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How do you take a pair of jeans that feel like pajamas 
and sell them to millions of women? Collette 
Liantonio, founder and president of ConceptstV 
agency knows how.

ConceptsTV was founded in 1983 and has produced numerous Direct Response 
commercials and infomercials. It has won 70 awards with advertising legends, 
which include Ambervision Sunglasses, Topsy Tail, The Abdominizer, Contour Pillow 
and The George Foreman Grill. 

you’ve been in the business for 30 years, how did you 
first get started? 
I have an M.A. from NYU in directing. Creativity isn’t limited to films or theatre. 
Creating visual images that motivate in minutes is a thrilling task. After years 
of teaching high school and freelance brochure writing, I was asked to create a 
commercial for “The Bug Zapper.” It was a huge hit and I was hooked! 

how have direct response (dr) commercials and 
infomercials changed over those years? 
No more “yell and sell.” DRTV is a mainstream-respected educational genre. In 
our dramatic, “act now” culture, my metaphors for the masses have an impact. It 
is a medium whose time has come.

Can you briefly tell me the difference between a 
direct response commercial and an infomercial, or are 
they essentially the same? 
A DR commercial lasts 2 minutes, an infomercial lasts 28:30. Short Form is 
appropriate for low price points or lead generators. Long Form lends itself to 
testimonial driven, intellectual properties. 

i remember commercials for Topsy Tail, the george 
Foreman grill, and The Bedazzler, and of course 
pajama Jeans—all of which are produced by your 
company. what’s the secret to getting inside a 
consumer’s head, and staying there? 
A dramatic demonstration…the ah-hah moment! I get up close and personal with 
every visual and make sure the commercials are a sensory experience.

There seems to be a formula to great infomercials 
and direct response commercials. what makes for a 
great commercial? 

The “formula” is a problem-then-solution point of view. A great commercial 
educates and excites just as a great salesman would. There’s a compelling 
demonstration that proves the usefulness of the product, along with a visual 
intimacy that translates without words. It’s important to keep a balance between 
slice-of-life moments and extreme close ups that allow one to experience a product. 

everyone’s using social media to market new 
products, do you incorporate new technology into 
your advertising approach? or do you stick with the 
TV spots? 
TV drives Web sales. It drives retail sales. It drives social media. It’s the primary 
medium. After developing the appetite from a TV commercial, the purchaser visits 
the URL and our commercials stream there as well for repeated viewings. 

i’m sure not every product is an “easy sell”. in 
those cases, how do you go about producing the 
commercial?
If it’s not visually compelling, testimonials can endorse the product. Animation is 
a powerful tool, too. One of my funniest commercials was “The Potty Putter”—
yes, that’s a product that lets you practice putting while sitting on the toilet. The 
bathroom can be off-limits if not approached creatively. 

i think of direct response commercials and 
infomercials as an advertising channel separate from 
“madison ave. advertising”. would you agree? 
Infomercials and DRTV are self-supporting, instantly generating revenue. We 
create a brand through repetition and action. In 60 seconds, the consumer takes 
out his wallet and orders the product. Madison Avenue creates an image—action 
is not immediate.

if you had to pick just one, what’s your all-time 
favorite infomercial you worked on? 
In short form, perhaps “The Bedazzler” because it has been enjoyed by so many 
girls and women over the decades. 

In long form, “The Smart Mop”. The one moment we swing the disgusting dirt 
laden mop over the audience heads and they recoil in horror…yet not a drop spills 
on anyone…that is the memorizing magic moment that thrills. If you can enthrall 
an audience for 30 minutes watching a mop in action, that’s cool! 

But wait there’s more! I also loved the Amish Heat Surge Fireplace-working in a 
barn with Amish craftsmen was so interesting and it was really gratifying to bring 
such a great money-saving product to America. n


