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H A R R Y ' S
P E R S O N A L  C A R E  ( M E N ' S )

Uses  the words
"r isk- f ree . "

Emphasizes  benef i t
of  subscr ipt ion "get
ref i l l s  del ivered to
your  door  on your
schedule . "
 
Shows consumer
freedom by saying
"cancel  anyt ime. "



D O L L A R  S H A V E  C L U B

P E R S O N A L  C A R E  ( M E N ' S )

Use the words  "No 
commitment"  

Emphasizes  the 
" f ree  gi f t  with 
purchase"

Tip :  Us ing a  v ideo 
highl ights  many of  
the problems this  
product  solves ,  
whi le  the ad i tsel f  
h ighl ights  the 
subscr ipt ion opt ion.



D O L L A R  S H A V E  C L U B

P E R S O N A L  C A R E  ( M E N ' S )

Uses  the word 
"member"  to  
create  a  sense of   
exclus iv i ty

Discount  of  more 
than 60% when 
subscr ibing

Expl ic i t ly  
mentions  
subscr ipt ion

Tip :  Don't  be 
afra id  to  push 
the subscr ipt ion !



D O L L A R  S H A V E  C L U B

P E R S O N A L  C A R E  ( M E N ' S )

Uses  the word 
"member"  to  
create  a  sense of   
exclus iv i ty

Discount  of  more 
than 60% when 
subscr ibing

Expl ic i t ly  
mentions  
subscr ipt ion



Highl ights  a  sore  
spot  for  consumers  

Seeks  to  solve  the 
problem

Emphasize  
"stra ight  to  your  
door"  and "every  
month. "

Highl ights  the 
benef i t  of  a  
subscr ipt ion what  
you' l l  get  r id  of  
(mess  and stress) .

Expl ic i t ly  says  
subscr ipt ion

L O L A
P E R S O N A L  C A R E  ( W O M E N ' S )



L O L A
Seeks  to  re late  to  
emotions  of  
consumer ( last  
minute tampon 
runs)

Emphasize  
"monthly  
subscr ipt ion"  

Emphasize  
convenience with 
"del ivered r ight  to  
your  door"  

Value proposit ion 
(organic  cotton)  

P E R S O N A L  C A R E  ( W O M E N ' S )



L O L A
Comparison to  a  
t rend (ghost ing)

Emphasizes  
"subscr ibe"  

Value proposit ion of  
100% organic

Highl ights  
convenience 
"del ivered to  your  
door"

Uses  "subscr ibe and 
save"

P E R S O N A L  C A R E  ( W O M E N ' S )



L O L A
Emphasize  
"subscr ibe"  

Emphasizes  
convenience 
"stra ight  to  your  
door ,  r ight  when you 
need them" 

Gold star  for  
emphasiz ing a  
subscr ipt ion that
you can "customize ,  
pause ,  or  sk ip"  

P E R S O N A L  C A R E  ( W O M E N ' S )



Mentions  
convenience of  a  
subscr ipt ion 
"del ivered on t ime,  
every  t ime. "

L O L A
P E R S O N A L  C A R E  ( W O M E N ' S )

"Save With 
Subscr ipt ion"

Highl ights  being able  
to  pause subscr ipt ion ,  
but  doesn't  suggest  
cancel ing  

Alludes  to  
value of  a  
bundle



Relates  to  pain point  
of  customer "say  bye 
to  i r r i tat ion . "

Social  proof  with 
" internet 's  favor i te  
razor , "  " 10 ,00 people  
switched, "  and 
"Award-Winning 
Razor . "  

Of fer  of  f ree  
shipping always .  

 

B I L L I E
P E R S O N A L  C A R E  ( W O M E N ' S )



Comes with a  f ree  
magnet ic  holder .

Relates  to  a  
common pain point  
of  the consumer 
(ending up in  a  
shower  puddle)

Social  proof  of  
"Award-Winning 
Razor . "  

B I L L I E
P E R S O N A L  C A R E  ( W O M E N ' S )



Offer  of  "$38 per  
month"  or  $1 .30 per  
day"  shows regular  
use .  

