As Seen On TV:
A Direct Response To What Drives DR



The Quick Pitch: Television Represents A Proven Path To Success Within
The Direct Response Category

* In a fast-moving category predicated on the direct selling of high volume products, TV
advertising is consistently the main driver of brand success through its ability to deliver
mass reach and scale quickly

» Perfected by the iconic DR products of the early 2000’s, the most successful brands
enacted a multi-pronged, TV-centric media strategy of buying wide and deep:

« “Top Dollar” - Brands invested significantly to ensure heavy TV exposure

« “Dominant Share” - TV was the leading medium by far within the media mix

+  “Continuity” - Weekly TV presence existed throughout the entire ad campaign

«  “Around-The-Clock Coverage” - Brand presence in all TV dayparts
» Heavy focus on prime & daytime

+ “Wide Net” - Deep network list across various demographics and multiple genres

« This proven formula is in effect now more than ever with dozens of current DR products
employing similar “TV-centric” media strategies to build their brand and strengthen sales




The Quick Pitch: Television Builds Iconic Brands & Delivers Incredible Results

» Television, and the mass reach strategies of buying deep and maintaining a continuous
presence, has enabled many DR brands to take on “larger than life” personas through:

Popular Culture Parody Community
Ingrained in the consumer -Celebrities & entertainers on -Bloggers incessantly blog about
consciousness: popular TV programs them
-Products -Thousands of YouTube videos -Facebook fan clubs have

uploaded by the average user launched around them and
-Pitchmen members share content
-Product Twitter mentions are
everywhere

* While most importantly not only achieving, but exceeding, desired business outcomes:

Website Traffic Sales (“Cee, TV works!”)
-TV spending{y, traffic 40 -Consumer Acceptance
-TV SpendingJ@-, traffic - -Explosive Growth

-Extensive Back Orders




DR Category Segment Analysis: “lconic” & “Active” Brands

» To understand how TV drives their business, we analyzed the media activity of
two segments within the DR category representing “iconic” brands of the
recent past and products that are currently active in the marketplace

“lconic” Brands
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Several Of The Successful Media Strategies
Employed By Iconic DR Brands Of The Recent Past
Continue Today With Similar Eye-Popping Results

“lconic” Brands
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What Do These 12 Iconic Direct Response Brands From The 2000’s Have
in Common?

Jack LaLanne’s
Snuggie Mighty Putty Power Juicer Magic Mesh Pajama Jeans ShamWow

mﬂﬂwpu‘ﬁ"‘v
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“Before buying new,

“The blanketi’with let Mighty Putty fix it “Change your life, “Keep fresh air in “Pajamas you live ir,\’- “Say WOW every
sleeves! for you!” save your life!” and bugs out!” Jeans you sleep in! time!”
Shake Weight Perfect Brownie  Twin Draft Guard OxiClean Ped E Slap Cho

“This is not a workout. “Bake, Slice and “The double-sided “The stain “Treat your feet to a “You’re going to
This is a revolution.” Serve!” insulating miracle” specialist!” foot makeover!” love my nuts!”

“Go from flabby to
fabulous!” (women)



They All Entered The Mainstream Lexicon Of The American Consumer
And Became A Cultural Phenomenon

The products and pitchmen are ingrained in pop culture

D LTI DT ] \rtisingtge - ¢ T They’ve been parodied on Television...

Life » Lifestyle srashion Forward s wine Club

Snuggie gets a warm embrace from pop
culture

Here's the Pitch: Making Stars Out
Jrreermezm| | Of Hard-Selling Hawkers

By Maria Puente, USA TODAY

Sh

How Direct Response Transformed Billy Mays, Others From Pitchmen to Pop-
The Cult of the Snuggie threatens to take Culture Icons
over Americal O at least, a substantial
number — 4 milion — of late-night couch
spuds.

