields a cash source that can be mined for years to
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come. A simple 2-percent increase in customer retention
has the same effect of cutting 10 percent of your costs.
When a concierge consultant gets on the phone with
your customers, they are able to offer customized offerings to their liking and budget, enhance the image of the
brand, promote loyalty, answer individual questions, solve
individual customer service issues, provide well-informed
and detailed product knowledge, gauge customer feedback
on new product launches, act as brand ambassadors and
more.
Multiple studies show that the No. 1 reason customers disengage from a brand is because they
have had a negative experience in customer
service. It’s not because of price, competition or dissatisfaction with the product —
but rather the customer was not serviced
according to their standards. A concierge
program provides a level of customer service above and beyond the normal DR company, while focusing on customers’ needs and
their next orders. Consumer behavior shows that
a customer’s profitability level tends to increase over
the lifetime of that customer.
What about customers that canceled their continuity?
These customers have some of the best LTV. The fact
of the matter is, in today’s market, consumers like control. They don’t want to be billed automatically. A DR
concierge service can provide
that “continuity” type program
without an automatic billing.
A concierge consultant who
knows a consumer’s buying history, favorite products and can fit
products into a budget is a huge
advantage. Imagine that consultant calling your consumer every
time their product is about to
empty — it creates a customer
loyalty program that is not only
George Faltaous, R.Ph.,
consistent revenue, but builds
is CEO at Unimed Intl.
a strong customer relationship
and Unitel Marketing.
with your brand.
He can be reached at
Concierge service done right
(732) 225-2990 or via
can add millions of dollars and
E-mail at george@
unitelllc.com.
invaluable branding to your
company’s bottom line. ■
| WWW.RESPONSEMAGAZINE.COM | 43

EN
ESPAÑOL

Understanding the Evolving
Hispanic Media Landscape
By Alex Agurcia

Y

ou are likely reaching Hispanics in your current
marketing efforts. The majority of U.S. Hispanics is bilingual and consumes both English and
Spanish language media. However, more than any
other ethnic group in the U.S., they maintain their connection to home, language and cultural traditions.
The majority of U.S. Hispanics say they like ads more
if viewed in Spanish and targeted to them specifically
(compared to English ads). They also tend to buy from
and be loyal to brands that advertise in Spanish.
Even though they move between American and
Latino cultures during the work day and in their social
networks, capturing U.S. Hispanic loyalty and dollars
requires an ability to understand the media consumption
and buying behaviors of your chosen Hispanic demo.
Understanding their preferred spoken language by media
outlet is highly dependent on age, immigrant generation and even country of origin. Even with culturally
relevant creative, a campaign is unlikely to pass the test
phase without knowledge of the quickly evolving media
landscape catering to this segment and its subgroups.
Spanish-language and bilingual programming and
content have proliferated on local and national formats
and across all channels — including TV, radio, print,
digital and social. Following are some recent trends on
the Hispanic media landscape.

Television

Alex Agurcia is founder
and president of Miamibased Omni Direct. He
has more than 20 years
experience in direct
response marketing and
can be reached via E-mail
at alex@omnidirect.tv.

There are more than 130 Spanish-language national channels available through
cable, satellite and broadcast — the majority launched in the past 10 years. This does
not include English-language channels that
launched recently to cater to bilingual, English-preferred millennial Hispanics (such as
Fusion and El Rey). With Hispanic TV advertising dollar growth at nearly 9 percent in
2013 compared to less than 1 percent for the
general market, there will be more growth in
programming and network availability catering to this market in 2015.

Radio
Traditional radio programming and stations are also expanding, with more than

800 radio stations currently focused on Spanish-language
programming. In fact, many local Spanish-language stations in large metro areas hold the top-rated position for
the entire market. Popular syndicated shows and most
local stations offer host endorsements and promotional
event marketing as packages to ad buyers. This offers
unique value compared to other media outlets. Success
in radio campaign results is growing, particularly within
certain categories like health supplements and financial
services.
The digital radio space has also expanded in recent
years, with satellite stations increasingly catering to Latinos and those that want to advertise to them. Currently,
Pandora boasts 19 million Hispanic listeners per month
with 27 stations as part of its Latino package. Sirius
XM also launched expanded Latino programming and
stations in 2013. Digital radio offers the advantage of
highly targeted ad reach, which allows for targeting age
and language preference. It also offers the ability to click
through to a phone number or website for easy transactions and campaign measurement.

