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Applauding the impact of the infomercial and the vsionaries
who recognized the opportunity

BY KEITH CONNERS

Welcome to the third installment of Electronic Rietés celebration of the 25th anniversary of the
infomercial.

It seems like yesterday the Chia Pet hit the aiesaand allured audiences of all ages to the point
where they rushed to buy one. As a boy in the €880s, | had the opportunity to witness this
product come to life in front of my eyes.

Or what about the Clapper? This was truly an aweting invention and | had to have it! The new
vehicle promoting these innovative products like @hia Pet and Clapper was a sneaky phenomenon
that penetrated our households and set the stagigefpowerful marketing tool known as the
infomercial.

Behind the scenes in the early days, were a felweanfial pioneers who recognized the opportunity
inherent in the infomercial. | can hardly imagihe £xciting experience it must have been to develop
those early long-form commercials, buy media time wait to see what happened!

Of course, we all know what happened...sales soarédarany inventors got in line to place their
product on television. A natural progression ocedrand the legend of the infomercial was born.
Companies were created to orient those brave iovetd the process of purchasing media time and
capturing the desired response with one thing imdpkeeping the customer happy so he or she will
buy again and again.

In this issue, we recognize three visionaries veti the groundwork for the Electronic Retailing
Association that we know today. The first of whishFrank Cannella. In 1982, Cannella created the
infomercial by recognizing a product, New Genemtiwhich benefited men everywhere. Our second
pioneer, Michelle Cardinal, put products like NaMiac and Hoover on our televisions and in our
homes. The final forerunner we acknowledge thistmamFern Lee. Her years of experience and

http://www.electronicretailermag.com/er0810 2 8/13/201(



Electronic Retailer Magazir» August 201(- Special Section: DR Mileston Page2 of 3

knowledge of the industry brought us FocusFactproauct
that has influenced the success of millions of ggsionals
on a dail basis Expert DRTV Media Buying

’ Improve your infomercial results!
Visionaries like Frank Cannella, Michelle Cardinald Ferr ~ Call us today: 818-990-9028
Lee set the stage for the rest of us. It is truijranor to v medisstreamdirect.com

introduce them to you this montt's infomercial pioneer  yhfomercial Marketing

. . ) ) ) Over 20 years of experience Full
Keith Conners is marketing director at MicahTek and a  service DR advertising agency

member of ER's PF Committee www.marcummedia.com

Proving Ground Media Inc.
DRTV Media Experts Direct
Response Planning & Buying

www.PGMedia.tv

Frank Cannella Ads by Google

Founder & Executive Director
Cannella Responsa Television, LLC

Electronic Retailer: How did you get into the DRTV industry?

Frank Cannella: Believe it or not, my introduction to the busir came when | was a kid cuttii
grass and weeding. When | was 12 years dlobk care of the lawn of a guy who became my me

| sought job advice from him prior to graduatingrfr college. He must have liked the work | did on
his lawn because he got me an interview at A. E&QaCompany. | started in the accounting
department and was promoted to media buyer upatugtimg college. It's funny how networking
can open doors, even at such an tage

ER: Is there any on¢ product that you believe changed the face of DRT\Wf the consumer”

Cannella: There were numero products: just about any Gu-Renker product, The Banjo Minnc
of the mic-’90s Tae-Bo, P90X and Total Gym, to name but a 1

ER: What is your most memorable (insightful, funny or endearing) story of the DRTV industry
or a colleague in the industry to date?

Cannella: An advertising VP walk into an AF s office and gives him a lead to call on. The A&cte
and says, “It's for a half-hour long commercialttbays it will cure male-pattern baldness. We'll
never get it on the air. The FCC only permits twiautes max.” The AE follows up on the lead
anyway, obtains the account and gets numebboaesdcast stations to run the media. The lead bes
the first program-length commercial on the air sitfee 1950s. This is 1982 and the joke is thatishis
how the industry all began. Eventually, the AE amimedia staff expand the genre by capitalizing
on the FCC'’s deregulation and take it to the ma#ash broadcasters. After a couple of years of
obscurity and thousands of airings, a new indusdtied “infomercial advertising” explodes! And |
was the lowly AE who asked to follow up on the leae never thought would go anywhere. Moral of
the stor...always follow up on your leac

ER: What is the most significan obstacle facing the industry today

Cannella: Consumers have so m:¢ media and other options to choose from now. Thes® imuct
technology that keeps them from traditional TV veeghip. Add to that the proliferation of TV
viewing options from broadcasting to cable netwddkbletflix, and you have @aewership that keef
getting further fragmented. Fortunately, we are supply and demand business, and we can
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clients profitable by negotiating lower rates anelting new media buying opportunities. We're all
working harder to keep up, that includes broadecasted cable networks, too.
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