The Snuggie, an oversized fieece blanket
with sleev 3 ublquitous TV ad so

- BATAVIA, Ohio (AdAge. Whatalong, been. Billy Mays "
Wrapped in warmth! hasgoneinaqy hawker at fairs and the Atlantic City Want to know your
= led, i il i i dicl customers better?
Estamge d,ss o ‘sort of ke medieval s and ultimately to pop-culture fixture.

...And by the average person on YouTube

The Journey Back

Welcome to my mostly crazy world. My Blog shares my chaotic and ecl

Party Planning with P
2o he Party Amnﬁl

Home Apartment Dwelling-The Journey | [ : s = sl
Receive Our
WEDNESDAY, SEPTEMEER 3, 2014 Brownie Pan Really Work? Newsletter
- “wur‘:ﬂ‘lm %
Magic Mesh—-Product Review—It Really Works! lf‘t Pam; Time it

o s Cot Ao e
I have had so many compliments and questions from neighbors |
thought it was time to share .

Yes Magic Mesh as seen on T.V. really works!

...And Twitter mentions are everywhere

Oxiclean just isnt the same

without Billy Mays. { - i -
Community ke ossag0 E shamWOW! '} Amanda B (amandajpanda - 3h ) ]
. Community Somebody needs to hurry up and marry me so | can buy pajama jeans and not

feel bad about it.

5

1,717

1,428

Emily Barsh (@ EmilyTVproducer n4
_' | declare 2015: "Year of the Ped Egg." instagram.com/p/xdiMKx7 I'Vbk/



...And They Have The Business Results To Back Up Their Popularity

BrandInnovator - The Shake Weight Hits $40

4 Million Snuggies. Even more on Million In Sales
backorder. But you can win one today! parren Rovell | @darrenovell
If you haven't heard by now the latest phenomenon Americans I CNBC

are crazy about -- Snuggies.

Snuggies are "the super soft, thick, luxurious fleece with roomy
oversized sleeves that let you do what you want and still be
wrapped totally in warmth". The Snuggie is conquering the sour
economy by selling over 4 million units in just three months--and

Call it this year's Snuggie. The Shake Weight, thanks in big part to the
sexual innuendo associated with its ad, is the “As Seen On TV" product
of the year. Fitness |Q, which makes the weight that now comes in
men’s (five pounds) and women (2 %2 pounds) versions, says it has sold

are currently on backorder! b bhon bree seillioe

them in less than a vear At $20 aniece that’s

AdvertisingAge

Oxi Clean rides direct to the top

As some big players in household cleaning categories struggle or shed brands, a
small Colorado-based family company has unleashed a stealthy juggernaut that
ranks among the largest household product launches in recent memory.

Since Orange Glo International began moving its Oxi Clean laundry additive and
all-purpose cleaning brand into food, drug and mass retail distribution last year,
the brand has picked up $22.4 million in annual sales, according to Information
Resources Inc. But that only begins to describe the brand's growth.

ShamWow! Wins CNBC.com'’s
@NEWS "As Seen On TV" Tournament

Darren Rovell | @darrenrovell

PedEgg foot-care device hatches surprising Tuescay 27 20 200 11O AMET
sales fcnec

It's both fascinating and revolting at the same time: a cheese-grater-like device that shaves skit

5 After more than 300,000 votes over 11-day period, CNBC.com readers
off feet 1o make them softer, smoother and better looking

have made their decision.

Since the October launch of the PedEgg, millions of people have been exposed 1o its cringe-

i " " —Fi ]
inducing but oddly effective marketing message The ShamWow! is the best "As Seen On TV" product of all-time!




