Activia, 171
Adams, Mason, 4142, 95
Advertisement deregulation, 21
Advertisers, intelligent,
14-15
Advertising
bogus messages in,.1Z
costs of, 22
deregulation i, 41
free, 153=1o"
goal of, 13
ineffective, 11
myth versus truth about,
10-11
radio, 194-195
relevant, 19-20
Advertising campaign,
subsidized, 87
Advertising dollars, investment
decisions concerning, 86

AeroGarden, 142-143, 144

INDEX

targcte . strategy for, 148—-149

Air jordans, 104

Lir purification technology,
134-135

“Air sterilization” technology,
135

Allen, Robert, 41

Amazon.com, 172

Animation, 174-175

Appel, Joel, 109, 110

Appel, Max, 29, 31, 109-111,
112

Apple TV, 152

Applica Inc., 106

Armstrong, Alison, 127

Arthur, Mel, 6

Assumptions, avoiding, xi

Attention grabbing, 3—4

Audience size, 157-158

Awareness, in men versus
women, 127
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Backend business experts,
199
Backjoy campaign, 175
Bagel maker, 93-94
Banner ads, 22
Barnard, W. G., 111
Bathtub, walk-in, 157-158
Bay, Michael, 133
Beachbody, 171
Beckley, Ed, 41, 42
“Believability,” conveying, 95
Bey, Richard, 54, 59, 63
Billionaire entrepreneurs, 208
“Black-box” strategy, 196
Bland, Jeffrey, 47
Blue ocean, creating, 136
Blue Ocean Strategy: How
to Create Uncontested
Market Space and Make
Competition Irrelevent {(Kim
& Mauborgne), 131
Brand. See also Rrarids
defined, 27
need for, 27-32
proper execution of, 101
trust in, 70
Brand advertising, 13, 14,
15,22
place for, 26
versus direct response
advertising, 23-24
Brand broadening, 161
Brand building, 36, 69
strategy for, 27-28
Branded media messaging, 20
Brand expansion, 71-78

Branding skills, adapting
to the infomercial
format, 82
Brand launching, successful,
162
“Brand persona,” 69-70
Brand power, 32
Brand recognition, in the
consumer goods industry,
117
Brands. See also 2vand
extending, 38-39
fragmeniation of, 15
key totnaintaining, 148
Breddman® breadmaker, 54,
71-78
“Breadman” personality,
creating, 76
Breadman® public relations
tour, 76
Breadman’s Healthy Bread Book,
The (Burnett), 7677
Brick-and-mortar retail sales, 9
Broadcast advertising,
bogus, 193
Broadcast slots, media-testing
in, 85
Bronson, Charles, 6
Budgetary control model, 195
Burnett, George, 75-77
Business foundation,
sustainable, 59
Business values, 38
Buyer-beware lesson, 12
Buying decisions, information

for, 36-37



Cable television, 21
Call conversion, 199

Calls to action (CTAs), 168,

171-172, 176
Call volume, 184
Campaigns

credibility of, 126
rolling out, 86-89
targeted, creative, 93
Catalina Marketing, 151
Celebrities
brands represented by, 25
risks associated with,
102-105
Celebrity branding, successful,
96, 104
Celebrity endorsements, 69
Cesari, Rick
background of, 3747
childhood, 37-38
“How to Make a Miilion”
project, 43-47
real estate and 1tfomercial
experience, 38-43
cesaridirect.com, 113
Cesari Direct Company, 29, 47,
81, 106, 111
basic rule of, 125
continuity model, 120
experience and insight
of, 121
Channel explosion, 139-152
Chief executive officers
(CEOs), training, 4-5
Chief marketing officer
(CMO), 5
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Church & Dwight, 32
Cleaning tools, environmentally
friendly, 118
Common-sense solutions, 36
Company mission, product
alignment with, 74-75
Competitor products, pros and
cons of, 136
Computing, value of, 19
Consumer, environment, 4
Consumer awarencss,
infomercials and, 87-88
Consumer dita, 151-152
Consuni¢r teedback, 113
Constmer goods industry, 117
Caasumer groups, chances of
success with, 147
Consumer identity,
tracking, 151
Consumer purchasing
habits, 32
Consumer respect, 74
Consumers
connecting with, 69
creating a dialogue about, 126
educating, 83, 84
importance of, 125
media-saturated, 19
offer to, 172
Consumer segments
individual performances
for, 149
sales disruption in, 32
Consumer self-shot video, 171
Continuity programs, 119-120
Copycat products, 120
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Corporations
myth versus truth about,
14-15
trusting, 13-14
Costco, 88
Cost of goods (COGs), 158-162
“intelligent,” 162
Cox, Kara, 113
Craig, Jenny, 103
“Creatives,” 125-126
testing, 182
Credibility, of infomercials,
84-86
Credit card processing agencies,
202-203
Curtis, Jamie Lee, 171
Customer complaints,
199-200
Customer contact
information, 57
Customer database,
accumulating, 73
Customer greups; key messages
for, 147
Customer relations, 73
Customers
interactions with, 110
taking care of, 56
targeting, 14—15
Customer service, 74
Customer service department,
200
Customer surveys, 73
Cyberintelligence, 22
Cybervendors, messaging from,