Guarantee -   "3  
month happiness  
guarantee . "

Social  proof  with 
"Loved By 
Buzzfeed. . . "

Of fer  "Get  1  Month 
Free with 3  Month 
Starter  Pack

E L I X  H E A L I N G
P E R S O N A L  C A R E  ( W O M E N ' S )



W I L D
Highl ights  value 
proposit ion .  

Emphasizes  the 
convenience of  a  
subscr ipt ion 
( "stra ight  to  your  
door ,  as  and when 
you need i t " )

P E R S O N A L  C A R E  ( G E N E R A L )



Highl ights  value 
proposit ion

Starts  with 
"subscr ibe and 
save 20%"

I t  a lso  shows how you 
can manage your  order  
in  your  account  
portal /page 

WI LD
P E R S O N A L  C A R E  ( G E N E R A L )



L UME
Uses  a  customer 
rev iew.

"Cla im your  starter  
pack"  a l ludes  to  
cont inued use .

Gives  more socia l  
proof  by  mentioning 
al l  the rev iews

P E R S O N A L  C A R E  ( G E N E R A L )



L UME
Very  s imi lar  to  other  
ad .

Uses  a  customer 
rev iew for  socia l  
proof .  

"Cla im your  starter  
pack"  a l ludes  to  
cont inued use .

Gives  more socia l  
proof  by  mentioning 
al l  the rev iews .

P E R S O N A L  C A R E  ( G E N E R A L )



NAT I V E
"L imited t ime only"  
creates  a  sense of  
urgency .  

"Stock up now" 
promotes  a  higher  
AOV 

Overal l ,  promotes  
bundl ing and buying 
more with a  sense of  
urgency .  

P E R S O N A L  C A R E  ( G E N E R A L )



NAT I V E
Demonstrates  their  
unique value 
proposit ion

Shows the impact  in  
a  s imple  way .  

Free shipping of fer .  

P E R S O N A L  C A R E  ( G E N E R A L )



NAT I V E
Social  proof

P E R S O N A L  C A R E  ( G E N E R A L )

Free shipping 
of fer  with
minimum 
amount  to  
spend

Mentions  value 
proposit ion 
f i rst  thing.



SCENTB I RD
Displays  value ,  "over  
600 f ragrances  for  
16 .95/mo."

Impl ies  exclus iv i ty  
with "access  to  the 
designer  world"

Expl ic i t ly  i s  a  
subscr ipt ion

P E R S O N A L  C A R E  ( G E N E R A L )



SCENTB I RD
Displays  value with 
"over  600 f ragrances  
for  $16 .95/mo"

Strong of fer  of  50% 
of f  your  f i rst  month.

Uses  s imple  
comparison to  re late  
to  target  audience.  

"Date  perfumes 
before  marry ing 
them."

P E R S O N A L  C A R E  ( G E N E R A L )



SCENTB I RD
Strong of fer  of  50% 
of f  your  f i rst  month.  

"F i rst  month"  a l ludes  
to  the subscr ipt ion.

Ut i l izes  v ideo!

P E R S O N A L  C A R E  ( G E N E R A L )



SCENTB I RD
30 day supply  
a l ludes  to  dai ly  use .

Strong of fer  of  50% 
of f  your  f i rst  month.

Uses  a  s imple 
comparison to  speak 
to  target  audience.  

Displays  value with 
"over  600 
f ragrances . "

P E R S O N A L  C A R E  ( G E N E R A L )



SCENTB I RD
Displays  value ,  "over  
700 designer  
f ragrances . "  

Could have made 
50% off  your  f i rst  
month of fer  b igger .  

"Cancel  Any T ime"  
g ives  customer 
reassurance ,  but  i t ' s  
better  to  say  things  
l ike  "customize i t  to  
your  needs on your  
schedule . "  

 

P E R S O N A L  C A R E  ( G E N E R A L )

Gives another reason you 
might buy- Gift Subscription.



