
 

Original Concept 

Strategic Notes: 

●​ Built the ad around a controlled comparison (vacuum vs tool) to create a clear, 
believable demonstration. 

●​ Structured the test so the vacuum appears to “win” first, increasing the impact of the 
reveal. 

●​ Used escalating visual language (“strands → lines → tufts”) to simulate a live demo 
and make the result feel unavoidable. 

●​ Reduced the mechanism to a single contrast (“grabs what’s loose vs pulls what’s 
stuck”) to keep it memorable. 

●​ Closed by reframing the reader’s definition of “clean,” which reinforces the need for the 
product. 

 

I thought my $800 vacuum was working… until a $15 tool showed me how disgusting my carpet 
actually was. 

It all started when a friend told me a simple tool he found online could do a better job cleaning 
my floors than my expensive name-brand vacuum. I’ll be honest: I laughed right in his face. 

We decided on a simple test: I’d vacuum a small section of my carpet, then he’d go over it with 
his Uproot Clean tool to find anything I missed.   

I spent ten minutes going over that carpet — up and down, side to side. When I was done, that 
fabric was absolutely spotless.  

My friend just smiled as he knelt down and began dragging the brush across my “clean” carpet. 

Just a few strands of pet hair at first… then a few more… 

Those strands turned into lines. The lines became tufts.  

And it just kept piling up.  

When he was done, after just two minutes, there was enough hair to make a full-on tennis ball! 

And that’s not all that came up, either. Kitty litter, chunks of what looked like old food… 

I was mortified. My carpet — my seemingly pristine carpet — had been hiding all of this the 
entire time.  

This was the same carpet my kids played on… 

I’d even dropped a piece of pizza on it a week before and ate it anyway. That’s how much I 
trusted my vacuum. 



My friend laughed when he saw my face.  

“Vacuums grab what’s loose,” he said. “This pulls out what’s stuck.” 

I was sold — and when I went to buy my own, I discovered I wasn’t the only one. There are 
nearly 25,000 4 and 5 star reviews from people who had the exact same reaction. 

Once you see what’s actually hiding in your carpet, you’ll never look at your vacuum the same 
way again. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Ad Script (Reference Inspired) 

Strategic Notes: 

●​ Led with an aggressive, high-shock hook to match the tone of the reference ad and 
force immediate attention. 

●​ Framed the problem as unavoidable (“not your fault”) to reduce resistance while 
escalating stakes from embarrassment to family health risk. 

●​ Anchored the message in a simple mechanism (surface vs embedded contamination) 
to make the claims feel logical rather than exaggerated. 

●​ Used a first-person confessional voice to build emotional investment before 
introducing the product. 

●​ Closed with social proof and risk reversal to convert skepticism into action. 

 

The doctor looked at me and asked how my child got dog feces in their mouth. 

I instantly knew the answer, and while it wasn’t what the doctor was expecting, it didn’t make me 

feel any less embarrassed. And the more I thought about it, the more it explained everything 

else my family had been experiencing: difficulty breathing, weird rashes, energy crashing in the 

middle of the day for no reason. 

The worst part? I realized that I was the one who brought these issues into my house. And if 

you’re anything like me, even if you spend hours every week keeping your home spotless, you 

probably have the same contamination in your house, too. I’m talking feces, parasites, even 

worm larvae that can end up inside your kids. 

It’s not just dirty. It’s contamination.  

But the doctor explained to me that it wasn’t my fault — it’s a problem that affects almost 

everyone who owns a dog or a cat. 

Your pet’s fur is filled with contaminants like saliva, urine, fecal matter, and even parasite larvae. 

That fur gets everywhere, and can be nearly impossible to get out.  



The doctor told me it doesn’t matter how much you vacuum, because vacuum cleaners simply 

aren’t designed to handle this problem.  

Vacuums only pick up what’s already loose. For surface debris, vacuums work fine. 

But for pet hair embedded deep in carpet and upholstery? Suction doesn’t do anything. It’s like 

mowing weeds - the best a vacuum can do is get the stuff you can see, while leaving the stuff 

that’s really causing problems buried in your couch. 