21-22

Dave Del Dotto Group, 53
Daytime women’s talk show,
169
D-Con rodent eradicator, 20
Decision making
information for, 36-37
manipulating, 1213
Demand, increasing, 159
Demographic segments,
creating messages for, 144
Demonstration shew, 169
Dial testing, 174
Digital maiketing, xii
Direct.advertising, triple crown
ot; 86-87
Direct Demographic Media
Messaging, xiv, 143-145,
208
Direct marketing, 3
Direct marketing campaigns,
learning to create, 43
Direct marketing techniques,
xiii
Direct response (DR)
as an answer for your
marketing plan, 156-159
backend of, 198-203
beneficial aspect of, 11
brand-building power of, 187
ignorance of, 25
online marketing as, 195-198
reasons for not trying, 24
ultimate value of, 208
as a valid form of marketing,
7-10
value of, 22-24



Direct response advertising
exposing people to, 37
power of, 31
versus brand advertising,

23-24

Direct response agencies, 24

Direct response “bug,” 26

Direct response campaigns
basic numbers for starting,

160-161
key component in, 125
Direct response format, 63
Direct response industry, growth
of, 25-26
Direct response marketing,
xii, 5
Direct response media, as
remnant time, 22—23
Direct response sales, from the
web, 21
Direct response sales nicidel,
organizations-fuining to, 8
Direct response sovition, 45
Direct response spots, short-
form or long-form,
162-164
Direct response statistics, 25
Direct response television
(DRTV). See also Direct
response TV spots; DRTV
entries
power of, 40
stigma against, 82
Direct response television
campaigns. See also Direct
television campaign
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developing, 63
expansion of, 55
Direct response TV spots, 38
Direct television campaign,
benefits of, 87
Don Lewis Advertising, 43
Dreimann, Leon, 93, 97-98,
105
Dr. John's SpinBrush, 88
Drop-shipping, 9
DRTV approach, 1:41. See also
Direct resporse television
entries
DRTV iroael, 69
DVDx, 155
Dytart, Richard, 42, 84, 95

Education, selling through, 35
eHarmony, 163-164
Eicoff, Alvin, 20
Emotional triggers, writing
based on, 143
Empire Glass, Inc., 194
Endorsements
by key opinion leaders, 83-84
professional, 173-174
Entrepreneurial assets, 28
Environmentally safe products,
109-111
ESPN360 ads, 116
E*TRADE, 163

Federal Communication
Commission (FCC), 14, 21
Federal Trade Commission

(FTC), 14
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Fleming, Peggy, 135
Flexibility, importance of, 87
Florida Trend magazine, 40
Flypel insect repellant, 20
Focus groups, 14
Foreclosures, 39-40
Foreman, George, 93, 94-102.
See also George Foreman
entries
arguing with, 104
connection with consumers,
101-102
deals negotiated with,
105-106
as a perfect spokesperson,
96-98, 101
on QVC channel, 100
taping infomercials at home
of, 99, 100, 104
Foreman, Georgette, 9%
Foreman-endorsed giiiling
products, 106
Foreman grilling <ookbook, 98
Foreman-Salton marriage,
102
Free advertising, 153-164
FreeCreditReport.com, 163
Free lectures, 5657
Free seminars, 63, 65-66
Fulfillment companies,
201-202
“FU money,” 15

