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HEATING AND AR conpmionine  Valpak® Heats Up Response, Cools Down Cost Per lead

MARKETING OBJECTIVE:

A marketing test was developed to measure
whether Valpak design enhancements to a
Virginia Air Duct advertisement would affect
consumer response.

The original VA Air Duct piece, featuring
multiple services on a single insert, was
redesigned to more clearly advertise the
services offered on two separate inserts.

One insert was dedicated to Heating,
Ventilation, and Air Conditioning (HVAC).

One insert was dedicated to Air Duct

Cleaning.
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e e e Half of the households were mailed the control
insert, a single VA Air Duct piece that combined
VIRGINIAL = both HVAC and Air Duct Cleaning offers.
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T 2710 inserts redesigned by Valpak to separate the

offers (by service type).

e The two groups of mailed homes were balanced
for these factors; % owner occupied, % single

Original Conriol Piece family dwelling, median household income, and
age of home.
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insert into two independent inserts, showed that
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ST ad layout and messaging can positively impact
Multiinsert Split Piece 1 response and sales.
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very positive sales results in the market

test thanks to Valpak's ad design
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research and overall expertise in the
direct mail industry.”

VA Air Duct representative
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