Tap Into the Skepticism
of Your Market

orking on vitamin
product promotions

can be challenging.

Your prospects are
bombarded with new healing
breakthroughs, huge promises
and over-the-top health claims.
The product doesn’t change
much. Ingredients are the same
and research breakthroughs
don’t happen nearly fast enough
to fuel the copywriter with great
ideas. So what do you do when
you're going up against a long-
standing control for a mature
product on vision health?

Sandy Haynes, executive
marketing director at Healthy
Directions, a Potomac, Md.-based
newsletter publisher and provider
ol physician-branded nutritional
supplements, hired me to write a
new package for Dr. Julian Whitaker’s
Vision Essentials. According to
Haynes, the previous control was a
very strong “meat and potatoes” pack-
age. It focused on the positive elfects
of maintaining healthy eyes. Also, the
control consistently produced a high
average order in sales.

As most seasoned copywriters know,
you can take several approaches to beat-
ing a control. One is to tackle the copy
head-to-head and hope your position-
ing, arguments and words are strong
enough to beat it. Another is to take an
entirely different road—a contrarian
approach to startle the reader into
action. Since in my opinion, the control
package was well-written and covered
the argument of maintaining healthy
eyes very well, I opted for the latter.
The result was a 9%¢" x 107", 24-page
magalog that handily beat the
control and has been effective
in the mail for more than a year.
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An attention-grabbing,

contrarian headline helped this Healthy
Directions magalog become a control (bottom),
and slight cover tweaks have kept it in the
winner’s circle for more than a year (top).

Attacking the Star
Ingredients

From the marketing research pro-
vided to me by Healthy Directions, it
was clear that the market already was
familiar with the key vision nutrients
in this product, bilberry and lutein.
Research also showed its customers
had tried numerous vision supple-
ments in the past. So, why would they
wanl Lo try Vision Essentials? They
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needed a clear-cut, compelling rea-
son—and even permission—to try or
retry this product.

Also challenging were the restric-
tions on claims that could be made
about vision supplements. Imagine
writing about an eye health product

and not being able to claim it
helps prevent blindness or even
helps improve vision!

My strategy was Lo sidestep
the claims problem by attacking
bilberry and lutein, the star ingre-
dients in the formulation. This was
| definitely a contrarian approach at
the time because most vision prod-

/ uct competitors were boasting about
bilberry and lutein in their formulas.

J But T kept putting mysell in pros-
pects’ shoes and asking, “So what?”

They're hearing these claims from

| everyone. All these vision promo-
; tions keep promising to help them
/ get healthy eyes. But the fact is, not

all of the vision supplements work,
and even the best products are not
going to treat or cure everyone. So
there’s a huge chunk of the client’s
marketplace that has tried vision
products and experienced virtually no
significant improvement in eye health.
Since there was no doubt I was talk-
ing to a niche market, I came up with a
headline that mentions bilberry and
lutein specifically, then put a twist on it:

The New Vision Supplement
Scam:

Why Lutein and Bilberry
DON'T WORK

[ think the headline immediately
connected with skeptics: “Aha, T knew
it! Thats why my eyes didn't get better.”

The headline also catches the
attention of the curious: “It
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