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The Vibrassagell Story -- Getting to the Right Place at the Right Time

“I wasin theright place at the
right time.” How many times have
we heard how important thisisto
success? Beingintheright place at
theright time is also a critical factor
in Direct Response TV success. The
field of DRTV includes awide array
of TV venues and formats that may
or may not be the right place at the
right time for your product. How do
you know whether your product will
capture viewers' imaginationsif it is
shown on a 30-second TV spot, a 60-
second TV spot, a 30- minute
infomercial or on one of the many
Home Shopping Channels?

Istherea“natural” chain of events
through which a product
progresses making its way through
different for mats until it becomes
recognized and famous? Or iseach
product on its unique path to
stardom? Are there rulesto this
game of getting to the right place at
theright time or isit luck? Should
you go it alone or will you be better
off with professional guidance?

A closer look at one Concept

M edia success story gives us
answer sto some of these questions.
The“Vibrassage” O foot sandal isthe
casein point. Have you seenit on
TV? Have you seenit on QVC? Or
onthe Internet? Thisisthe sandal
with avibration system built-in to
the heel of the shoe. It relaxes and
soothes tired, aching feet. And it's
been a huge success. Concept Media
helped shape the marketing strategy
that was behind this success and
guided the process from concept
through production to venue
selection. As Ron Perlstein says,

“We shepherd each project through
many major decisions to make sure we
get the best results for our clients.”

The Vibrassagell campaign started
with a 2-minute television spot
designed by Concept M edia. This spot
was so successful in several media
markets that Perlstein presented the
product to QV C where he has worked
with producersin the past. He received
a Purchase Order for Vibrassage within a
couple weeks. “Thisis whereit realy
paysto have a middle man,” says
Perlstein. “We were abletodoin a
couple weeks what could normally takes
months or longer when entrepreneurs go
it alone with a home shopping channel.
Without us, new products could sit on
someone’s desk waiting for attention.
We get face time with buyers, planners
and producers because we have ongoing
relationships and have brought them
successful productsin the past.”

This speedy turnaround with QVC
meant that Vibrassage[dl was ableto
capitalize on its successful infomercial
and reach greater audiencesvery
quickly. “We created a new video for
QV C which showed grest testimonials
and people who used this foot massage
system and loved it. It made areal
differenceto their quality of life,” adds
Perlstein. “One success trand ates to
another!”

After a successful run at QVC,
Vibassageldl migrated to the Internet.
At their Web site, you can download and
view the video that was made by
Concept Mediafor QVC. “Thevideo
works in many venues,” says Perlstein.
Visitorsto the Vibrassagell site have the
same opportunity to seereal life

testimonials as they would in an
infomercial. And it’sthe testimonials from
others suffering from the same distress that
create the impulse to buy. “It makes perfect
sense to allow visitors to the Web site the
chance to see the video as well asto order
the product. We're just capturing some of
the synergy that exists when a product is
available in a variety of formats and venues.
Once you have succeeded in creating an “As
Seen On TV Success’, you can capitalize on
thisin all future advertising campaigns — no
matter what the format.”

The Vibrassage is a wonderful example of
a good product, good marketing and a
good middleman. The product migrated
successfully from theinitial infomerical to
home shopping to the Internet, taking with it
to its next stop the ingredients that made it
successful early on. And the success keeps
on giving: Vibrassage recently signed a deal
with HSN to market aline of slippers based
on their successful technology!

Concept M edia continuesto be key to the
success of each marketing effort. Seeing
the potential of the Vibrassage product, they
created the initial video and placed the spot
judicioudly. This success led to presenting
the product to a larger audience at QVC.
The Web site gave another opportunity for
viewersto visit and order online. And now
on HSN. “We created awinning video and a
winning overall strategy for this product,”
says Perlstein.

“The Direct Response TV waters can be
tricky to navigate,” says Perlstein. “You
can go it alone and you might get lucky but
most likely you will get stuck somewherein
the process. We know these waters. We
can be the captain of your DRTV ship,” he
adds. “We can make the system work for
you rather than you discovering that it's an
obstacle course. There’s a huge difference!”




