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� DirectBuy started as United Consumers Club in 1971

� Until 2003, all lead generation was accomplished through 
outbound telemarketing calls

� Currently have 160 franchises throughout the U.S. and Canada

� We carry more than 750 manufacturers in the U.S. and 500 in 

Canada

� In 2009, our members bought more than $1 billion in 
merchandise
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� Started national advertising in October 2005 (infomercial)

� Weekly budget was $10,000 per week

� Present weekly budget is $1.2 million per week

� Marketing matrix now spans television, radio, print, direct mail
and the Internet (best-of-breed media vendors)

� Through these programs, we generate 50,000 leads per week
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� For DirectBuy, response from traditional media hinges on 
these factors:

1) Overall look and feel of the spot

2) The core message of the spot

3) The CTA (call-to-action) of the spot



Radio 
Advertising



Print Advertising
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� Online display advertising: traditionally thought of as an “upper 
funnel” tool by direct response marketers

� DirectBuy and Undertone have devised a strategy to leverage 
display for pure response

� Leverage media, targeting, technology and creative
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� Precise media and 
audience targeting

� Site category

� Gender

� Geography

� Interest/Lifestage

� Re-targeting
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� Technology to determine what works and what doesn’t

Pixel
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� Creative and customized site optimized for driving response
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� For DirectBuy, response from traditional media hinges on 
these factors: 

1) Overall look and feel of the spot

2) The core message of the spot

3) The CTA (call-to-action) of the spot

** Since inception, we’ve had 3 CTAs, starting with a “Free Insiders Guide 

and Visitor’s Pass,” a “Free 30 Day Membership Offer” and now …
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� Our goal is to generate the highest quality leads at 
the lowest CPL (cost-per-lead)

� We measure the effectiveness of each campaign on 
CPM (cost-per-member)

� The CPM is derived from our CPL x LPM (lead-per-
member)

� Campaigns undergo constant refinement to ensure 
maximum ROI
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� Leads – Prospects that provide us with their name, address 
and phone number

� Appointments – Prospects who book an open house time

� Presentations – Prospects who show up at the open house 

(Door Ratio)

� Members – The number of prospects that join (close ratio)
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� Lead Scoring Goal: Understand which leads have the highest likelihood 
of successful close and continued membership

� We took two years of member data and ran statistical models to best fit 
cluster information to member profiles

� We then ranked the clusters based on their conversion rate

� Scores were assigned for new leads by matching the historical 
conversion and the cluster for each lead

� Scores are between 1-10 with 10 being the highest
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Questions?


