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O U R  S T O R Y  T O D A Y :
D I V E R S I T Y O F  M E D I A  A N D  S E R V I C E S

A challenged business and marketing model on the cusp of going out of business  and how the 
SapientNitro team has developed a long lasting turn-around and successful partnership that 
extends beyond the board room.

Resulting:  Massive shift in media and services spend driving unprecedented performance.



T H E Y WA N T E D  MORE A N D  BE T T E R
L E A D S …  



F O R  U S  T H I S  M E A N T:

I M P R O V E  O U R  M E S S A G I N G
&  A U D I E N C E  TA R G E T I N G



CHALLENGING MARKET COND ITIONS NO EFFECTIVE  D IGITAL STRATEGY

• Premium pricing strategy was a challenge

• Category was plateauing and there was a risk of 
over-investing

• The brand was indistinguishable in a sea of 
sameness 

• Inaccurate assumptions about customer profiles 
and customer behaviors

• Multiple markets were in serious trouble with 
negative net income, potentially facing closure

• Under-appreciation of digital advertising 
formats beyond paid search

• Limited understanding of media efficacy in terms 
of customer acquisition

• Channel mix was antiquated at >95% Radio 
and a small-scale Paid Search program

• Had not established a unique and engaging 
voice in the Digitally or in the Social space

W E  U N C O V E R E D  B I G  C H A L L E N G E S
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D EFINED  A NEW CATEGORY EFFECTIVE D IGITAL STRATEGY

• Distinctive thru ow ned Creative Di versity

• Redefined the B rand w ith Service Diversi ty

– Servic e Divers it y Rol l -Out

• T argeted Key HIGH Y IELDING Audiences 

• Drove Data Discipline for a D iversity of 
Applications of information and 
understanding consumer behaviors

• I ncreased Channel Diversity

• Created D iversity in the always on, a lways 
engaged omni-channel market

W E  I D E N T I F I E D  B I G  S O L U T I O N S
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S T E W A R D S H I P
I S  O U R  
B U S I N E S S

• Create D istinct ion

• Redefine the B rand

• Target Key Audiences 

• D rive D ata Discipline

• D rive Media ROI

• D iversify the B usiness
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I N  A  S E A  O F  S A M E N E S S ,  W E  H A D  T O …
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C R E A T E  D I S T I N C T I O N  – O W N E D  C O N T E N T
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R E D E F I N E  T H E  B R A N D

I DEA L I M A G E

LHR

Tattoo Removal

BBL (Photo Facial)

HALO (Skin Resurfacing)

Private Label Defense Kit

(Sunblock Line)

S K I N

F OR F L A W L E SS SKI N?

Botox

Ultherapy

Juvederm

Voluma

BBL

Private Label Prescription

Skin Care

A G E

F OR A  Y OU NG E R Y OU ?

CoolSculpting

Kybella

F O R M

T O F E A R NO MI RROR?

B R AN D

P LAT FO R M

AR E  Y O U  R E AD Y

MO D ALIT Y

IV Infusion

Private Label Genetically 

Customized 

Nutraceuticals 

Meal Replacement Drinks

N U T R I T I O N  
&  W E L L N E S S

T O F E E L  Y OU R BE ST ?
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T A R G E T  K E Y  A U D I E N C E S

Males represent  ~15% of 
all Ideal Image LHR guests  

Test targeting males with 
LHR, CoolSculpting, and 
Ultherapy

LHR demo is 25 to 45

Continue to promote LHR 
using discounts through 
high-producing channels

Testing Military, Gay Males 
and Hispanic targets has not 
indicated ROI

Test utilizing African 
American creative in highly 
targeted African American 
properties  

HOW

WHO

P age  1 1

Promote new modalities with 
target-specific creative in 
relevant channels

As men become more open 
and proactive about their 
appearance  Ideal Image has 
the opportunity to become the 
trusted source for male 
cosmetic enhancements.

Despite its premium price, 
Ideal Image is dominant in this 
market, and will increase its 
dominance with the failure of 
key competitors. 

African American males 
have a specific need for 
LHR on their necks as they 
are more prone to ingrown 
hairs and razor bumps.

WHY
With the introduction of new 
services that appeal to an 
older audience, Ideal Image
is broadening its target 
consumer base which allows 
for more cross selling and
up selling.