B I T E
Shows value
proposit ion with 
"c lean products ,  
f rom ingredients  to  
packaging. "  

Gives  an of fer  of  
20% off .

Uses  the word 
"habits"  a l ludes  to  
cont inued regular  
use .  

P E R S O N A L  C A R E  ( G E N E R A L )



B I T E
Too big  of  block of  
text .  

"Happier  and more 
sat is f ied once you 
st ick  with i t , "  
promotes  cont inued 
use of  product .

"The Choice is  Yours"  
g ives  customer 
sense of  f reedom.  

Subscr ibe and save 
33% of fer .  

P E R S O N A L  C A R E  ( G E N E R A L )



B I T E
Displays  subscr ipt ion 
of fer  of  $8/month

Highl ights  var ious  
value proposit ions .

S imple ad with a  lot  
to  of fer .

P E R S O N A L  C A R E  ( G E N E R A L )



B I T E
"This  month only"  
creates  urgency .

Offer  of  20% off .  

Too big  of  block of  
text .  

Discuss ing habits  
re inforces  cont inued 
and dai ly  use  of  the 
product .  

Subscr ibe and save 
of fer  of  33%.  

P E R S O N A L  C A R E  ( G E N E R A L )



B I T E

"Your  dai ly  plast ic-  
f ree  rout ine"  a l ludes  
to  dai ly ,  cont inued 
use of  product .  

P E R S O N A L  C A R E  ( G E N E R A L )

"Save with Hol iday 
Bundles"  i s  t imely  
and promotes  a  
higher  AOV.

Highl ights  the 
var ious  value 
proposit ions .  



D A I L Y  H A R V E S T
Strong of fer  ($30 of f  
f i rst  box)  

Emphasizes  
convenience and 
benef i t  (del ivered 
and ready in  
minutes)

Creates  FOMO with 
l imited t ime of fer

F O O D



Displays  
customizat ion

Cruise  control  
indicates  
convenience

D A I L Y  H A R V E S T
Emphasizes  
"Del ivered 
stra ight  to  your  
door"

F O O D

Benef i ts  
emphasized



H U E L  
Emphasizes  the cost  
per  serv ing rather  
than the overal l  
pr ice

Comparison to  
another  product  
further  displays  i ts  
value .  

Displays  value 
proposit ion

Free gi f t  for  new 
customers

F O O D



T H R I V E  M A R K E T  
Emphasizes  
subscr ibe and save .

Uses  customer proof  
and al ludes  to  
community  (over  1M 
members) .

Highl ights  a  speci f ic  
product  for  target  
audience.  

Includes  value 
proposit ion

F O O D



T H R I V E  M A R K E T  
Value proposit ion 
mentioned f i rst  
thing.  

Has  an of fer  that  
includes  " f ree  
grocer ies . "  

Emphasizes  jo ining 
for  only  $5  a  month.  

FOOD



T H R I V E  M A R K E T  
Value proposit ion is  
mentioned f i rst  
thing.  

Of fer  of  a  f ree  gi f t  
when you jo in

Offer  of  f ree  gi f t  
emphasized further .  

FOOD



K A ' C H A V A   
Highl ights  value 
proposit ion f i rst
thing,  including 
convenience of  
product .   

Emphasizes  
"Subscr ibe and Save"

Focuses  on how 
much you save 
rather  than how 
much you spend.

Re-emphasizes  
subscr ibe and save 
of fer .   

FOOD



K A ' C H A V A   
"Dai ly  superblend"  
encourages  regular  
use .  

Consistent ly  uses  
"your"  to  be direct  to  
target  audience.  

CTA with try ing r isk  
f ree  gives  the 
impress ion  they have 
nothing to  lose .  

I l lustrates  convenience 
of  gett ing "dozens of  
health products  in  
one. "  

Image emphasizes  how 
many products  you get  
in  one.   

FOOD



K A ' C H A V A   
Uses  UGC that
highl ights  cont inued 
benef i t  of  product  
usage.

