
LP Pattern Intelligence — Advertorials + Listicles

Pillow / sleep-accessory competitor LPs, 17-variable deep analysis, segmented by page format.

This document contains two separate reports in one PDF:

•  Part 1: Advertorial bridge pages (n=36)
•  Part 2: Listicle bridge pages (n=15)

Both segments use the same 17-variable A–H framework as the master report. Strength scores are segment-
relative (percentile rank within the segment, not against all 255 LPs), so a "Strong" pattern here means strong
within this format.

0. Methodology & Segment Context

Inputs: 255 LP records joined to Meta-ad observable metrics (outputs/phase1_extractions/ × outputs/
ad_features.csv × raw_ads/apify_meta_ads_library_pillows_v2.json).

Filtering: Each segment uses LPs where page_type == "advertorial" or page_type == "listicle".

Observable metrics: Days running (max across linked ads), Active variants, Placements (FB/IG/Audience
Network/Messenger). Reach and Impressions are not exposed by Meta for these ads → weights redistributed to
44% days / 31% variants / 25% placements.

Scoring: Each LP's metric is converted to a 0–100 percentile rank against the segment pool, then averaged
across LPs in each category and weighted. Final Observed Strength Score is 0–100.

Important confidence note for listicles: n=15 is small. Many categories have only 1–2 LPs. Treat Listicle
strength rankings as directional signals, not statistically validated patterns. Confidence levels flagged per
variable.

PART 1 — ADVERTORIAL BRIDGE PAGES (n=36)

Segment Overview

•  LP count: 36 of 255 (14.1% of master)
•  Days running: mean 110.7, median 110
•  Active variants: mean 1.53, median 1
•  Placements: mean 4.81, median 5 (most ads run all 4 Meta platforms)
•  Long-running threshold (segment p75): 129 days (10 LPs above)
•  Multi-variant threshold (segment p75): 2 variants (11 LPs above)
•  Funnel position: bridge 72% / final_lp 17% / standalone 11%
•  Awareness mix: problem_aware 89% / solution_aware 8% / product_aware 3%
•  Brand concentration: try-thepillowhome-com (5 LPs), hugterra-com (4), www-readsleepdigest-com

(4), hizoo-co (2), plutopillow-com (2), shoptravlr-com (2), trymoodie-com (2)

Format DNA: Advertorials in this dataset are almost exclusively cold-traffic problem-aware bridges. Story or news
framing → expert/empathetic tone → mechanism explanation → CTA to product page. The format itself is a



strong signal: 88% of LPs in this bucket carry social_proof + authority + scarcity Cialdini levers.

VARIABLE 1 — Copywriting Framework (Advertorials)

A. Overview

•  Unique categories: 5 | Usable: 36 (100%) | Missing: 0

B. Top Repeating Patterns (all 5 shown)

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands Label

1 Story-
Problem-
Solution

17 47.2% 128 1 5 71.8 try-thepillowhome
(4), trymoodie (2)

Common
and
strong

2 News-
Hook-
Problem-
Solution

16 44.4% 98 1 5 66.7 hugterra (4),
alignextechnology
(1)

Common
and
strong

3 Reason-
List-3-5-7

1 2.8% 129 1 5 80.8 www-
readsleepdigest

Rare
singleton

4 Problem-
Solution-
List

1 2.8% 59 5 5 65.8 plutopillow Rare
singleton

5 Problem-
Solution

1 2.8% 69 1 5 60.0 offers-ecoden Rare
singleton

Practical note: 91.6% of advertorials in this dataset use one of two frameworks — Story-Problem-Solution or
News-Hook-Problem-Solution. The category is effectively a duopoly.

Synthesis after Top Repeating:

•  Default market behavior: Story-Problem-Solution (slight lead) and News-Hook-Problem-Solution (very
close behind). One of these two is the floor.

•  Overused: Neither — both score above 65 and both are broadly used by multiple brands.
•  Common AND strong: Story-Problem-Solution edges News-Hook-Problem-Solution on tenure (128 vs

98 day median) and on segment-relative score.
•  Frequent but weak: None — both top frameworks are robust.