But Becoming A Cultural Phenomenon & Delivering “Off The Charts” Sales
Wouldn’t Have Happened If It Wasn’t For Their Tremendous TV Exposure

These 12 iconic direct response brands were almost all exclusively advertised on TV, both
infomercials & heavy commercial placements

12 “Iconic” Brands: Collective Media Mix (S000)

CY 2004-2014

Radio

$35.9
(0%)
Cable drove the

Print —— TV investment
$8,0633 TV Medium 555 (000) %
(3%) Nat'l Cable TV 5234731 82%
287.235.6 Nat'| Broadcast TV 535,456)  12%
$ 9%0/ Spet TV §12,757 4%
( 0) syndicated TV 54,292 1%
Internet Grand Total $287,236| 100.0%

$106.4
(0%)

TV reflects commercial spend only and excludes infomercials

Source: Nielsen Ad*Views; Print includes newspapers, magazines and Sunday supplements. TV includes national, syndication, spot & Hispanic.




The Media Mix Wasn’t Driven By A Few Either, All “Ilconic” Brands
Employed A Similar TV-Heavy Media Strategy

“|conic” Brands: Total Campaign Media Spend ($000)
CY 2004-2014

$42.996.0 Imternet mPrint m Radio mTV

$37,740.6

$36,954.4 $36,364.1

$24,515.6
$21,934.6

$19,997.8

$18,441.2

$17,048.5 $15,552.6

$13,306.7
$10,589.2

SNUGGIE TWIN DRAFT SHAMWOW SHAKE OXICLEAN PED EGG MIGHTY MAGIC MESH PAJAMA PERFECT  SLAP CHOP JACK
GUARD WEIGHT PUTTY JEANS BROWNIE LALANNE

POWER

JUICER

2008-2011 | | 2007-2012 | | 2007-2013 | | 2009-2012 | | 2004-2007 | | 2007-2014 | | 2007-2009 | | 2011-2014 | | 2010-2013 | | 2009-2010 | | 2008-2013 |  2004-2013

Active Campaign Years

Source: Nielsen Ad*Views; Print includes newspapers, magazines and Sunday supplements. TV includes national, syndication, spot & Hispanic.
Excludes infomercials spend



To Maintain “Top-of-Mind” Awareness, They Employed A Strong,
Continuous Television Presence Throughout Their Advertising Campaign

The average advertising campaign for “lconic” Brands lasted almost four and 'z years,

of which TV was active in 90% of the months

Active Months

leonic Brands Campaign Dates| Total Media v % wfTV
Jack LaLanne's Power Juicer | Jan '04-Jun '13 114 111 97%
Magic Mesh Apr '11-Dec '14 45 45 100%
Mighty Putty Oct '07-Sep '09 24 24 100%
Oxiclean Jan '04-Dec '07 43 43 90%
Pajama Jeans Jan '10-Mar '13 35 34 87%
Ped Egg Sep '07-Dec '14 88 62 70%
Perfect Brownie Apr '09-Dec '10 21 20 95%
Shake Weight Sep '09 - Jul "12 35 35 100%
Shamwow Sep '07-May '13 69 69 100%
Slap Chop Dec "08-May '13 54 52 96%
Snuggie Aug '08-Apr '11 33 33 100%
Twin Draft Guard Feb '07-Feb '12 61 38 62%

"lconic” Brand Average 53 47 90%

Source: Nielsen Ad*Views; Time Period - CY 2004-2014




24-Hour A Day Advertising! Direct Response Brands Weren’t Just
Relegated To Post-1AM Overnight Placements Either

In an effort to maximize reach, “lconic” brands employed a balanced daypart mix
strategy targeting consumers throughout the day including primetime

12 “lconic” Brands: Collective TV Daypart Mix (based on $55)
CY 2004-2014

Prime Time Access
4%

Source: Nielsen Ad*Views. TV includes national, spot & Hispanic; syndication is excluded due to inability to define dayparts.
Excludes infomercials spend



Casting A Wide Net, Direct Response Brands Bought Deep To Create A
Robust Television Network Mix

In another “maximizing reach” strategy, “lconic” brands bought across multiple genres,
interests and demographic targets to incorporate a deep network list into their TV buy