Adds strong socia l  
proof  by  referencing 
f ive-star  rev iews .  

FOOD



M I S F I T S  M A R K E T
Immediately  begins  
with how of fer  
benef i ts  you.  

Offer  of  a  smal l  
percentage of f  your  
f i rst  #  of  orders .  This
keeps them around 
longer  than i f  you 
had just  g iven the 
of fer  for  one month.

Deadl ine of  1 / 16  
creates  a  sense of  
urgency .    

FOOD



M I S F I T S  M A R K E T
Emphasizes  
community  before  a  
purchase .  

Further  emphasizes  
value of  
membership .  

Comparison to  
competitors .  

CTA that  re lates  to  
pain point  of  target  
audience.    

FOOD



M I S F I T S  M A R K E T
Emphasizes  value 
proposit ion f rom the 
beginning.  

"Weekly"  and 
"stra ight  to  your  
door"  show 
convenience in  
subscr ipt ion.  

P icture  displays  
what  you could get  
and how much you 
could get .  

FOOD



M I S F I T S  M A R K E T
Emphasizes  
convenience by 
saying "stra ight  to  
your  door . "  

Displays  var ious  
value proposit ions

Mentions  
comparison to  
competitors .  

Restates  value 
proposit ion .  

FOOD



M I S F I T S  M A R K E T

Emphasizes  
convenience by 
saying "del ivered to  
your  door"  

FOOD

Value proposit ion 
compared to  
competitors .  

Highl ights  
var ious  value 
proposit ions



F A R M  F R E S H  T O  Y O U
Adject ives  are  of f  
the wal l  and match 
the colorful  p icture .  

Of fer  of  $10 of f  your  
f i rst  four  boxes .  A  
spread out  of fer  
keeps subscr ibers  
around longer .  

Value proposit ion 
reaf f i rmed.  

FOOD



F A R M  F R E S H  T O  Y O U
Uti l izes  UGC that  
mentions  the value 
of  a  subscr ipt ion as  
wel l  as  cont inuing 
your  subscr ipt ion by  
saying they 've  been 
us ing i t  for  3  
months .

Highl ights  the 
abi l i ty  to  ful ly  
customize your  box .  

Of fer  of  $10 of f  your  
f i rst  4  boxes  keep 
subscr ibers  around 
longer .  

FOOD



F A R M  F R E S H  T O  Y O U
Uses  UGC to  
highl ight  value 
proposit ion .  

"Right  now" creates  
a  sense of  urgency .  

Of fer  of  $10 over  
f i rst  4  boxes  keeps 
subscr ibers  around 
longer .  

P icture  shows 
br ight ,  color ful  
produce.  

FOOD



G O O D  E G G S
Contrast  of  the 
picture  to  draw 
v iewers  attent ion.  

T imely  value 
proposit ion with i t  
being cold season at  
the t ime of  ad .  

"Easy  pr ior i ty"  a l lude 
to  convenience of  
product .  

FOOD



G O O D  E G G S
Strong adject ives .

Value proposit ion 
mentioned mult iple  
t imes

"100% stress  f ree  
meals"  re lates  to  
pain point  of  
customer

References  opt ions  
to  show f lex ibi l i ty  
and customizat ion.  

FOOD



B U T C H E R  B O X
Their  of fer  i s  
mentioned 
f i rst  thing.

FOOD

Membership 
gives  a  sense of  
exclus iv i ty

Never  run out  of  
wings  shows the 
value of  a  
subscr ipt ion 

Highl ights  the 
of fer  when 
subscr ibing 
again .  



B U T C H E R  B O X
Uses  a  rev iew.

Del ivered to  your  
door  displays  
convenience.  

Of fer  of  f ree  gi f t  
with f i rst  box .  

Image highl ights  the 
value proposit ion of  
"Better  food for  
you. "  

"What  wi l l  you 
choose"  shows 
customizat ion

FOOD



B U T C H E R  B O X

Every  aspect  of  the 
ad emphasizes  the 
of fer  of  f ree  wings  
for  l i fe .  