C. Top Strongest Patterns (min n≥2 to qualify)

Rank Pattern Score Days
mean/
med

Var
mean/
med

Plac
mean/
med

Notes



1 Story-Problem-
Solution

71.8 134 / 128 1.4 / 1 5.0 / 5 Strong and broadly
repeatable. Spread across
multiple brands.

2 News-Hook-
Problem-
Solution

66.7 119 / 98 1.4 / 1 4.9 / 5 Strong but shorter median
tenure. Mid-funnel news
framing.

Synthesis after Top Strongest:

•  Both highly repeated patterns are also the strongest — there are no hidden white-space frameworks in
this category.

•  Test first: Story-Problem-Solution as the primary scaffold. If you want to differentiate, use News-Hook-
Problem-Solution variant.

•  Hidden opportunity (singleton): Reason-List-3-5-7 as advertorial framework scored 80.8 (n=1, www-
readsleepdigest). Listicle-style advertorial may be undertested.

D. Repeating vs Strongest Comparison

1. Both repeated AND strong: Story-Problem-Solution, News-Hook-Problem-Solution.
2. Repeated but not strong: None.
3. Strong but not repeated: Reason-List-3-5-7 (n=1, advertiser-specific).
4. Inflated by one advertiser: Story-Problem-Solution leans on try-thepillowhome (4 of 17 = 24%). Still

broad-based.
5. White-space: Listicle-style advertorial scaffold (Reason-List-3-5-7 inside an advertorial frame) — only

one brand tries it.

E. Interaction Effects

•  Story-Problem-Solution pairs with: Empathetic tone (try-thepillowhome cluster), Personal-
Experience opening, problem_aware awareness.

•  News-Hook-Problem-Solution pairs with: Journalistic tone (hugterra, readsleepdigest), Problem-
Callout opening, News-Journalistic headline.

•  Long-running advertorials pair with: Statistics + Expert-Endorsement + Money-Back-Guarantee +
Skepticism + Doesnt-Work objections.

•  Multi-variant advertorials pair with: Media-Mentions proof (var_med=4), Anger emotion, Story-
Open.

•  Common-but-weak pairing: Solution-aware traffic + advertorial → only 3 LPs, median 56 days.
Solution-aware copy doesn't survive in this format.

F. Exceptions and Outliers

•  Rare but strong (singleton): Reason-List-3-5-7 in advertorial (1 LP, score 80.8).
•  Outlier-distorted: Story-Problem-Solution mean days pulled up by try-thepillowhome cluster.
•  Pattern-breaking: plutopillow's Problem-Solution-List with 5 variants but 59 days — recent push, not

yet evergreen.

G. Strategic Interpretation

•  Default: Story-Problem-Solution OR News-Hook-Problem-Solution.
•  Strongest: Story-Problem-Solution.
•  Overused: Neither (both are warranted).
•  Underused but promising: Reason-List-3-5-7 advertorial format.
•  Model: Story-Problem-Solution with try-thepillowhome / trymoodie as reference.



•  Test: News-Hook-Problem-Solution and a Reason-List variant.
•  Avoid: Pure Problem-Solution without story or news hook (1 LP, weakest of the bunch).

H. Confidence Level

High for Story-Problem-Solution and News-Hook-Problem-Solution (n=17 and 16). Very low for all singletons.

VARIABLE 2 — Headline Formula (Advertorials)

A. Overview

•  Unique categories: 11 | Usable: 36 (100%) | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands Label