Digital and Mobile
U.S. Hispanics continue to be over-indexed in their
use of mobile devices and tablets to access the Internet,
stream video and make purchases compared to nonHispanics. They are also more likely to review products
and share their experiences through social networks and
blogs, making them key influencers to adoption of new
products and technologies.
Since digital ad technology allows for targeting by
age and language preference (including bilingual), this is
an ideal platform to reach those elusive “ambi-cultural,”
young but trendsetting Hispanics. Most social networks
are aware of the large percentage of Hispanics that make
up their loyalty base and have expanded their efforts to
reach and engage them.
The mass market spending power of this group, along
with its ability to influence general market trends and
new product introductions, is fueling the investment of
advertising dollars to reach it. Integrated media opportunities are vast and growing, but a keen understanding
of the evolving media landscape coupled with an expert
knowledge of cultural nuances is the key success factor
in winning the hearts and wallets of Hispanics. ■
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FTC’s Bold Face Announcement
Takes on Ads’ Fine Print
By Jeffrey D. Knowles and Amy Ralph Mudge

F

ine-print disclosures are everywhere. From pharmaceutical ads in publications like The New Yorker and
the back of mortgage applications, to infomercials’
onscreen supers and comical television ads for local
auto dealers, they permeate the American experience.
However, after a recent sweep by the Federal Trade
Commission (FTC), dubbed “Operation Full Disclosure,”
and a series of unfavorable decisions by industry self-regulatory bodies, it’s safe to say the humble disclosure has seen
better days.

Operation Full Disclosure
On Sept. 23, the FTC announced it sent warning letters to more than 60 brands notifying them that the Commission believed that disclosures in the companies’ advertisements were inadequate. The sweep, dubbed “Operation
Full Disclosure,” included letters to 20 of the nation’s 100
largest advertisers.
The FTC’s stated intent was to alert advertisers that
the Commission believed they had failed to make adequate disclosures in their television and print ads. The
Commission also wanted to reinforce its position that
disclosures should be close to the relevant claim, in a font
that is easy to read, and in a color that stands out against
the background. In addition, the letters stated that disclosures made during television advertisements should be on
the screen long enough to be read and understood and the
ad itself should not distract from consumers noticing or
reading the disclosure.
The FTC’s letters also provide guidance on what types
of claims need clarification. While some are not surprising,
some others have raised eyebrows, including:
❯ Claims that a product is unique or superior without
adequately disclosing the breadth of its category
❯ Comparative claims that fail to adequately disclose
the breadth of the comparison
❯ Failing to adequately disclose issues relating to the
safety or legality of a product or service
❯ Advertising a “risk-free” or “worry-free” trial period
without adequately disclosing the need to pay for
initial or return shipping
❯ Advertising a product feature without adequately
disclosing the need to buy an additional product accessory or service
❯ Using disclosures that contradict an otherwise deceptive main claim
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❯ Failing to adequately disclose the conditions for obtaining an advertised price
❯ Failing to make adequate disclosures when a demonstration has been materially altered
Lastly, the letters asked advertisers to advise the FTC
about their response to the letter, which the FTC has indicated has been “extremely positive.”

What to Do Now?
Anyone who has ever made an ad has probably been in
a conversation debating whether a particular claim needed
to be clarified and resolved the issue by somebody saying,
“Let’s just put it in a disclosure.” As a result, disclosures
often got longer — and the text smaller or voiceover faster
in an effort to fit everything in. Now the FTC seems to be
saying that long disclosures can be just as inadequate as
short ones. The key to disclosure sufficiency, in the FTC’s
eyes, is clarity to the consumer.
This is not an entirely new
concept. The FTC’s 2013 revisions to its Dot.com Disclosures
introduced many of the same
issues covered in the letters. The
Disclosures advocated for clearer
and more prominent disclosures,
and asked that advertisers consider whether the information
disclosed should be incorporated
into the body of the ad itself
rather than in a footnote or
super.
In this new regulatory climate, marketers and advertisers
should take a hard look at how,
why and when they use disclosures in advertisements and
consider whether there might be
a better way to ensure consumer
understanding. The Commission’s warning that a company
should not assume that all is well
Jeffrey D. Knowles and
Amy Ralph Mudge are
with its advertising just because
partners in Venable LLP’s
it was lucky enough not to reAdvertising, Marketing
ceive a warning letter was clear,
and New Media Group.
conspicuous and unavoidable. ■
They may be contacted at
(202) 344-4000.

| WWW.RESPONSEMAGAZINE.COM | 45

CLASSIFIED
DIRECTORY
CALL CENTER PERFORMANCE TOOLS

DIRECT RESPONSE ADVERTISING AGENCIES

888.280.3303
sales@OrderLogix.com
www.OrderLogix.com

DIRECT RESPONSE ADVERTISING AGENCIES

What if your
advertising actually
saved you money
while ﬁlling your
sales funnel?

Save 65%
or more on
your advertising

DIRECT RESPONSE SERVICES
Efficiency is Key to a Successful Call Center!

We work with call centers to streamline operations and
find hidden savings you might not have the time to find yourself.
CALL
888-425-1181
CLICK
www.HPowerMarketing.com
EMAIL
response@HPowerMarketing.com

take our path…

Let Carrier Solutions Group identify your needs and
present the best providers for your business.
We support Traditional Call Centers and Cloud Based Contact Centers.

Call (877) 840-4644
Savings with More Choices...