“lconic” Brands: Total # of TV Networks Utilized During Campaign

Campaign CY 2004-2014

Years
2009-2012 Shake We|ght 52 nets avg/year (74 nets in highest year - 2011) 92
2007-2013 Shamwow 35 nets avg/year (74 nets in highest year - 2009 91
2008-2011 Snuggie : nets i highe 00 89
2007-2012 Twin Draft Guard ) 0 pets in hioh 0g 87
2008-2013 Slap Chop 8 pots avo/vear (69 pots ip highest vear . 2000 82
2007-2014 Ped Eg_g 26 nets avg/year (54 nets in highest year - 2008) 79

"lconic" Brand Average 73

2007-2009 Mlghty Putty 45 nets avg/year (63 nets in highest year - 2008 72
2010-2013 Pajama Jeans 43 nate avajvear (62 netein highest vear - 20 69
2009-2010 Perfect Brownie nets avg/year (54 nets in highest year - 2009 68
2011-2014 Magic Mesh 39 nets avg/year (53 nets in highest year - 2011) 66
2004-2007 Oxiclean 39 nets avg/year (53 nets in highest year - 2011) 58
2004-2013 | Jack LaLanne's Power Juicer

2
5 nets avg/year (12 nets in Eighest year - 2007)

Source: Nielsen Ad*Views. TV includes national & Hispanic; syndication & spot is excluded. Excludes infomercials data.



Similar TV-Centric Media Strategies Developed By
These Iconic Brands Continue To Be Utilized By
The Most Popular DR Brands Advertising Today

“Active” Brands
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These Diverse Brands Represent 50 Of The Most Popular Direct Response
Advertisers That Were Active In 2014
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*Major advertisers representing a cross-section of various DR categorles and active for multiple years mcludmg 2014



Television Is The Primary Driver For The Most Popular DR Brands
Currently Being Advertised

90% of the popular Direct Response brands we analyzed over the last 10-years advertise
on TV, while almost 70% utilize it as the dominant media in their mix

50 “Active” DR Brands: TV Spend as a % of Their Media Mix

10-Year Total: CY 2004-2014

Any TV Spend 45 brands 90%

Dominant TV (50%+) 34 brands 68%

70%+ TV Mix 30 brands 60%

Exclusively TV 14 brands 28%

l

Source: Nielsen Ad*Views, includes TV, Internet, Radio, Outdoor & Print and all their measured subcategories



In 2014, Even More Top DR Brands Relied on TV Advertising, Almost
Exclusively, To Drive Sales

Almost half of the active DR brands used TV nearly exclusively within their media mix,
a testament to the continued power of the medium

50 “Active” DR Brands: TV Spend as a % of Their Media Mix
CY 2014

m2004-2014 = 2014

45 brands 90%

Any TV Spend
42 brands 84%
| 68%
Dominant TV (50%-+) 34 brands
35 brands 70%

. 60%
70%+ TV Mix

29 brands 58%

. 40%
90%+ TV Mix
23 brands 46%
- 28%
Exclusively TV
17 brands 34%

Source: Nielsen Ad*Views, includes TV, Internet, Radio, Outdoor & Print and all their measured subcategories



Television Spending By Popular DR Brands Has Continued To Increase
Along With Their Overall Media Budgets

The 50 active popular Direct Response brands spent almost $700 million on TV in 2014

50 “Active” DR Brands: Total Media Spend (000)
CY 2012 - 2014

BTV m Other

$1,150,348

$1,076,736
$944,045

Cable drives the
TV investment

Medium

$$¢ (000)

Nat'| Cable TV

5421243

60%

Nat'| Broadcast TV

$197,776

28%

$697,340 SRELTY

550 520

9%

$628,634

Syndicated TV

$18,801

3%

$580,741

Grand Total

$607,340

100%

2012 2013 2014

Source: Nielsen Ad*Views - TV includes national, spot & syndication TV; Other includes Internet, Radio, Outdoor & Print and all their measured
subcategories




