ments under the header, “AFTER ... SUPER CI FAN LIVER”
The headline of the cover exclaims: “Undo Years of Damage

from Burgers. .. Booze... and Rx Drugs!”

A second concept was inspired by testi-
monials Anglade-Cole gathered in the
process of writing copy for the magalog. “Its
a new product, so I created my own focus
groups and had them do the cleanse,” she
recounts. “We got about a dozen great tes-
timonials that I could use for the package.”
One of those testimonials included a photo
of a woman making a disgusted face while
holding—in a gloved hand, of course—some
of the liver and kidney stones she expelled as
part of the cleanse. Using the same headline
as the first iteration, this second test cover
leatures the photo and its accompanying
testimonial along with a starburst call out:
“Heres PROOF It Works!” The cover also
references the “Real life healing stories
inside!” As Anglade-Cole explains, this was a
test to see, “what [would] happen when we
put the proof element on the cover.”
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To help keep this magalog fresh in the
future, copywriter Carline Anglade-Cole
gxplains that once a control cover has
been declared, the next tests will focus
more on format than creative. “We'll
take the strongest package and break it
down into a bookalog, about 52 pages
and digest-sized. That will keep the
package as fresh as possible so we have
two packages we can rotate, [and] we
can go back to the same lists quickly
without experiencing too much drop-off.
Once you know the copy is proven, you
want to get as much mileage out of it as
possible,” she says.

e O

with the prescriptions list, the Tylenol call-out would get their
attention,” reasons Anglade-Cole.

The only other aspect of each mailing
that changed [rom test to test was the back
cover, which was altered to match the
graphic look of the front. The copy of the
back cover, however, remained the same.

Rolling out in equal test quantities of
20,000 pieces each this past October, all
three covers performed very well, reports
Anglade-Cole. The prescription drug cover,
however, was the ultimate winner, with
response rates about 10 percent stronger
than the other two. At press time, a second
drop of the prescription drug cover had
been planned for the end of the year, along
with two more cover tests, possibly another
take on the testimonial concept and one
that would “really gross people out,” states
Anglade-Cole. If results of that test match
expectations, the prescription drug cover

| should see a large-scale rollout early in 2007.

—Tracy A. Gill



