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Angie’s List (ANGI) 
 

The Consumer Pricing Strategy 

Give away the membership to the consumer!  The real 

value in the market resides in the consumer membership 

– not the consumer membership fee!   

 

If the ANGI target market is 28 million, then ANGI 

needs to serve the entire target market to maximize the 

value of ANGI in the market. By serving the entire 

target market, ANGI can offer a significantly, larger 

market to the service provider.  The larger the market, 

the greater the value, the easier the sale.    

 

To illustrate the theoretical value of serving the entire 

target market, statistically analyze the ANGI operating 

data from 2007 thru 2013.  A simple regression analysis 

using the target market penetration rate as the 

independent variable (x) and total revenue as the 

dependent variable (y) produced an R-squared of ~.987.  

This indicates a very strong and efficient relationship 

between the variables.     

 

 
 

The preceding chart illustrates the statistically predicted 

revenue (black dots). It lines up really well with the 

actual revenue generated by ANGI (solid line).   The 

statistical strength between these variables creates a 

reasonable argument to extrapolate the operating 

relationship as a way to calculate the theoretical value of 

ANGI serving the entire target market.   

 

 

The preceding chart illustrates the statistical prediction 

of serving the entire target market: approximately $3.0B 

in annual revenue.  Actually, the statistically predicted 

revenue is much greater because the historical, operating 

data (from which the formula was built) doesn’t even 

consider the potential of ecommerce, which is a fairly 

recent opportunity in the market.  This potential alone 

could shift up the entire demand curve (annual revenue) 

– perhaps significantly.     

    

The goal is to serve the people (the consumer).  Build 

the largest market for the service provider by 

maximizing the number of consumer memberships.  

Simply, replace the consumer membership fee with an 

ecommerce transaction fee and a business development 

fee to the service provider. This type of pricing strategy 

reinforces itself in the market. 

 

Whereas the ANGI consumer pricing strategy has 

created significant inefficiencies within the organization, 

because the marginal cost of selling a consumer 

membership is unsustainable.  To illustrate, since 2011, 

for every $1 recognized as a marketing expense ANGI 

has only realized $.65 in membership revenue.     

 

By definition, this is an inefficient allocation of capital.  

And to statistically illustrate this, a simple regression 

analysis on the ANGI operating data using marketing 

expense as the independent variable (x) and membership 
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revenue as the dependent variable (y) produced an R 

Square of ~.24.  This indicates a very weak and 

inefficient relationship between the variables.        

 

On the other hand, for every $1 recognized as a selling 

expense ANGI has realized $1.92 in service provider 

revenue since 2011, which is a very productive 

allocation of capital.  To statistically illustrate this, a 

simple regression analysis using the ANGI selling 

expense as the independent variable (x) and service 

provider revenue as the dependent variable (y) produced 

an R Square of ~.989, which indicates a very strong and 

efficient relationship between the variables.    

 

Given the current stage of business and market 

development, ANGI should give away the consumer 

membership and reallocate the marketing expense to a 

selling expense.  ANGI should concentrate on selling the 

value of the market to the service provider.  The larger 

the market, the greater the value, the easier the sale.  The 

revenue potential from such a reallocation represents the 

difference between generating a profit – or a loss.      

 

 
 

Granted, it’s only a statistical prediction.  But according 

to the established operating relationships within ANGI, 

if it reallocated $46 million of the marketing expense to 

a selling expense, ANGI would generate $96 million of 

incremental revenue.  According to the results generated 

in 2013, this incremental revenue would cover the 

operating loss of $31M as well as the lost membership 

revenue of $65M.  In other words, it could breakeven! 

 

Actually, the revenue potential from this type of 

marketing expense reallocation is even greater than the 

preceding illustration – because the incremental revenue 

formula was statistically derived under a consumer 

pricing strategy that created significant impediments to 

the growth of the consumer membership.  It did not 

maximize the number of consumer memberships!   

 

Loosen the membership constraint by giving away the 

consumer membership.  This will significantly increase 

the consumer membership.  And the larger the consumer 

membership, the greater the value for the service 

provider, creating significant shareholder value!   

 

Please consider this shareholder proposal, because it 

aligns corporate strategy and creates a significant 

synergy within the organization.  Increasing the size of 

the market for the service provider makes it easier to sell 

the value of the market to the service provider.   

 

The proposed corporate strategy essentially reinforces 

both segments of the market.  And this reinforcement 

creates the synergy within the organization, generating 

the capitalization from both segments of the market.    

 

The proposed consumer pricing strategy effectively 

eliminates the biggest impediment to the growth of the 

consumer membership within ANGI.   

 

For a more detailed analysis on ANGI, please visit the 

Capital Executive LLC website (Publications/ANGI). 

 

Sincerely, 

Ken Copley 

Capital Executive LLC 
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