Most Active DR Brands Call For A Strong, Continuous Television Presence
Throughout Their Advertising Campaign

Over the last three years, current DR brands have been active on TV for an average of
86% of the months, with over half of the brands (58%) active on TV every month

“Active” DR TV Brands: Active TV Months Within Ad Campaign
CY 2012 - 2014

Active Months Active Months

Current Brands Total Media TV % w/TV| |Current Brands Total Media TV % w/TV
1-800 CONTACTS 36 36 100% MNATIONAL COLLECTORS MINT 36 36 100%
ACORM STAIRLIFTS NOINO! 100%

ADT “__

B ELEGAMNCE NUGENIX 100%

“mm “n

PAJAMAGRAM 17%
BOWFLEX T 56 | a0 | [paut enepmecx m
BRADFORD EXCHANGE 36 5 14%

PERFECT AB-CARVER 100%
CLEAR TV ““m PERFECT BACON BOWIL (2013-2014 ony) -_
CRAFTMATIC 100%

PROACTIV
EURO-PRO SHARK (2014 only) ——m PROFLOWERS FLORIST (2013-14 oniy) —n
HOT SHAPERS [2013-2014 only)

PURE SLEEP 100%

_

ROSETTA STOME 100%

“mm

SCRATCH-DINI (2013-2014 oniy]

““m

SUNSETTER 100%

“—m

VERMONT TEDDY BEAR

INSTAFLEX

MAGIACK oz soisony | 28 | 10 | % |

MEANINGFUL BEAUTY 36 35 97%

MICRO TOUCH 36| 36 | 100% | |WEATHERTECH 36 31 | sex

MYPILLOW 36 33 92% "Current" Brand Average 33 28 B6%

Source: Nielsen Ad*Views; Time Period - CY 2012-2014



Primetime Is The Leading Daypart For Direct Response Brands’ Around-
The-Clock Messaging

Much like the “iconic” DR brands, current advertisers have consistently employed a balanced
daypart mix targeting consumers through the day to maximize reach

“Active” DR TV Brands: Collective TV Daypart Mix (based on $S9S)
CY 2012-2014

H Moming ® Daytime m Eary Fringe B Prime Time Access B Prime Time m Late News m Late Fringe m Overnight

2012 2013

Source: Nielsen Ad*Views. TV includes national, spot & Hispanic; syndication is excluded due to inability to define dayparts.



Direct Response Brands Are Buying Deeper To Build An Even More Robust
Television Network Mix

Current advertisers, who already buy deep, are going even deeper on their network buy
list to capture consumers and maximize their reach

“Active” DR Brands: Average # of TV Networks Utilized Each Year
CY 2009-2014

48

45 45

2009 2010 2011 2012 2013
Network Avg For
Any Brand* 32 34

2014

38
*Based on brands in any category that spent $10MM+ in national TV each year (equivalent average TV spend of the “current” DR brands)

Source: Nielsen Ad*Views. TV includes national, spot & Hispanic; syndication is excluded due to inability to define dayparts. Network average based on
“when-on” for consistently active TV brands between 2009-2014

36 36 38

Reflects 30 TV brands that have been active each year from 2009-2014 = 1-800 contacts, Acorn Stairlifts, ADT, Bare Minerals, Bose, Bowflex, Bradford Exchange, Craftmatic, Danbury Mint, Euro-

Pro Shark, Keranique, Kidz Bop, Life Alert, Lipozene, Magic Jack, Meaningful Beauty, Micro Touch, National Collectors Mint, Nordic Track, Omaha Steaks, Pajamagram, ProActiv, Pro Flowers, Pure
Sleep, Rosetta Stone, Safe Step Walk in Tub, Sleep Number, Sunsetter, Vermont Teddy Bear, WeatherTech