1 News-
Journalistic

10 27.8% 110 2 5 68.2 hugterra,
shoptravlr

Common
and
strong

2 Story-
Teaser

6 16.7% 82 1 5 66.8 try-thepillowhome,
thexstance

Common
but mid

3 Number-
List

4 11.1% 88 1 5 61.4 cushy-travel,
midwifecare

Common
but mid

4 Secret-
Revelation

4 11.1% 127 1 5 69.4 readsleepdigest,
hizoo

Common
and
strong

5 Curiosity 3 8.3% 177 1 5 82.4 hugterra, try-
thepillowhome

Common
and
strong

6 Warning 3 8.3% 114 1 5 71.4 hugterra,
spinewellnessmag

Common
and
strong

7 Benefit 2 5.6% 61 1 5 54.5 offers-ecoden,
www-getskelda

Common
but weak

8 How-To 1 2.8% 169 3 5 92.2 weareplufl Singleton,
very
strong

9 Problem 1 2.8% 129 1 5 80.8 readsleepdigest Singleton,
strong

10 Question 1 2.8% 128 1 5 78.3 sallyreviews Singleton,
strong



Practical note: News-Journalistic + Story-Teaser + Number-List = 56% of advertorial headlines. The format
dictates a story or news frame.

Synthesis:

•  Default: News-Journalistic.
•  Overused: Number-List (mid-pack score, 88-day median).
•  Common AND strong: Curiosity, Secret-Revelation, Warning, News-Journalistic.
•  Frequent but weak: Benefit headlines die fast in advertorial format (61-day median).

C. Top Strongest Patterns (min n≥2)

Rank Pattern Score Days
mean/
med

Var
mean/
med

Plac
mean/
med

Notes

1 Curiosity 82.4 158 / 177 1.0 / 1 5.0 / 5 n=3 → small but consistent.
Strong and repeatable.

2 Warning 71.4 114 / 114 1.0 / 1 5.0 / 5 n=3 → small but coherent.

3 Secret-
Revelation

69.4 132 / 127 1.0 / 1 5.0 / 5 n=4 → solid.

4 News-
Journalistic

68.2 109 / 110 1.7 / 2 4.9 / 5 Strong and repeated.

5 Story-Teaser 66.8 92 / 82 1.0 / 1 5.0 / 5 Mid.

6 Number-List 61.4 87 / 88 1.0 / 1 5.0 / 5 Survives less.

7 Benefit 54.5 64 / 61 1.0 / 1 5.0 / 5 Worst-performing headline in
advertorials.

Synthesis:

•  Strong AND repeated: News-Journalistic, Curiosity, Warning, Secret-Revelation. All 4 have above-
average tenure.

•  Strong but rare: How-To (n=1, 92.2), Problem (n=1, 80.8), Question (n=1, 78.3).
•  Hidden opportunity: How-To headlines in advertorials (1 LP, but 169 days × 3 variants). White-space.
•  Test first: Curiosity headlines on advertorial bridges.

D. Repeating vs Strongest Comparison

1. Both: News-Journalistic, Curiosity, Warning, Secret-Revelation.
2. Repeated but not strong: Number-List, Benefit, Story-Teaser.
3. Strong but rare: How-To, Problem, Question (all n=1).
4. Inflated: None at meaningful sample.
5. White-space: How-To and Question headlines in advertorial format.

E. Interaction Effects

•  Curiosity headlines + Story-Problem-Solution + Empathetic tone = the high-tenure cluster (try-
thepillowhome).

•  News-Journalistic headlines + News-Hook-Problem-Solution + Journalistic tone = the news-



frame cluster (hugterra, readsleepdigest).
•  Common but weak: Benefit headlines in advertorial format — the format expects narrative.

F. Exceptions and Outliers

•  Rare but strong: How-To (n=1 at 169 days × 3 variants).
•  Common but underwhelming: Benefit (n=2, 61-day median).
•  Distorted: Curiosity's mean (158) by 1 LP at 177 days. Median 177 still high.

G. Strategic Interpretation

•  Default: News-Journalistic.
•  Strongest: Curiosity (highest segment-relative score among multi-LP patterns).
•  Overused: Number-List.
•  Underused but promising: How-To, Question, Warning.
•  Model: News-Journalistic for the safe path. Curiosity for differentiation.
•  Test: How-To advertorial headlines.
•  Avoid: Benefit headlines in this format.