My doctor said you need something that will dig deep into fabric to pull out deeply embedded 

pet hair. Something sturdy enough to bring that buried fur up to the surface, where the vacuum 

can finally do its job. 

He recommended Uproot Clean. 

I was honestly skeptical, because if my $800 vacuum didn’t work, what good would a little brush 

do? But then I started doing some research, and what I found shocked me. 

Nearly 25,000 4 and 5 star reviews on Amazon, and these weren’t one-liners, either. People 

went on and on about how much they loved Uproot Clean. One user said it saved her from 

spending thousands of dollars on new carpets. Another said she discovered two years’ worth of 

buried kitty litter in her rugs. And one guy made an actual tennis ball out of the fur he got out of 

just one step on his staircase. 

I began to see why so many people compared using it to getting a deep facial at a spa.   

I’d been burned from buying things from Instagram ads before, though. But there were so many 

videos of regular people using Uproot Clean to clear out mounds of hair, kitty litter, and other 

gunk, that I was willing to take a chance. And when I saw they offer a 60-day, no questions 

asked, money back guarantee? 



I was sold. It turns out that the reason they’re able to offer such an ironclad guarantee is 

because the Uproot Clean tool really is special — and they have over a dozen patents to prove 

it. 

They’re even offering a gift with every purchase right now. Between that and their 60-day money 

back guarantee, I had nothing to lose. 

My only regret is that I trusted my vacuum for so long. 

 

 

 

 

 

 

 

 

 

 

 

 



COPY AUDIT 

Uproot Clean — Grooming Gloves Product Page 

uprootclean.com/products/uproot-grooming-gloves 

What's Working 
Safety Emphasis 
The page leans hard into pet-safe, non-toxic ingredients — the right instinct. Safety is a primary 
concern for this audience. Pet owners are deeply protective, and any grooming product needs 
to clear that bar before anything else.  

The ingredient list with benefit explanations is a genuine differentiator and builds real trust with 
skeptical buyers. It's buried too deep on the page (more on that below), but the content itself is 
strong. 

 

Clean Layout 
The page is visually easy to navigate. Copy blocks are well-spaced, scannable, and don't 
overwhelm. Even where individual bullets could be improved, the overall layout isn't actively 
hurting conversions — it creates a professional impression that supports the price point. 

 

Trust Block 
The section covering customer support, the 60-day guarantee, ships from Florida, fast shipping, 
and easy returns is solid. These are real objection-handlers and they're grouped effectively. The 
60-day guarantee in particular is a meaningful risk-reversal that deserves more prominence. 

Likewise, the “ships from Florida” line subtly implies the product is made in the USA, regardless 
of whether it is or isn’t. That’s important when many pet owners are wary about the safety of 
Chinese-made pet products. 
 
 

Copy Blocks Below the Hero 
The individual copy sections — particularly the one addressing the hidden dangers of a dirty 
dog — are well-written and make a compelling case. The problem isn't the copy itself; it's the 
order they appear in (addressed below). 

 

What's Not Working 
1. The Page Leads With the Wrong Benefit 



The first thing a visitor needs to understand is how effortless these gloves are to use. The core 
selling proposition — clean your dog while you're just petting them — is the single most 
compelling differentiator this product has.  

Instead, the page buries that insight and leads with a generic product description. The 
ease-of-use angle should be the hero. Lead with it. Show it visually. Then move to safety, then 
to the health consequences of a dirty dog. 

•​ Recommended order: Ease of use → Safety → Health consequences of dirty coat → 
Ingredients → Social proof → CTA 

 

2. The "2 Pack" Framing Undersells the Value 
"2 Pack" is a commodity label, not a value proposition. This is a missed opportunity to frame the 
quantity in terms of utility — how many cleanings does one pack provide? "Enough for 40 
cleanings" or "2-month supply" immediately answers the "is this worth it?" objection before it 
forms.  

Alternatively, BOGO framing creates perceived value: "Buy One, Get One Free" outperforms "2 
Pack" in virtually every DTC test. 