FOOD



O A T S  O V E R N I G H T
"Complete  Grab-  
and-Go"  highl ights  
convenience.  

Mentions  value 
proposit ion .  

Of fer  of  f ree  shaker  
with f i rst  order .  

Socia l  proof  us ing 
rev iews as  wel l  as  
creat iv i ty  in  
" tastemonials"  

"Bui ld  your  own box"  
shows 
personal izat ion .  

FOOD



N E S P R E S S O  
Emphasizes  what  
makes  them 
di f ferent .  

Of fer  of  f ree  
shipping and f ree  
samples .

S imple brand image.

Reemphasizes  both 
the of fer  and what  
sets  them apart  
again .  

B EV ERAGE



NESPRE S SO  
Strong copy us ing 
the word "you. "  

Shows how easy  i t  i s  
with "25-second 
heat  up. "  

Highl ights  var ious  
value proposit ions .

Emphasizes  
f lex ibi l i ty  and 
convenience of  
subscr ipt ion

B EV ERAGE



TRADE
Highl ights  why they 
are  di f ferent .  

Of fer  of  f ree  bag 
with a  one-month 
tr ia l .  

Image emphasizes  
the of fer .  

Further  emphasizes  
of fer  of  subscr ibing 
and gett ing f ree  
cof fee .  

B EV ERAGE



TRADE
Seeks  re levant  
audience with " for  
any cof fee  lover . "  

Of fer  of  $25 of f  and 
f ree  shipping.  

Image further  
displays  var ious  
cof fee  brands " for  
any cof fee  lover . "  

CTA of  t ry ing better  
cof fee .  

B EV ERAGE



TRADE
Value proposit ion of  
subscr ipt ion with  
"best  craft  cof fee . "

Highl ights  the 
convenience of  a  
subscr ipt ion with 
" f lex ible ,  f resh 
del ivery . "  

Of fer  of  t ry ing better  
cof fee  for  30 days .  

CTA reemphasizes  
t ry ing 1  month of  
better  cof fee .  

B EV ERAGE



TRADE
Strong of fer  of  50% 
of f  with f ree  
shipping forever .  

Saying when of fer  
ends creates  a  sense 
of  urgency .  

Image displays  value 
proposit ion of  being 
eco-fr iendly .  

CTA includes  the 
of fer  to  further  
motivate  audience 
to  buy .  

B EV ERAGE



TRADE
Offer  of  25% 
of f  and f ree  
shipping.

B EV ERAGE

Mentions  
customizat ion 
and 
personal izat ion

Shows the 
convenience 
of  a  
subscr ipt ion

Reemphasizes  
the of fer .

A  fun quiz  to  
get  more
people  to  the 
website .  



TRADE
Very  s imple .  

Shows a  var iety  of  
brands/opt ions .  

Expl ic i t ly  says  
subscr ipt ion.

B EV ERAGE



I L L Y
Expl ic i t ly  says  
subscr ipt ion.  

Shows 
personal izat ion .  

Reaff i rms 
customizat ion.  

Highl ights  
convenience of  
subscr ipt ion.

Even the CTA is  
"Subscr ibe . "

B EV ERAGE



I L L Y
Shows opt ions .

Expl ic i t ly  says  
subscr ipt ion.

Highl ights  
customizat ion.  

Reemphasizes  
customizat ion.  

B EV ERAGE



I L L Y
This  one is  a l l  
about  
subscr ipt ion 
f lex ibi l i ty .

Expl ic i t ly  
mentioning the 
abi l i ty  to  pause 
your  subscr ipt ion 
with just  one 
c l ick .  

B EV ERAGE



R Y Z E  S U P E R F O O D S
Starts  with the 
benef i ts  of  the 
product

B EV ERAGE

Highl ights  value 
proposit ion of  fast  
del ivery

"Morning rout ine"  
a l ludes  to  dai ly  use  

Mentions  
test imonials

Relates  to  pain 
point  of  target  
audience



S K I N N Y  F I T   
"LAST DAY"  creates  a  
sense of  urgency .  