Geek revolution, 19
Gender, effect on purchasing,

126-129

George Foreman Girill, xi, 8,
15, 78, 93-106. See also
Foreman entries

demand for, 188

differentiation of, 132

long-form and short-form
shows for, 186

popularity of, 105

sales of, 106

George Foreman Ggill
infomercial; 29-102

George Foremar Youth &
Comrunity Center, 105

“Gift for parchase,” 172

Ginsu knives, 24

Coodby, Silverstein &
Partners, 132

Good deeds, rewards for, 37-38

Google search, 196

“Got Milk?” campaign, 132—
133, 149

Graziosi, Dean, 207

Guaranteed sale
merchandise, 28

Guliani, David, 81

Guthy-Renker, 169

“Hansel and Gretel”
technique, 4

Hawthorne, Tim, 42

Health and nutrition boom, 51

Healthful lifestyle
philosophy, 77

Hill, Napoleon, 129

Hoffman, Tony, 43

Hofmann, Dale, 4346



Hofmann, David, 47

Hofmann, Ellen, 47

Home Shopping Network
(HSN), 111

Host tour show, 170

“How to Make a Million”
project, 43—-47

How-to-make money books, 39

Hunter Fan Company
campaign, 133-135

Iconic brands, 27
Ideas, direct-response-worthy,
156-159
Ignorance, benefit of, xi
Infomercial business,
learning, 41
Infomercial formula, 165-177
opening disclaimer, 167
show body, 168
tease, 167-168
Infomercial Monitoring Service,
Inc. (IMS), 183
Infomercial offers, pricing,
182-185
Infomercial pioneers, 4243
Infomercial/retail marketing
model, 75-78
Infomercials, 7-8. See also Long-
form spots
checking the results of, 46
cost of, 64, 207
credibility of, 41-42, 84-86
educational perspective of,
68-69
explosion of, 21
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media-testing, 85
myth versus truth about, 12
power of, 117
results of, 64
stigma against, 82
structure of, 175-176
support systems for, 55
Infomercial time, buying, 64
Information, selling through, 35
Informed buying decisions, 7
INSEAD Blue Og¢ean Strategy
Institute, 131
Intellectual i rcperty,
infomi=icials, 207-208
Intelligent strangers, surveying,
136137
Internet, intersection of,
149-152. See also Online
entries; Search engine
entries; Web entries
Internet explosion, 21
Inventory, fulfillment levels
of, 203
lonic Pro air purifier, 134

James, LeBron, 104
Japanese consumers, mobile
marketing and, 150
Jericho Communications, 56
Jingles, 194
JM Marketing, 54
Jordan, Michael, 104
Juiceman® brand
building, 61-70
explosive growth of, 65-66
longevity of, 68



218 Index

Juiceman Jr., 67
Juiceman juicer, xi, 25, 54, 55
differentiation of, 131-132
marketing, 58
Juiceman juicer infomercial,
58-59, 64
Juiceman model, validating,
75-717
Juiceman’s Power of Juicing
(Kordich), 69
Juicing boom, 51-58
Juicing for Life: A Guide to the
Benefits of Fresh Fruit and
Vegetable Juicing (Calbom
& Keane), 69

KABOOM products, 116,
118-119

Key opinion leaders,
endorsements by, $3-34

Kim, W. Chan, 131

Kitchen Gourmet, 2

“Knock off” nraducts, 120
Kordich, Jay. 51-59, 63,
68-69

Lamson, Bob, 81

Leaders, thinking like, xiv

“Lean Mean Fat-Reducing
Grilling Machine,” 96,
97, 102. See also George
Foreman Girill

Lee, Jack, 52

Levey, Mike, 42-43

Lewinsky, Monica, 103

Lichello, Robert, 43

Lifetime clients, developing,
55-56
Listening, xii
Live seminars, 5659
Long-form show
elements of, 171-175
working with short-form
show, 185-188
Long-form spots, versus short-
form spots, 162-164
Long-term business, creating, 55
Long-term cel=krity contracts,
102
Long-iérai strategy, 68—-69
Lowty, Albert, 43
I ovalty marketing, 151
tudacris, 103
Lynch, Ron, 130-132
on Billy Mays, 114-115

Magazine revenue, 20

MagicJack, 6

Manufacturing relationship,
58-59

“Marketing bubble,” creating,
156

Marketing companies, 151

Marketing detail, thinking at a
level of, 4

Marketing experience, 209

Marketing messages, number
per week, 132. See also
Multichannel marketing

Marketing myths, 9-15

Marketing response, of men
versus women, 127-129



Markets, product models unique
to, 6667
Market share, 27
Market space, uncontested, 131
Mass advertising messaging,
paradigm, 143
Mass appeal, products lacking
in, 137-138
Mass-niche marketing, 22
Mauborgne, Renée, 131
Mays, Billy, xi, 24, 28-30,
111-117
Ron Lynch and, 114-115
Media, targeting, 11
Media channels
choosing to support a
product, 156157
expansion of, 22
explosion of, 139-152
Media efficiency ratio
(MER), 86
Media saturation, 19
Media tests, 85
Merchant banking
relationship, 202
Message filtering, 19-20
Messaging
from cybervendors, 21-22
versus demographic,
145-148
Metrics, 194-195
Meyer, Eric, 81, 82, 87, 88
Micro-niche marketing, 22
Millionaire Maker program, 41
Mobile device marketing, 21-22
Mobile marketing, 150-151
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Morris, Arthur, 6, 20

