D-Risk

A Model for “De-Risking” New Product
Launches and Building Brands
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A scalable, in-market research vehicle for identifying winning

product concepts and building mass market brands quickly—
with minimal risk!

* Accountable ROI-based DRTV advertising tools,
methods and disciplines

* Creative that is clear, compelling, strategically on-
point and executionally superior

* Executed by a 3 experienced, proficient best
practices resources working as one focused, AOR
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SMW D-Risk is a 3-step model that a) validates mass market product opportunities

and b) brings them to the mass market quickly with minimal guesswork and risk
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The D-Risk “Secret Sauce”—Dbring the advantages of DR into the
conventional brand-building process in 3 disruptive ways that “de-
risk” the process of launching products and building brands:

1. Creative approach
2. Cost/targeting approach

3. Ongoing optimization in real time
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Creative Approach:

Performs more like “promotion” than
“advertising”; but driven by the product rather
than the price

* Based on a proprietary concept/conjoint method
integrating creative development and research

* In practice by SMW for 20 years; producing 16
commercial of the year awards

* Typically generates “superior” performance in
Nielsen, as well as in the market; and versus
competitors in established categories

© 2021 StanleyMarketing Works, Inc



D-Risk utilizes a concept/conjoint technique /tools we created in 2000 which we
use to pre-test concepts, language, and creative hypotheses before writing scripts

ESO MAR What we do Membership Knowledge Contact

Integrating high-level (expanded conjoint) research to a portal
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D-Risk utilizes fast-turn, statistically reliable

studies among appropriate sample audiences to:

a) double-check creative hypotheses,

b) check language hot buttons, and

c) to determine which concepts/ideas add and
detract from purchase intent PRIORto scripting



Our creative process is informed in every conceivable way, and results in work
that consistently outperforms our competitors while seizing the high-ground
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...and then, further refined based on consumer feedback
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Cost/Targeting Approach:

* Rather than

* 1) paying premiums for TV advertising time on select
stations /programming “presumed” to reach our “best prospect;

* 2) *hoping” we reach them and
* 3) “hoping” they buy—

* Instep 1, we use our deep media-buying cost advantage to
buy a more diverse range of media and cast a broad net in
order to reach those most interested in the product
proposition—early adopters—and learn as much about them
as possible.

* As we expand, we build off reality, rather than betting
on 3 guesses
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THE DIRAY DIFFERENCE

BUY PREMIUM
MEDIA AT REDUCED
RATES
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AVERAGE GENERAL AVERAGE GENERAL
RATE: MORNING RATE: DAYTIME

$2,000 $5,000

AVERAGE DIRAY MEDIA AVERAGE DIRAY MEDIA
RATE: MORNING RATE: MORNING

$750 $1,500

AVERAGE GENERAL AVERAGE GENERAL

RATE: FRINGE RATE: PRIMETIME
$10,000 $20,000
AVERAGE DIRAY AVERAGE DIRAY MEDIA
MEDIA RATE: FRINGE RATE: PRIMETIME

$3,500 $6,000
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Digital DTC Experts

® Over 15+ years of building and hosting 2,000+ websites responsible for over
$5+ Billion in DTC Sales

® Unique Hybrid testing model Drives ROI while still reaching a mass target
audience

® Every step of the consumer journey is tracked - from an ad click to the purchase

®* We are experts at using offline and online data to support both e-Commerce and
Traditional Retail channels

® Overall, clients like that it’s Low-Risk and delivers faster results while driving
better real-time optimizations
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Key Performance Indicators (KPI)

While we track just about everything, below are most important KPI driving performance:

1. Cost Per Store Visit
2. Cost Per Online Order
3. Return on Ad Spend

Retailer Sales % change
FDM Category % change
Competitive Rank % change

Secondary - CTR, CPC, CPM, Conv. Rate, Reach
& Frequency & Engagement Rate, Video Views,
Retail button clicks, etc.
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