Emphasizes  t ry ing a  
product  over  a  
per iod of  t ime rather  
than once.

Results  are  
guaranteed or  
money back .  

Strong of fer  with 
BOGO and f ree  gi f t .  

SUPP L EMENTS



S K I N N Y  F I T   
"TODAY ONLY"  
creates  a  sense of  
urgency .  

Socia l  proof  with #1  
col lagen.  

Plus ,  i t  mentions  
"your  f i rst  order"  
which al ludes  to  
mult iple  orders  or  a  
subscr ipt ion 

The of fer  of  50% of f  
and f ree  gi f t .  

SUPP L EMENTS



A T H L E T I C  G R E E N S
"Dai ly  scope"  
promotes  regular ,  
consistent  use .  

"Fastest  and eas iest"  
shows convenience 
and re lates  to  a  
customer pain point   
( lack of  t ime) .  

Value proposit ion of  
h igh-qual i ty  
nutr i t ion .  

SUPP L EMENTS



A T H L E T I C  G R E E N S
Expl ic i t ly  mentions  
subscr ibing.  

Powerful  of fer  that  
comes with a  f ree  1 -  
year  supply  of  
another  product

Skip or  cancel  
anyt ime shows the 
f reedom the 
consumer has .  

"Don't  miss . . . "  
creates  FOMO.  

SUPP L EMENTS



A T H L E T I C  G R E E N S
"Just  1  scoop"  
appeals  to  target  
audience desi res  of  
convenience and 
s impl ic i ty .

Displays  value 
proposit ion of  
replacing mult iple  
products  with one.   

Us ing the word habit  
promotes  regular  
use .  

S U P P L E M E N T S



A T H L E T I C  G R E E N S
Highl ights  benef i t  
f i rst  thing (good 
health) .  

Al ludes  to  
convenience and 
s impl ic i ty  by  saying 
the var ious  things  
that  are  a l l  in  one.  

"Dai ly"  and "habit "  
reference the 
consistent ,  dai ly  use .  

Highl ights  a  bundle  
to  dr ive  a  higher  
AOV.  

Offer  of  a  Free 1 -year  
supply .  

S U P P L E M E N T S



A T H L E T I C  G R E E N S

75 in  1  convenient  
serv ing shows value ,  
convenience ,  and 
s impl ic i ty .

S U P P L E M E N T S

Dai ly  serv ing 
promotes  
regular  use .

Higher  standard 
al ludes  to  value and 
seeks  to  set  them 
apart  f rom other  
brands .  



F O R C E  O F  N A T U R E
Offer  of  40% off .  

Highl ights  value 
proposit ion .  

Uses  strong 
language to  
re inforce 
benef i t /value of  
product .  

Creates  urgency 
with l imited edit ion 
hol iday bundle .  

H O U S E H O L D  P R O D U C T S



G R O V E
Creates  urgency 
with " l imited t ime 
of fer . "  

Of fer  of  a  f ree  
starter  set .  

" 1st  Grove purchase"   
and "starter  set"  
imply  recurr ing 
purchases .  

H O U S E H O L D  P R O D U C T S



GROVE
Limited t ime of fer  
creates  urgency .  

Of fer  of  $10 of f  your  
next  order .  

Highl ights  value 
proposit ion .  

Image further  
highl ights  value 
proposit ion and 
of fer  of  $10 of f .  

H O U S E H O L D  P R O D U C T S



PURA
Offer  i s  f i rst  thing of  
25% of f .  

"Seasonal  
f ragrances , "  
" l imited-t ime of fer , "  
and "Last  Chance"  
creates  a  sense of  
urgency .

CTA has  a  further  
of fer  of  f ree  
shipping.  

H O U S E H O L D  P R O D U C T S



PURA
Offer  of  a  f ree  
di f fuser .  

Creates  urgency 
with " l imited 
devices  avai lable . "  

CTA has  of fer  of  f ree  
di f fuser  and f ree  
shipping.