H. Confidence Level

Medium for News-Journalistic, Story-Teaser (n=6–10). Low for Number-List, Secret-Revelation, Curiosity,
Warning (n=3–4). Very low for all singletons.

VARIABLE 3 — Opening Type (Advertorials)

A. Overview

•  Unique categories: 6 | Usable: 36 (100%) | Missing: 0

B. All Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands Label

1 Problem-
Callout

15 41.7% 114 1 5 72.5 hugterra,
readsleepdigest

Common
and
strong

2 Story-Open 9 25.0% 105 1 5 71.9 try-thepillowhome,
trymoodie

Common
and
strong

3 Personal-
Experience

6 16.7% 128 1 5 64.6 cushy-travel, hizoo Common
but mid

4 News-Hook 3 8.3% 59 2 5 70.8 hizoo, hugterra Rare;
multi-
variant

5 Shock-
Statement

2 5.6% 97 1 4 53.3 alignextechnology,
readsleepdigest

Rare and
weak



6 Testimonial-
Open

1 2.8% 56 1 5 52.6 waverlo Singleton,
weak

Practical note: Problem-Callout + Story-Open + Personal-Experience = 83% of advertorial openings. All three
frame the reader as the protagonist of a problem.

Synthesis:

•  Default: Problem-Callout.
•  Overused: None.
•  Common AND strong: Problem-Callout, Story-Open.
•  Frequent but weak: Personal-Experience (128-day median is decent but score drags).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days
mean/med

Var mean/
med

Plac
mean/med

Notes

1 Problem-
Callout

72.5 119 / 114 1.5 / 1 4.9 / 5 Strong and repeated.

2 Story-Open 71.9 121 / 105 1.4 / 1 4.9 / 5 Strong and repeated.

3 News-Hook 70.8 87 / 59 1.7 / 2 5.0 / 5 n=3, short median but
multi-variant signal.

4 Personal-
Experience

64.6 117 / 128 1.0 / 1 5.0 / 5 Mid.

5 Shock-
Statement

53.3 97 / 97 1.0 / 1 3.5 / 4 Weakest.

Synthesis:

•  Strong AND repeated: Problem-Callout and Story-Open are tied. Both are safe defaults.
•  Test first: Problem-Callout — broadest spread + highest score.

D. Repeating vs Strongest Comparison

1. Both: Problem-Callout, Story-Open.
2. Repeated but not strong: Personal-Experience.
3. Strong but rare: News-Hook (multi-variant signal).
4. Inflated: Story-Open leans on try-thepillowhome.
5. White-space: None in opening type — the segment is well-covered.

E. Interaction Effects

•  Problem-Callout + News-Hook-Problem-Solution + Journalistic tone = hugterra/readsleepdigest
cluster.

•  Story-Open + Story-Problem-Solution + Empathetic tone = try-thepillowhome/trymoodie cluster.
•  News-Hook openings get more variant testing (var_med=2).

F. Exceptions and Outliers



•  Common but underwhelming: Personal-Experience.
•  Pattern-breaking: Shock-Statement — only 4 placement median (limited reach).

G. Strategic Interpretation

•  Default: Problem-Callout or Story-Open.
•  Strongest: Problem-Callout (slight edge).
•  Overused: None.
•  Model: Problem-Callout opens for News-Hook-Problem-Solution; Story-Open for Story-Problem-

Solution.
•  Avoid: Shock-Statement and Testimonial-Open.

H. Confidence Level

High for Problem-Callout, Story-Open (n=9–15). Medium for Personal-Experience (n=6). Low for News-Hook,
Shock-Statement (n=2–3).

