Intellidyn Case Study:
Harvesting Infomercial
Responders

&) intellidyn



%) intelhidyn’

The Business
This marketer deploys infomercials eliciting responders to its natural cure and weight loss
cure products. These infomercials cost ten to twenty thousand dollars to produce. These
are long spots running for 30 minutes, typically during leisure hours on national cable
channels. Responders can callin or go on line to purchase it's products. Performance,
measured as "MER" Media Effective Rate

The Challenges

+ While attractive MER's are inthe 1.5 to +3.0 range, the client has seen a steady decline.
Reasons for these declines are unknown, exacerbated by the client really not having a
clear understanding of their target customer.

+  Both non-renewal and refund rates were steadily increasing, while there was no change in
the product, price, packaging and ordering/payment terms.

intellidyn’s Solution

+ First, establish a clear understanding of the combination of demographic, lifestyle and
other attributes that uniquely identify the target buyer.

+  Second, create a marketing program that "Harvests" all of the responders that most
resemble this target buyer,

+  Third, construct behavioral models that identify those consumers most likely to purchase
gither a natural cure or weight loss product as a result of an infomercial.

+  Fourth, re-direct airings in markets with the highest densities of these buyers, and,

+  Fifth, purchase airings on channels most watched by these buyers.

Uniquely identifying the target buyer

The "Matural Cures” purchassrs can be “Matural Cures” purchasers were differentiated
generally described as from the US consumer population as:
- Homeowiners - Married
- Moderate to high incomes - Female
- Between 42 and 65 years old - Between B0 and 77 years old
- Home values: Between $50K and - In Single Family Homes
$150K _ - Have lived there for aver 15 years
- Lifestyles ranging from comfortable - Home values likely to be around $7150K
middle class families to the affluent

- With preferences for Health Foods,
Sweepstakes, Self Improvement, Religion,
Gardening, Pets

- Lifestyle priorities are: Raisin® Grandkids,
Eeing Outdoors and attending to Family
Matters
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Business Inteffigence driving Market Focus
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Client Results:
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Current Tactics

New Tactics
Email to:
+ Prior buyers
+ Responders
+ Prospects
+ In Airing market
+ Out of Airing market

*MER

1.45

3.25
282

222
1.21

% Top 10 DMAs that had
the strongest power to
generate buyers.
Savannah is 1.7 times over
the base line purchase
rate

4 Top 6 DMA Codes that
had contributed more
than 2000 buyers, at the
aame time show strong
burchase rate

% Lift
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