 

3. Bath Time Pain Points Are Vague 
"Skip the stress of messy bath time" doesn't land because it doesn't name the actual pain. Pet 
owners know exactly what bath time looks like: the dog shaking water across the bathroom, 
clumps of wet fur clogging the drain, muddy paw prints on the floor afterward, the 45 minutes it 
takes to dry them, the wet dog smell that lingers. Name those things.  

"No more dog hair in your own shower drain" is more persuasive than "skip the stress" because 
it triggers a specific memory. 

 

4. The Before/After Image Is Doing No Work 
A dirty dog followed by a clean dog tells the viewer nothing about the product. There's no image 
of anyone actually using the gloves — just the outcome. The most valuable image on this page 
would show someone petting their dog with the glove on, ideally with a visible accumulation of 
hair on the glove. 

That image demonstrates the mechanism, proves the product works, and makes the experience 
feel effortless in a single frame. The current before/after just shows the problem is solvable 
without showing how. 

 

5. "Perfectly Textured" Is Not a Benefit 
This phrase appears as a headline but communicates nothing. Texture is a feature, not a 
benefit. What does the texture do for the dog or the owner? If it means the glove is gentle 



enough for sensitive skin but effective enough to lift embedded debris, say that. "Gentle on skin, 
tough on dirt" is a benefit. "Perfectly textured" is not. 

 

6. The Mechanism Is Missing 
The page claims the gloves "lift away dirt, allergens, and bacteria that brushing alone can't 
reach" and are "specially formulated" — but never explains why. What makes these gloves 
different from regular pet grooming gloves or just petting your dog with a wet hand?  

The mechanism (whether it's electrostatic charge, a specific fiber weave, or the formulation 
itself) needs to be explained simply and prominently. Without it, skeptical buyers have no reason 
to believe the product works better than cheaper alternatives. 

 

7. Subscribe & Save Is Undersold 
"Let us handle your refills" is the weakest possible CTA for a subscription offer. There's no 
mention of the discount percentage, no urgency, and no explanation of why someone would 
need recurring refills. We’re not even told why you’d need 40 fresh gloves every two months. 

The subscription pitch needs three things: the savings amount stated explicitly, a reason why 
regular use matters ("veterinarians recommend grooming 3-5x per week"), and a framing that 
makes the subscription feel smart rather than convenient. 

 

8. No Urgency 
"Order by end of day" for a mystery gift is transparently artificial and likely ignored. Real urgency 
mechanisms — remaining inventory count, a time-limited subscription discount, social proof 
notifications showing recent purchases — would be more credible and more effective.  

Even a simple "X people bought this today" adds meaningful psychological pressure without 
feeling manufactured. 

 

9. The Free Mystery Gift Is Undersold 
Mentioning a "$10 value" immediately anchors the gift as cheap rather than building curiosity. 
Either remove the dollar value entirely and lean into the mystery, or replace it with something 
more compelling: "One of our best-selling products, chosen based on your order."  

The mystery is the hook — don't deflate it with a price tag. 

 

10. "This Stops Infections" Is an Unsupported Claim 
"This Stops Infections By Protecting Your Dog's Skin & Coat" is a medical claim that needs 
clinical support to be credible — and potentially to be compliant.  



Without a citation or qualifying language, skeptical buyers will dismiss it, and it creates 
regulatory exposure. Either soften it ("helps protect against") or support it with a source. 

 

Quick Wins 
The following changes would meaningfully improve the page with minimal development effort: 

 
•​ Reframe '2 Pack' as '40 Cleanings' or 'Buy One, Get One Free' in the hero 

•​ Replace 'Skip the stress of messy bath time' with specific bath time pain points (wet fur 
in your drain, shaking water, muddy paws) 

•​ Move the ingredient dropdown higher and make it more prominent (remove the 
dropdown aspect entirely) — it's genuinely strong content that most visitors never see 

•​ Add one image or short video of someone actually using the gloves on a dog 

•​ Replace 'Perfectly Textured' with a benefit-driven headline, or create an infographic 
showing the mechanism that makes the gloves so effective 

•​ Add the subscription discount percentage explicitly to the Subscribe & Save section 

•​ Remove the '$10 value' anchor from the mystery gift copy 

•​ Soften or support the infection claim 

•​ Add inventory count or purchase notifications for urgency 
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