VARIABLE 4 — Big Idea Cluster (Advertorials)

A. Overview

•  Unique categories: 9 | Usable: 36 (100%) | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands Label

1 NeckPain-
Relief

16 44.4% 108 1 5 68.9 try-
thepillowhome,
hizoo

Common
and strong

2 Sleep-
Quality

6 16.7% 80 2.5 5 71.3 mellowsleep,
midwifecare

Common;
multi-
variant

3 Other-Big-
Idea

5 13.9% 128 1 5 81.5 freshfrenzy,
hugterra

Common
(catch-all,
high score)

4 Discount-
Savings

3 8.3% 59 2 5 63.9 hugterra,
plutopillow

Common
but short-
lived

5 Pressure-
Relief

2 5.6% 140 1.5 4.5 72.7 shoptravlr,
thexstance

Rare and
strong

6 Travel-
Portable

1 2.8% 89 1 4 42.6 cushy-travel Singleton,
weak

7 Luxury-
Premium

1 2.8% 105 1 3 43.7 try-fluff Singleton,
weak



8 Hair-Skin-
Beauty

1 2.8% 56 1 5 52.6 waverlo Singleton,
weak

9 Doctor-
Endorsed

1 2.8% 129 1 5 80.8 readsleepdigest Singleton,
strong

Practical note: NeckPain-Relief is the dominant advertorial angle (44%). Almost every other advertorial pivot is
around it.

Synthesis:

•  Default: NeckPain-Relief.
•  Overused: None.
•  Common AND strong: NeckPain-Relief, Sleep-Quality (multi-variant testing on Sleep-Quality is a

signal).
•  Frequent but weak: Discount-Savings as primary advertorial angle dies fast (59-day median).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days
mean/med

Var
mean/
med

Plac
mean/med

Notes

1 Other-Big-
Idea

81.5 162 / 128 1.2 / 1 4.6 / 5 Catch-all, high score, mixed
brands.

2 Pressure-
Relief

72.7 140 / 140 1.5 / 1.5 4.5 / 4.5 n=2 → small but strong.

3 Sleep-Quality 71.3 110 / 80 2.7 / 2.5 5.0 / 5 Multi-variant signal.
Brands are scaling this
angle.

4 NeckPain-
Relief

68.9 116 / 108 1.4 / 1 4.9 / 5 Strong and most-used.

5 Discount-
Savings

63.9 86 / 59 1.7 / 2 5.0 / 5 Mid.

Synthesis:

•  Strong AND repeated: NeckPain-Relief is the safest bet for advertorial copy.
•  Strong but rare: Pressure-Relief — only 2 LPs but median 140 days. Likely white-space.
•  Hidden opportunities: Pressure-Relief, Doctor-Endorsed (singleton, strong).
•  Test first: NeckPain-Relief as foundation, Pressure-Relief or Doctor-Endorsed as differentiator.

D. Repeating vs Strongest Comparison

1. Both: NeckPain-Relief, Sleep-Quality.
2. Repeated but not strong: Discount-Savings.
3. Strong but rare: Pressure-Relief, Doctor-Endorsed.
4. Inflated: Sleep-Quality variants partly from mellowsleep (advertiser-specific multi-variant template).
5. White-space: Pressure-Relief and Doctor-Endorsed angles inside advertorial format.



E. Interaction Effects

•  NeckPain-Relief pairs with: Spine-Alignment + Neck-Cradle mechanisms, Expert-Endorsement,
Pain-Relief desire.

•  Sleep-Quality pairs with: Memory-Foam mechanism, multi-variant creative.
•  Discount-Savings pairs with: Direct-Offer framing — but in advertorial format, this loses.

F. Exceptions and Outliers

•  Rare but strong: Pressure-Relief, Doctor-Endorsed.
•  Distorted: "Other-Big-Idea" by 5 LPs spread across brands (catch-all but tenured).
•  Common but underwhelming: Discount-Savings (lowest score among multi-LP buckets).

G. Strategic Interpretation

•  Default: NeckPain-Relief.
•  Strongest: NeckPain-Relief at scale; Pressure-Relief / Sleep-Quality as upside.
•  Overused: Nothing critically.
•  Underused but promising: Pressure-Relief, Doctor-Endorsed.
•  Model: NeckPain-Relief big idea.
•  Test: Pressure-Relief, Doctor-Endorsed in advertorial.
•  Avoid: Discount-Savings as the big idea in advertorials.