New Modalities Extend the 
demo to age 69
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S E R V I C E  D I V E R S I T Y R O L L - O U T
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94% 94% 94% 92% 90% 89% 91% 91% 91% 89% 90% 89% 87% 88% 80% 72% 68% 62% 59% 59% 63%

6% 6% 6% 8% 10% 11% 9% 9% 9% 11% 10% 11% 13% 12%
20%

28% 32%
38% 41% 41% 37%

LHR Other

L A U N C H E D  9  N E W  P R O D U C T S  I N  5  M O D A L I T I E S  &  5 6 %  G R O W T H

2 . 2 . 2 0 1 6 Sapi e n t N i t r o  N E X T SUM M I T



• World class optimization framework 
allowing for predictive as opposed 
to responsive decision marketing

• Daily results transparency across 
internal and client teams enabled: 
– Powerful real insights to 

consumer spending trends and 
campaign performance
(previously only had spend and 
revenue results)

– Regression and attribution
analysis allowed us to see our 
optimal media mix, optimal 
creative timing, and optimal 
investment in markets

– The business was not seasonal as 
believed in the previous years – we 
leveraged data for more frequent 
campaigns/promotions with 
testing to determine the most 
productive offers

D R O V E  D A T A  D I S C I P L I N E  F O R  A D I V E R S I T Y O F  A P P L I C A T I O N S
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S H I F T E D  C H A N N E L  M I X  T O  T H E  D I G I T A L  O P P O R T U N I T Y

I N C R E A S E D  C H A N N E L  D I V E R S I T Y
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RADIO/TV, 62%

RADIO/TV, 78%

RADIO/TV, 81%

RADIO/TV, 90%

DIGITAL, 38%

DIGITAL, 22%

DIGITAL, 19%

DIGITAL, 10%

2016

2015

2014

2013



O U R  I M P A C T



D O U B L E - D I G I T  G R O W T H  F O R  A L L  K P I s
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2015 2014 2013

ASP

2015 2014 2013

COST PER LEAD

2015 2014 2013

COST PER NEW GUEST

64% 60% 67%

26% 33% 27%
9% 7% 6%

4Q 3Q 2Q

MODALITY
LHR CoolSculpting Other

2015 2014 2013

MEDIA ROI

2015 2014 2013

INVOICED SALES

2015 2014 2013

NEW GUESTS

2015 2014 2013

LEADS

49% -5% 41% -4% 46% -6% 48% 2%

-34% -2% -30% -4% -8% -5%

• 2015 concluded with 49% more leads than 2014, and 41% more 
New Guests. Media ROI is 48% stronger than 2014 because CPL is 
34% lower

• 2015 Invoiced Sales is 46% higher than 2014 and 15% higher 
than target. While hitting the LHR target of  $85MM, 
CoolSculpting has delivered 330x more than expected, and has 
grown quickly to contribute 26% of Invoiced Sales.
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T A K E  A W A Y S



M a r k e t e r s  a n d  c o n s u m e r s  a l i k e  a r e  
i n t e r e s t e d  i n  e n g a g i n g  i n  c o n v e r s a t i o n s ,  

t h o s e  t h a t  e n a b l e  t h e  e m o t i o n a l  
c o n n e c t i o n  t h a t  c r e a t e s  c u s t o m e r  a n d  

b r a n d  l o y a l t y  f o r  y e a r s  t o  c o m e



E N A B L E  H I G H  V A L U E  R E L A T I O N S H I P S  B E T W E E N  
M A R K E T E R S  &  C U S T O M E R S
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• Generic segmentation is useless to digital marketers, all clients have a CRM and some even First Party Cookies
• Leverage different data sources to deliver the custom messages, offers or dialogue that consumers are yearning to engage
• Enable marketers to develop a 360 view of customer and work with clients to perform attribution analysis and share data

COLLABORATE – MARKETING INTELLIGENCE ECOSYSTEM

BE THE FIRST OF YOUR KIND (PERFORMANCE DEALS)

• Penetrate the Customer Mindset - buying behaviors are not always seasonal or based on a pattern, they are always on
• Encourage real-time modifications to strategy allowing your customers to acquire and complete as many transactions as 

possible

ENABLE PIVOTING OF SPEND - OMNI-CHANNEL

• iHEART Performance Based Radio Deal
• Change in their traditional business model, change in assets bring to the table with lots of value add
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• Need the ability for significant retargeting in geographies via digital and radio
• Give marketers your insight the ads and messages that work best with you audiences on a local level 

HIGHLY TARGET GEOGRAPHIES



T H A N K  Y O U ,
Christopher G. Loughlin

E: cloughlin@sapient.com

M: +1.305.213.9066

Twitter: @cgloughlin


