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Angie’s List (ANGI) 
 

Consumer Pricing Strategy 

ANGI has generated a negative return (~15%) for its 

shareholder since it went public on 11/16/2011, 

whereas YELP has generated a shareholder return of 

approximately 300% since its IPO on 3/1/12.   

 

Which has been the better investment?  Why? 

 

At the end of the day, ANGI and YELP should 

basically operate from the same business model.  The 

only difference is the target market served by each 

organization.       

 

Essentially, YELP provides consumption advice on 

restaurants, bars and coffee establishments, whereas 

ANGI provides consumption advice for the home 

repair, yard maintenance, automobile restoration and 

health care segments of the market.  

 

Both ANGI and YELP generate the consumption 

advice through the consumer review: the membership 

experiences the consumption and then reviews the 

experience for the benefit of membership.   

 

Believe it or not, YELP actually encourages the 

consumer review with an effective consumer pricing 

strategy.  But ANGI discourages not only the consumer 

review but also membership by using a rather short-

sighted, parochial, consumer pricing strategy.        

 

Trying to empirically prove the managerial strategy, 

ANGI leadership should intuitively approach the 

market with a simplified, consumer pricing strategy.  

 

ANGI’s corporate objective: “to capture every 

consumer in a strategically targeted market!”   

 

Simple economics:  give away a membership to every 

consumer in the target market!  Provide an altruistic 

service to the consumer and build a market for the 

service provider – which creates shareholder value!       

The consumer review creates satisfaction in the 

market.  It produces an efficient feedback mechanism 

in the market, which reinforces the value of 

membership.  And by giving away the consumer 

membership, it maximizes the penetration into the 

target market.    

 

In an economic transaction, there is a consumer and 

there is a provider.  To create shareholder value, focus 

the corporate objective to “create the value from the 

consumer and monetize it to the service provider!” 

 

The tiered, consumer-membership, pricing strategy of 

ANGI limits the penetration into the target market, 

because each pricing tier presents an obstacle to market 

penetration.  Simple economics: price and demand.   

 

Which is more valuable to the service provider: 3 

million subscribing memberships or 30 million 

memberships – which represents the target market 

defined by ANGI in recent financial statements?  

 

In 2007, membership fees generated 47% of total 

revenue.  Currently, it only generates 25% of total 

revenue.  Since 2007, actual membership grew by 

~957%.  But membership revenue only grew by 

~505%, despite sales and marketing expense growing 

by more than 921%. However, during the same time 

period, service provider revenue grew by ~1366%.   

 

This illustrates valuation.  It’s the actual membership 

because it represents a market for the service provider.   

Give away the consumer membership and capture 

the value from the service provider!  The revenue 

lost from the consumer membership fee represents only 

a fraction of the value created for the service provider. 

 

The consumer review creates satisfaction in the market 

because it produces efficient feedback in the market.  

 

The ANGI corporate objective: “capture every 

consumer in the strategically targeted market!”   
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