H. Confidence Level

High for NeckPain-Relief (n=16). Medium for Sleep-Quality, Other-Big-Idea, Discount-Savings (n=3–6). Low for
Pressure-Relief (n=2) and all singletons.

VARIABLE 5 — Unique Mechanism (Advertorials)

A. Overview

•  Unique categories: 18 | Usable: 35 (97.2%) | Missing: 1 (2.8%)

B. Top Repeating Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands

1 Spine-
Alignment

17 47.2% 128 1 5 73.4 hugterra, try-
thepillowhome

2 Neck-Cradle 13 36.1% 128 1 5 74.4 try-thepillowhome,
hizoo

3 Contoured-
Shape

12 33.3% 72 1 5 68.7 try-thepillowhome,
trymoodie

4 Other 9 25.0% 114 1 5 67.6 hugterra, hizoo

5 Orthopedic-
Alignment

8 22.2% 98 1 5 68.1 hugterra,
alignextechnology



6 Adjustable-Loft 8 22.2% 128 1 5 72.5 readsleepdigest,
freshfrenzy

7 Memory-Foam 6 16.7% 66 1.5 5 66.8 plutopillow, trymoodie

8 Cervical-
Support

5 13.9% 106 1 5 70.0 hugterra, offers-
ecoden

9 Adjustable-Fill 4 11.1% 107 1 5 64.7 cushy-travel,
plutopillow

10 Wedge-
Elevation

3 8.3% 114 1 5 71.8 freshfrenzy,
spinewellnessmag

Practical note: Almost every advertorial centers on a spine / neck / contour mechanism. The mechanism
vocabulary is convergent.

Synthesis:

•  Default: Spine-Alignment + Neck-Cradle stack.
•  Common AND strong: Spine-Alignment, Neck-Cradle, Adjustable-Loft.
•  Frequent but mid: Contoured-Shape (72-day median is the lowest among top 3).
•  Frequent but weak: Memory-Foam in advertorial — 66-day median (shorter than product page tenure).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

Notes

1 Neck-Cradle 74.4 130 / 128 1.5 / 1 4.9 / 5 Strong and
repeated.

2 Spine-Alignment 73.4 122 / 128 1.6 / 1 4.9 / 5 Strong and
repeated.

3 Adjustable-Loft 72.5 132 / 128 1.4 / 1 4.9 / 5 Strong and
repeated.

4 Wedge-Elevation 71.8 102 / 114 1.7 / 1 5.0 / 5 Strong but niche.

5 Cervical-Support 70.0 113 / 106 1.2 / 1 5.0 / 5 Solid.

6 Contoured-Shape 68.7 86 / 72 1.8 / 1 5.0 / 5 Short tenure.

7 Orthopedic-
Alignment

68.1 110 / 98 1.3 / 1 5.0 / 5

8 Other 67.6 114 / 114 1.4 / 1 5.0 / 5

9 Memory-Foam 66.8 79 / 66 1.5 / 1.5 5.0 / 5 Weakest among
common.

10 Breathable-Cover 65.0 95 / 105 2.3 / 3 4.7 / 5 Multi-variant signal
(n=3).

Synthesis:



•  Strong AND repeated: Neck-Cradle, Spine-Alignment, Adjustable-Loft.
•  Strong but rare: Wedge-Elevation (n=3).
•  Hidden opportunities: Wedge-Elevation in advertorial.
•  Test first: Neck-Cradle + Spine-Alignment + Adjustable-Loft stack as mechanism trio.

D. Repeating vs Strongest Comparison

1. Both: Neck-Cradle, Spine-Alignment, Adjustable-Loft.
2. Repeated but not strong: Memory-Foam (in advertorial context), Contoured-Shape.
3. Strong but rare: Wedge-Elevation, Cervical-Support.
4. Inflated: Spine-Alignment leans on hugterra/try-thepillowhome cluster (≈30% of bucket).
5. White-space: Wedge-Elevation mechanism inside advertorial format.

E. Interaction Effects

•  Spine-Alignment + Neck-Cradle + Orthopedic-Alignment are heavily co-mentioned (alignment
cluster).