TV Advertising Drives Consumers To Direct Response Brands’ Websites

13 out of 15 Direct Response brands (87%) showed a direct correlation between their TV
spend / network depth and their website traffic

Average Monthly Unique Visitors (000) Vs. Average Monthly TV Spend (000) / Network Depth Comparison

Oct ‘13 - Apr ’14 vs. May ‘14 - Dec ‘14

TV Spend Up, Traffic Up

Seven-Brand [ ) ’
sexenBiand [ Rosstta )  [afama mmo-morm yswme)
Average S J ‘Jgra o f ft 800
# of TV Networks Bought: +7 +27 +7 +1 flat
TV Spend (000): +57% +79% +41% +13% +3%
Unique Visitors (000): +44% +53% +81% +26% +3%

TV Spend Down, Traffic Down

—

ey B _sose 3L
# of TV Networks Bought: -5 -10 -1 -3 -8
TV Spend (000): -23% -48% -23% -88% -4%
Unique Visitors (000): -25% -38% -18% -13% -9%

J

Selected brands based on comScore measured direct response brands with 100K+ average website monthly uniques & STMM+ TV total spend
Source: Nielsen AdViews; National, Spot & Syndication TV spend Oct 2013-Dec 2014; comScore unique visitors P2+. Spend & unique visitors based on
Oct “13-Apr ‘14 vs. May ‘14-Dec ’14 monthly averages

15 brands: X-Out, Rosetta Stone, MagicJack, Bose, KidzBop, 1800contacts, ADT, ProFlowers, Bare Escentuals, WeatherTech, Pajamagram, Sleep Number, Nordic Track, ViVint, Proform



Today’s Direct Response Brands Continue To Enter The Mainstream
Lexicon Of The American Consumer

The products, their spokesmen and the slogans are ingrained in pop culture

Katy Perry Signs Endorsement Deal
With Proactiv

B~ B~ |

Life Alert's Slogan 'I've Fallen, And | Can't Get Up!®'
Ranked Number One on USA TODAY's List of Most
Memorable Ad Campaigns

USA TODAY put Life Alert's unforgettable slogan - "I've fallen, and | can't get up!®"

They’re parodied on Television...

- atop its list of the 25 most memorable ad campaigns, calling Life Alert’s line "the
best-remembered (and most-parodied) commercial phrase of the past 25 years."
Life Alert's slogan originated in the late eighties, then went viral, launching a stream
3 g of standup routines, pop culture references and imitations. The catch phrase has
s ys T enjoyed continuous popularity for two decades, a feat rare among brands — and is.
now experiencing a resurgence of fame on YouTube and other websites

“Oh rpi; God! What have | 7

o3 done?”
{
RosettaStone # w7 8

...And by the average person on YouTube

EVERYBODY TALKS

COMPUTING, TECHNOLOGY

1 QUOTE FOR THE DAY

MAGIC JACK REVIEW

LI

Kidz Bop Parody Bowflex Parody

...People post & share content on Facebook...

a !ﬂ Jill Efrussy Sour E Jason Kempf Courtney Reiss Kempf

If 1 don't get this for Valentine's Day, Imma be PISSED.
hitp:/fwww youtube com/watch.

...And Twitter mentions are everywhere

ADT security system in Kentucky.

Blaine @ Elaine 2
pbpost:Burt Reynolds breaks down over losing

m friend Leonard Nimoy pbpo.st1BJFquUU ™

Burt uses the Hurrycane? "
Vermont Teddy Bear 120 Second
PhilBaileySC @ PhilBaileySC - Mar 24
No. The Perfect Bacon Bowl is, in fact, awesome.

Valentine's Day Commercial 2012
Featuring Big Hunka Love Bear! The newest
Valentine’s Day Bear from Vermont Teddy Bear! True
[l to his name, this Bear is definitely a big hunka love!
He's 4%:1...