H O U S E H O L D  P R O D U C T S



PURA
Very  s imple .  

Main focus  is  the 
of fer  of  30% of f .  

Expl ic i t ly  says  
"subscr ipt ions . "  

CTA includes  of fer  of  
30% of f  but  a lso  
of fer  of  f ree  pr ior i ty  
shipping.  

H O U S E H O L D  P R O D U C T S



PURA
Starts  with of fer  of  
50% of f  subscr ipt ion 
k it .

Creates  urgency by  
saying they go fast .

Both images further  
highl ight  the of fer  
as  wel l  as  f ree  
shipping.  

H O U S E H O L D  P R O D U C T S



P U R A
Offer  of  30% 
of f  when you 
subscr ibe .  

H O U S E H O L D  P R O D U C T S

Value proposit ion 
of  being able  to  
customize f rom 
your  phone.  

Socia l  proof  of  
"World 's  #1  
Fragrance Di f fuser . "  



W H O  G I V E S  A  C R A P
Shows why they are  
di f ferent  r ight  of f  
the bat .  

CTA of  stocking up 
to  dr ive  a  higher  
AOV.  

Including the opt ion 
to  subscr ibe and 
save .  

Shows convenience 
with " to i let  paper  
del ivered. "  

H O U S E H O L D  P R O D U C T S



W H O  G I V E S  A  C R A P
Starts  of f  with the 
value proposit ion .  

Uses  the word "you. "

Gives  socia l  proof  by  
saying "based on 
60,000 post  
purchase surveys . "  

Of fer  of  20% your  
f i rst  order  i s  r ight  
next  to  CTA button 
of  "Shop now."  

H O U S E H O L D  P R O D U C T S



W H O  G I V E S  A  C R A P
Mentions  what  makes  
them di f ferent  "eco-  
f r iendly  to i let  paper . "  

Expl ic i t ly  says  the 
subscr ipt ion is  easy  and 
f lex ible .  

Of fer  of  20% off  the f i rst  
order .  

Image reemphasizes  
of fer .  

CTA is  "save on 
subscr ipt ions . "  

Overal l ,  th is  ad is  very  
subscr ipt ion focused.  

H O U S E H O L D  P R O D U C T S



W H O  G I V E S  A  C R A P
"Create  a  to i let  
paper  subscr ipt ion , "  
shows that  i t ' s  
customizable .  

Refers  to  the benef i t
of  subscr ibing.  

Of fer  of  20% off  and 
f ree  shipping.  

Reemphasizes  of fer  
next  to  the CTA 
button.  

H O U S E H O L D  P R O D U C T S



W H O  G I V E S  A  C R A P

"Skip the 
supermarket"  
shows the 
convenience of  a  
subscr ipt ion.

H O U S E H O L D  P R O D U C T S

Social  proof  by  
referencing 
7 ,500+ 5-star
rev iews.  

Money back 
guarantee 
helps  makes  
customer 
feel  more 
secure .

Shows why 
they ' re  
di f ferent .  



B L U E  A I R
Shows value
proposit ion .

H O U S E H O L D  P R O D U C T S

"Easy  f i l ter  
replacement '  
could a l lude to  
convenience of  
subscr ipt ion.  

Subscr ibe 
and save 15% 
and f ree 
shipping 
of fer  

"Del ivered r ight  
on t ime"  shows 
convenience as  
wel l .  



Y O O R  A I R
Highl ights  
subscr ipt ions  f i rst  
thing.

Offer  of  f ree  
del ivery .

Uses  analogy to  
i l lustrate  value 
proposit ion .  

Tr ies  to  re late  to  
target  audience.  

H O U S E H O L D  P R O D U C T S



S T I T C H  F I X  M E N
Uses  a  rev iew for  
socia l  proof .  

Review shows 
convenience and 
value proposit ion of  
the product .  

Of fer  of  $20 of f  on 
your  f i rst  purchase .  

Tr ies  to  re late  with 
target  audience.  

