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Angie’s List (ANGI) 
 

The Market Argument  

Has ANGI really recognized the value it’s created in 

the market?   

 

It struggles with profitability!  It dramatically under 

performs in the equity market!  And it’s getting sued 

by shareholders claiming management misled the 

investor by providing misleading statements to the 

market! 

 

Right or wrong?  At a minimum, it indicates confusion 

within the position of ANGI in the market!       

 

In any economic transaction, there is a consumer and 

there is a service provider.  Why sell the ANGI service 

to both parties of the same economic transaction?  

Invariably, it alienates one or the other party, making it 

harder to sell the ANGI service to either party.  

 

Selling the ANGI service to both parties reflects a very 

successful, local-market strategy.  But for a national or 

a global strategy, it becomes too complex to manage 

efficiently, because it frequently alienates one party or 

the other party, producing the market confusion. 

 

To create significant value for ANGI, thoroughly serve 

one side of the transaction, because it creates incredible 

value for the other side of the transaction.  Serve the 

consumer and sell the value to the service provider.  It 

offers the greatest, economic opportunity in the market.  

 

ANGI has laid an incredible foundation in the market.  

But the on-going struggle with profitability and the 

significant underperformance in the equity market and 

the recent litigation suggests (maybe) ANGI hasn’t 

recognized the value it’s created in the market!      

 

Consumer membership creates the value for ANGI, 

because it represents a potential market to the service 

provider.  And if it represents a potential market to the 

service provider, then economically, isn’t a larger 

market more valuable than a smaller market?   

ANGI should give away the membership to targeted 

consumers!  
 

The revenue lost from the consumer membership fee 

represents a minuscule fraction of the value created for 

the service provider by simply increasing and 

organizing the market for the service provider.   

 

ANGI should define the target market, require 

registration and secure valuable demographic data 

from membership, including credit information.  

Define the credit qualifications for both the consumer 

and the service provider, which further defines the 

target market.  Basically, build a market to monetize 

through advertising and electronic commerce.        

 

The consumer membership creates the value for the 

service provider because it represents a market to the 

service provider.  By giving away the membership to 

the targeted consumer, ANGI can create incredible 

value for the service provider.  And this makes it easier 

to sell ANGI to the service provider. 

 

Sustainable commerce can only be achieved by 

creating satisfaction between both the consumer and 

the service provider.  In this case, satisfaction can be 

created by offering meaningful, quantifiable reviews 

from the targeted, consumer membership of ANGI.   

 

To encourage the member review, which creates the 

value, ANGI needs to simplify the process of the 

member review, because the current process is very 

tedious.  To create a member review, ANGI requires 

the member to rate nine categories using five or six 

degrees of satisfaction.  Furthermore, the member has 

to address at least six additional categories or questions 

to finish the review.  Since the member review creates 

the value for ANGI, please consider the following 

modifications to creating the member review: 
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 Simplify the process – measure one variable to 

statistically rate the experience.   
 Rate the degree of satisfaction from the 

experience using a scale A – F 

 Simplify the process – provide one variable to 

describe the experience. 

 Simplify the process – use one variable 

(automatically entered) to measure a point in time. 

 

Simplifying the process encourages the member 

review, tightens the measurement parameters and 

provides the ability to statistically segment the data and 

stratify the market.   

 

For the service provider, it’s a direct connection to the 

consumer.  It’s the most efficient form of marketing, 

which makes it very valuable to the service provider, 

which makes it easier to sell ANGI in the market.    

 

Given the natural appeal of ANGI, the organization 

should be generating significant profitability and 

creating incredible value for the shareholders. 

 

ANGI has appreciated approximately 30% since its 

IPO on 11/16/2011, whereas YELP has appreciated 

approximately 500% since its IPO on 03/01/2012.  It’s 

basically the same type of business – just a different 

target market.  But which organization created 

significant value for the shareholder? 

 

ANGI hasn’t turned an annual profit since the first 

public filing of annual results in 2006.  How can an 

organization remain a going-concern if it can’t 

generate a sustainable profit from the service it 

provides to the market? 

 

ANGI has spent more on sales & marketing than it 

generated revenue in some periods.  Statistically, to 

determine a level of efficiency, use regression analysis 

to determine the relationship between sales & 

marketing expense and the generation of revenue.   

 

Compared to YELP, the statistical relationship for 

ANGI is significantly less efficient.  Trying to sell 

ANGI to both sides of an economic transaction creates 

confusion within the market.  And this confusion 

creates the inefficiency, making it harder to sell ANGI 

in the market.   

 

 

Although it reflects a very successful, local-market 

strategy, selling to both sides of the economic 

transaction frequently alienates one side or the other 

side, making it harder to sell ANGI in the market. It’s 

either the strategy or the execution of the strategy.   

 

If ANGI naturally appeals to the market – and it does – 

then selling ANGI to the market should be easier, more 

efficient.  But the operating results of ANGI suggest 

just the opposite. 

 

If ANGI slightly modified its position within the 

market, ANGI could generate significant shareholder 

value, even compared to YELP.  Please consider the 

following slight modifications:  

 Increase Consumer Membership 
o Build the Market 

 Create the Value from One 
 Sell It to the Other 

 Simplify the Process of the Member Review 
o One Variable to Statistically Rate the Experience 

o One Variable to Describe the Experience 

o One Variable to Measure a Point in Time 

 Control the Data Quality  
o Service Provider Choice 

 Locations & Licenses 

o Consumer Membership 
 Member Review 

 Make the Credit Decision 
o Further Define the Target Market 

 Consumer 

 Service Provider 

 Statistically Segment the Data 

o Stratify the Markets 

 Create the Value for the Service Provider 
o Increase the Size of the Market 

o Provide an Efficient Marketing Mechanism 
 Feedback from the Member Review  

 A Direct Connection to the Consumer    

 Provide the Environment 
o Conduct Sustainable Commerce 

 Consumer 

 Service Provider. 

 Encourage the Member Review 
o Create the satisfaction 

 Consumer 

 Service Provider 

 

As an investor, Capital Executive LLC recognizes the 

incredible value within ANGI.  Please fully consider 

the investment research: ANGI – The Market 

Argument.    

 

For more information about Capital Executive LLC, 

visit the website listed below.        
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