- wyethwire

View photo




...And They Also Have The Business Results To Back Up Their Popularity
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IsPerfect Bacon Bowl the next Snuggie?

News Events Special Editions Lists Photos Opinion Power Lists Subscribe

10 Best-Selling Infomercial Products
1. PROACTIV

Annual revenue: $1 billion

Banking, Finance & Accounting  Manufacturing

Beauty company has seen beastly side of business

Atlantic Coast Media soared, then fell, but is on the rise again
When it comes to its actual commercials, the Proactiv acne system has come a long way since

its earliest days back in 1995, when the product’s main spokespeople were its creators, Dr. By Meg Fry, June 23, 2014 at 9:00 AM

Kathy Fields and Dr. Katie Rodan, and Judith Light (a.k.a. Angela from Who's The Boss?).

Today, the zit cream company's estimated $1 billion annual earnings afford them the benefit :;’;‘ii’(’r"es:;ffh: f;:’""'e to/inddhe;
E*TRADE's of real celebrity endorsers. Jessica Simpson, Britney Spears, P. Diddy, Justin Beiber, and

Portfolio Analyzer.

: Katy Perry are just some of the boldfaced names who have earned $2 to $3 million per Take Atlantic Coast Media Group — a
A ol s PaeA BE B A SR commercial spot, and helped the company compete—on a financial level—with such mass ii:ﬁizS‘;’;if;;?\:ﬁ:‘fﬂi‘:::;ymgh e
oo market manufacturers as Estée Lauder and Johnson & Johnson. %
sensation. brand products, such as Luminique and TV launched
Miracle Skin Transformer, for baby in 2008

MINNEAPOLIS/ST. PAUL it —
Bus l N Ess lou RNAl million in annual revenue, from é007 to

2010.
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Billboard 200 Chart
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MagicJack Will Top $100 Million In Sales This Year
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New Posts ™' Most Popular

1202812014 @ 45PM | 38,410 views

.#% How Shark Ate Dyson's Lunch
v .
21 In America

(i

Andrew Cave +Comment Now  +Follow Comments
Contributor
Britain’s Dyson knows a thing or two about innovation
Tinterview chief and shaking up tired consumer products. But over the Here's a recession winner: MagicJack, the super- =
executives about past year it has lost its leadership of the US vacuum h Int tol deet. is fivi £ th S -
. . gade

E business, life & cleaners market, the largest in the world. cheap Internet phone gadget, 1s Iiying o! e

£ leadership. shelves. And parent company YMax .

Share Euro-Pro, a 100-year old company that had a mere 1 per

-

opi

Communications, founded by telecom veteran
o

cent share of vacuum cleaner sales in 2008, now

anm controls more than 20 per cent of the US market. Daniel Borislow, is raking in big money.




For Direct Response, TV Delivers Reach On A Massive Scale Enabling
Millions To Engage With And Socialize Their Products

DR Brands have been able to effectively drive engagement and sales through their
collective $20 billion TV advertising investment over the last 10 years

“lconic” Brands
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Somebody needs to hurry up and mary me so | can buy pajama jeans and not of Em”y Ears" )
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BrandInnovator

4 Million Snuggies. Even more on
backorder. But you can win one today!
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PedEgg foot-care device hatches surprising
sales

ShamWow! Wins CNBC.com's

The Shake Weight Hits $40
0xi Clean rides direct to the top| | "As Seen On TV" Tournament

Million In Sales

Investment figure based on total DR category TV spend as reported by Nielsen Ad*Views, excluding infomercials
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MagicJack Will Top $100 Million In Sales This Year
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: it : Kidz Bop 23' Heading Towards No. 2 Debut on
My Pillow soars after infomercial Billboard 200 Chart
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Is Perfect Bacon Bowl the next Snuggie? How Shark Ate Dyson's Lunch
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For more information visit us online:

thecab.tv

Follow us: @CableNation

Like us: facebook.com/thecabtv