A P P A R E L



S T A T E L Y
Highl ights  value 
proposit ion .

Strong of fer  of  $600 
worth of  bonus 
apparel  in  f i rst  three 
boxes .  Spreading the 
of fer  out  across  boxes  
helps  lessen churn.  

Gives  customer 
reassurance by  saying 
"no commitments . . . "  

Saying when the sale  
ends creates  urgency .

Image emphasizes  
of fer .  

A P P A R E L



S T A T E L Y
Touches  on 
customer pain point  
f i rst  thing.  

Immediately  fo l lows 
i t  with solut ion 
"save over  50%" and 
Stately 's  value 
proposit ion .  

Of fer  of  $150 of  
bonus apparel  and 
f ree  shipping.

Offer  ending in  48-  
hours  creates  
urgency .  

A P P A R E L



References  
f lex ible  schedule  
and f requency .

Emphasizes  
convenience of  
subscr ipt ion by  
saying "never  run 
out  of  pet  
essent ia ls . "  

C H E W Y ' S

Has an ent i re  heading 
for  s igning up for  
autoship and saving

P E T  P R O D U C T S

Value proposit ion 



C H E W Y ' S
Shows f lex ibi l i ty  and 
customizat ion of  the 
product  "curate  your  
pet 's  wel lness"  

Al ludes  to  
f requent/dai ly  use  
"dai ly"  supplements  
to  make "every  day"  
and "dai ly  
supplements . "

P E T  P R O D U C T S



C H E W Y ' S
"Save and Relax"  
copy a l ludes  to  the 
convenience of  a  
subscr ipt ion.  

Gives  f ree  shipping 
with a  caveat

Value proposit ion 
for  mult iple  orders  
by  saying "Get  20% 
off  f i rst  order . "

P E T  P R O D U C T S



Starts  with 
"del ivery" "Fast  and 

convenient  
del ivery"

P E T  F L O W

Emphasizes  the 
savings  of  subscr ibing 
"Save $50 with Auto-  
ship . "

P E T  P R O D U C T S



Shows benef i t  of  
subscr ipt ion f i rst  
thing.  

Of fer  of  25% of f  your  
f i rst  Auto-ship .  

Image shows a  
var iety  of  dogs  that  
could use/benef i t  
f rom product .  

P E T  F L O W
P E T  P R O D U C T S



Relays  a  feel ing to  the 
customer on top of  
explaining what  the 
subscr ipt ion box is .  

Of fer  of  gett ing double  
in  your  f i rst  box for  
f ree .  

Mentions  abi l i ty  to  
customize the box 
giv ing the subscr iber  
more f reedom.  

Shows f requency with 
every  month.  

B A R K  B O X
P E T  P R O D U C T S



"L imited t ime"  
creates  a  sense of  
urgency .  

Of fer  of  a  f ree  YETI  
bowl  as  welcome 
gi f t .  

This  most  l ikely  
makes  a  great  
retarget ing ad as  i t ' s  
g iv ing addit ional  
value to  f i rst - t ime 
subscr ibers .

B A R K  B O X
P E T  P R O D U C T S



Offer  of  2  f ree  toys .

Shows f requency of  
every  month.  

Reaff i rms value 
proposit ion and 
of fer .  

Expl ic i t ly  mentions  
customizat ion.  

B A R K  B O X
P E T  P R O D U C T S



Creat ive  play  on 
words  for  CTA in  
f i rst  sentence.  

Shows convenience 
of  subscr ipt ion with 
stra ight  to  your  
door .  

Speaks  direct ly  to  
target  audience with 
you language.  

Highl ights  the 
customizat ion of  
subscr ipt ion.  

B A R K  B O X
P E T  P R O D U C T S



Expl ic i t ly  states  
subscr ipt ion box 
within  the f i rst  
sentence.  

Has  a  customer 
portal .  

Mentions  the 
f requency of  
"monthly . "  

Tel ls  you wants  in  
the box/value 
proposit ion .  

B A R K  B O X
P E T  P R O D U C T S