REMNANT TV & RADIO

www.carriersolutionsgroup.com

To learn more, call Bill Sullivan @ (908) 302-1220

JL MEDIA DIRECT RESPONSE

Or E-mail bsullivan@jlmedia.com

Visit www.jlmedia.com and click Capabilities

Great media buying
generates revenue…

Technology makes
it profitable
chiefmedia.com

spaternoster@chiefmedia.com

212-300-8970

Imagine your ad here!

www.responsemagazine.com

The Response Classified Directory is a monthly reference guide that offers it’s readers easy access to the products
and services vital to the industry. Listings are sold on an annual basis. For full information and closing dates, please
contact Dan Donati at 714-338-6723; e-mail: ddonati@questex.com
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DIRECT RESPONSE SERVICES

FULFILLMENT

Complete Back End Support
Solutions for Direct Response Marketers
from Fulfillment to Customer Care

www.a2bf.com 866.843.3827
www.a2bf.com
866.843.3827

+ Inbound Sales Center
+ Outbound Sales Center
+ LiveChat E-commerce
+ InBound IVR

XSell Response has
the perfect blend of
experience, technology
and highly trained
professionals in its sales
center that will positively
impact your campaign’s
performance
and bottom line!
email: sales@xsellresponse.com
phone: (920) 967-9202
www.xsellresponse.com

Lower Your Product Delivery Cost
Wolff/SMG…The Proven Source for Product Fulfillment

Over 30 Years of Providing Fulfillment Services
USPS Business Alliance Partner – FedEx-UPS
One-Day Turnaround – Zero Errors
Detailed, Accurate, Reports

Contact Ray DelMonte for information
(315)986-1151 | rdelmonte@wolff-smg.com | www.wolff-smg.com

INTERNATIONAL DISTRIBUTION

Don’t miss out on your
chance to advertise in
our December issue!
Ad close: 12/2/14

Contact Dan Donati today!
P: 714.338.6723
ddonati@questex.com
RESPONSE N O VEM B ER 2 0 1 4

| WWW.RESPONSEMAGAZINE.COM | 47

But Wait, There’s More!

Response ... On the Road

A

s autumn took hold, shortening days and
lengthening the nights, industry insiders
continued to travel the country in search of
quality networking and new business. From Boston
to Chicago to San Diego — and beyond — let’s see
who was connecting throughout October.

Cannella Response
Television hosted a
networking event on Oct.
22 at Chicago’s Fulton
Market Kitchen. At right,
Cannella’s Bill Raymond
and Maureen Gabriel
flank ABC’s Jon Motl and
Vincent Sollecito.

Discovery Communications’
Maria Kennedy (left) joins
Cannella’s Mike Heflin, Kate
Adkinson-Connor and Peggy
Gobel at Fulton Market
Kitchen in Chicago on Oct. 22.

On Oct. 7, Response’s Thomas Haire, Cannella Response
Television’s Caitlin Cooper, Vantiv’s Pattie Mercier and
DR media consultant Matt Ribaudo are all smiles at
Whiskey Priest in the Boston Seaport area.

The Global Marketing Alliance (GMA)
held the latest of its Direct Margarita
International parties during the DMA
show in San Diego on Oct. 27, drawing a
good crowd to Ginger’s in the Gaslamp
District. At left, Merkle’s Chandos Quill
connects with Deutsche Post Address’
Christophe Scholze and Isabelle
Spenard.

Modern Postcard hosted a pirate-themed party at San
Diego’s Bassmnt on Oct. 28, during the DMA’s annual
convention. From left to right above, the company’s
Jennifer Karaniuk, Maria Veliz, Catherine Christman
and Keith Goodman are all smiles with Goodman’s
wife, Patti O’Farrell.

MB Direct’s Mark
’s
Bridges, Response’s
John Yarrington,
PacNet Services’ Renee
’s
Frappier and Response’s
Dan Donati enjoy the
festivities at PacNet’s
networking event during
the annual DMA show in
San Diego on Oct. 26.

UMG LEADS THE WAY IN CALL CENTER PERFORMANCE!
Over 12 years of proven results, offering a true ‘paid to perform’ model. Our agents intricately understand
each of our clients’ products which enables UMG to outperform the competition year after year.
UNIVERSAL MARKETING GROUP
TEL: 419-720-6583 | WWW.UMG1.COM
TOLEDO, OH | ANN ARBOR, MI
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DIRECT RESPONSE FULFILLMENT
(Including Certified PCI Compliance)
RETAIL DISTRIBUTION TO ALL MAJOR RETAIL CHAINS
MOTIVATIONAL FULFILLMENT & LOGISTICS SERVICES
“We offer a complete in-house menu of services which
include comprehensive fulfillment administration,
inventory management, individual order processing,
shipping and tracking, data management and reporting,
and on-line access to include direct response and retail
distribution essentials.
We specialize in retail distribution to all major retail
chains, including Wal-Mart, Target, Best Buy, Costco,
Sam’s, QVC, Lowes, Home Depot and numerous other
retail chains.
Let’s talk.”
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& LOGISTICS SERVICES
15820 Euclid Ave. • Chino, CA 91708
Tel (909) 517-2200 • Fax (909) 517-1570
www.mfals.com
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