Multichannel marketing, xii

National brand, building, 68-69

Nationwide stores, getting
products into, 68

Natural cleaning products,
109-111

Natural salespeople, 6-7

Nelson, Nancy, as Gearge
Foreman’s ce-tiost, 100

“Nesting” products, 142

New brands; launching, 4

Newmai, raul, 104

New proaucts, brand
broadening with, 161-162

News talk show, 168-169

Nike, 103-104, 105

“Nothing Down” seminars, 41

Nu-Day weight-loss product, 47

Nutrition boom, 51

Observing, xii

Offer, consumer-friendly,
179-188

Offer to consumers, 172

“Off the wall” direct
response, 24

Online direct response site,
196-197. See also Internet
entries

Online marketing, as direct
response, 195-198

Opening disclaimer, 167

Opinion leaders, endorsements

by, 83-84
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Optiva Corporation, 25, 81-83,
85-88
Orange Clean, 114
Orange Glo International, 29,
32,87, 110-121
Orange Glo products, 31,
115-116
growth and success of, 119
packaging strategy for,
118-121
Orange Glo revenues, 118
Orange oil cleaning products,
109-111
Oreck air purifier, 134
O'Reilly, Bill, 103
Osbourne, Ozzy, 103
Overstock.com, 163
OxiClean®, xi, 8, 15, 25, 27,
28-31, 107-121
rise of, 117-118
OxiClean infomercials,

112-116

P90X, 125-126, 171, 173

Paid programming, 21

Partnerships, rules of, xiii

Payment, testing, 182-183

Pay-per-click model, 195-196

PepsiCo, 103

Perlmutter, Sam, 94, 105

Personal computing, 21

Pitch, 36-37

PitchMen documentary
series, 116

Pizzorno, Joe, 47

Pocket Fisherman, 163

Pop culture icons, 24

Popeil, Ron, 6, 24

Premier Care in Bathing, walk-
in bathtub from, 157-158

Premium brand, 27

Price points, 185

Pricing, of infomercial offers,
182-185

Proactiv, 102

Problems, solving, £

Problem/solutior: message,
82-84, 91

Problem/s<lurion scenario,

35

=56
Praduct demonstrations, 114
Products
alignment with company
mission, 74—75
benefits of, 12
credibility of, 84
deconstructing and
rebuilding, xiii
differentiating, 131, 133-135
feel-good, 141
getting to customers,
201-202
harmful, 14
need for, 10-11
positioning, 129-132
reviving, 4
verifiable results for, 193
Product weaknesses, listing, 136
Professional endorsements,
173-174
Professional Housewares
Distributors, Inc., 68



Profit, 13
Programming “window,” 187
Projects, evolution of, 51-54
Public opinion, effect
on spokesperson
decisions, 103
Public relations (PR), 64, 65
power of, 54-56
Public relations appearances
credibility of, 58
response rates for, 57
Public relations companies, 98
Public relations/lecture
format, 57
Pull marketing, push marketing
versus, 156
Purchasing, by women versus
men, 126-129
Push marketing, versus pull
marketing, 156

Questioning, xii
Quick n Brite,:22

Radio

branching into, 191-198

as a testing laboratory, 192
Radio advertising, 194-195
Radio audience, engaging, 192
Radio model, 191-192
Reagan, Ronald, 20-21, 41
Real estate books, 39
Reality approach infomercials,

170-171

Reality TV, 125-126
Remnant time, 22-23
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Response-type advertising,
194-195
Retail channels, driving product
through, 65
Retail distribution, difficulty
with, 81
Retail market, establishing your
company in, 75
Retail merchandisers, 32
Retail sales
of the Breadmoan, 77
direct televisior. campaign
and, 87
of the G=orge Foreman Girill,
68,100
«f Urange Glo, 111
of Orange Glo products,
117-118
Retail space, 28
Retail stores, problem/solution
setup in, 83
Retail strategy, 6670
Richard Bey Show, 54, 56
Riley, Dan, 63
Robbins, Tony, 129-130
Roku box, 152
Rug Doctor, 8
Rules of partnerships, xiii

Sales
recurring, 73
from the web, 21
“Sales arguments,” versus
sales “dialogues,”
127-128
Sales data, statistical, 23
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Sales dialogue, 127-128
meaningful, 4

Sales drivers, xii

Sales environment, 4

Sales myths, 9-15

Sales path, multifaceted,
multidimensional, xiii—xiv

Salespeople, myth versus truth
about, 11-12, 12-14

Salton, Inc., 78, 93-94, 96

deals with George Foreman,

105-106

Sawyer, John, 56

Scarpacci, Mark, 43

Search engine marketing
(SEM), 195

Search engine optimization
(SEO), 195

Secrets of Success show, 41,42

Seles, Monica, 102

Self-Funding Direct Pesponse
Campaign, ¥iv

Self-help/macrivational
books, 3%

Seminars, live, 56-59

Serendipity, 52-53

Services, need for, 10-11

ShamWow, 24, 134

Sheets, Carlton, 41

Shelf schematics, 32

Shipment expertise, 201

Short-form direct response, 24

Short-form direct response
radio, 193

Short-form offers, pricing,

183-185

Short-form show, working with
long-form show, 185-188
Short-form spots, versus long-
form spots, 162-164
Short-term thinking, 74
Show body, 168
Show outline, 175-176
Show performance, decline
of, 141
Show styles/formats; 168-171
daytime womez’s talk show,
169
demonsi:arion show, 169
hositeur, 170
news talk show or televised
radio talk show, 168—169
reality approach, 170-171
storymercial, 169-170
Simon, Paul, 42
Simpson, Jessica, 102
SKU s (stock keeping units),
31, 161
Skype, 192
Small businesses, direct
response approach for, 87
Snuggie, 24
Solutions, innovative, 7
Sonicare® brand, 79-89
extending, 88-89
Sonicare campaign, rolling out,
86-89
Sonicare Elite, 88
Sonicare show, host of, 84-85
Sonicare toothbrush, 8, 15, 25,
81-84, 86-88
Speakers, hiring, 64



Spokesperson decisions, 103
“Spray” messages, 23
Statistical sales data, 23
“Sticky” ideas, 52-53
Storymercial, 169-170
Success
“creatives” and, 125-126
interest in, 3
measuring by imitators, 120
secret ingredients of, 3
secret to, Xi—Xxiv
Sullivan, Anthony, 116
Super Bowl advertising, 155
Supply chain mechanics, costs
associated with, 30
Surveys, customer, 73

Taco Del Mar, Billy Mays and,
114-115
Taco maker, 94

Tag, 172
Talk show format. radio,
191-192

Targeted strat=gy, 148-149

Target market, identifying,
145

Teaching, in demonstrations, 51

Tease, 167-168, 176

Telemarketers, specialized, 200

Telemarketing agencies,
199-200

Telemarketing companies,
201-202

running, 46

Televised radio talk show,

168-169

Index 223

Television (TV). See also TV
entries
early years of, 20
as a form of communication,
9-10
Television Internet access, 152
Term of contract, for celebrities,
102
Testimonials, 173, 176
Think and Grow Rich{Hill), 129
“Three-to-one” rewun, 46
Time-Life continuity
programs, 120
Time-Li% niasic brand, 20
Trarsactions, creating, xiii
Trillium Company, 75
selling, 77-78
Trillium Health Products, 54
Triple crown companies, 119
Triple crown of direct
advertising, 86-87
TV advertisement
deregulation, 21
TV products, versus retail

products, 6670

Unique selling proposition
(USP), xiii—xiv, 13, 26, 40,
83, 156
discovering, 135-136
getting to, 132-138
setup and explanation
of, 176
Units sold, xii
Unlimited Power (Robbins), 130
Usage waiver, 174
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Value proposition, 84

Veg-O-Matic, 163

Vince the ShamWow guy, 24.
See also ShamWow

Vitamix, 111

Vu, Tom, 39-40

Vu seminars, 3940

Walk-in bathtub, 157-158

Web, direct response sales
from, 21. See also Internet
entries; Online entries

Web advertising agencies, 196

Web marketing, branching into,
191

Westfield, Barb, 97-98

Whalen, Sean, 133

Whitney, Jordan, 183

Women’s talk show, daytime,
169

Wunderman, Lou, 20

Yaverbaum, Eric; 26
“Yell and sell” seiling style, 24
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