•  Memory-Foam + Contoured-Shape are short-tenure when used as primary advertorial mechanism.

F. Exceptions and Outliers

•  Rare but strong: Wedge-Elevation, Adjustable-Loft.
•  Common but underwhelming: Memory-Foam, Contoured-Shape (both <90-day median).

G. Strategic Interpretation

•  Default: Spine-Alignment + Neck-Cradle.
•  Strongest: Neck-Cradle.
•  Overused: Contoured-Shape (worth-less in advertorial format).
•  Underused but promising: Wedge-Elevation, Cervical-Support.
•  Model: Neck-Cradle + Spine-Alignment as primary; Adjustable-Loft as upsell hook.
•  Avoid: Memory-Foam as the primary mechanism story in advertorial.

H. Confidence Level

High for Spine-Alignment, Neck-Cradle, Contoured-Shape (n≥12). Medium for Other, Orthopedic, Adjustable-
Loft, Memory-Foam, Cervical-Support (n=5–9). Low for Adjustable-Fill, Wedge-Elevation, Breathable-Cover
(n=3–4).

VARIABLE 6 — Offer Type (Advertorials)

A. Overview

•  Unique categories: 8 | Usable: 35 (97.2%) | Missing: 1 (2.8%)

B. Top Repeating Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Label

1 Discount 27 75.0% 110 1 5 70.4 Common and strong



2 Free-
Shipping

11 30.6% 114 1 5 72.0 Common and strong

3 None 6 16.7% 119 1 5 69.6 Common (advertorial
often hides offer)

4 Bundle 4 11.1% 128 1 5 73.3 Common and strong

5 Free-Gift 4 11.1% 89 1 5 65.4 Common but mid

6 Trial 3 8.3% 53 2 5 64.4 Short-life

7 BOGO 2 5.6% 58 2 5 60.2 Short-life

8 Financing 1 2.8% 169 1 5 89.6 Singleton, strong

Practical note: Discount + Free-Shipping is the floor; Bundle is the highest-scoring common offer.

Synthesis:

•  Default: Discount (75%).
•  Common AND strong: Discount, Free-Shipping, Bundle.
•  Frequent but mid: Free-Gift.

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

Notes

1 Bundle 73.3 129 / 128 1.3 / 1 4.8 / 5 Strong and
repeated.

2 Free-
Shipping

72.0 119 / 114 1.4 / 1 5.0 / 5 Strong and
repeated.

3 Discount 70.4 113 / 110 1.5 / 1 4.9 / 5 Strong and
repeated.

4 None 69.6 119 / 119 1.3 / 1 5.0 / 5 Surprisingly
survives.

5 Free-Gift 65.4 91 / 89 1.0 / 1 5.0 / 5 Mid.

6 Trial 64.4 73 / 53 2.0 / 2 5.0 / 5 Short-life.

7 BOGO 60.2 58 / 58 2.0 / 2 5.0 / 5 Short-life.

Synthesis:

•  Strong AND repeated: Discount, Free-Shipping, Bundle.
•  Hidden opportunity: Bundle (only 11% adoption but the strongest score).
•  Test first: Bundle as advertorial offer (currently underused for what it delivers).

D. Repeating vs Strongest Comparison

1. Both: Discount, Free-Shipping, Bundle.



2. Repeated but not strong: Free-Gift.
3. Strong but rare: Bundle, Financing (singleton).
4. Inflated: None.
5. White-space: Bundle in advertorial format (11% vs 13% market-wide).

E. Interaction Effects

•  Bundle + Sleep-Quality big idea + multi-variant testing — emerging combo.
•  Trial / BOGO in advertorial → short-life; not advertorial-friendly.

F. Exceptions and Outliers

•  Rare but strong: Bundle, Financing (singleton).
•  Common but underwhelming: Free-Gift.

G. Strategic Interpretation

•  Default: Discount + Free-Shipping.
•  Strongest: Bundle.
•  Underused but promising: Bundle in advertorial format.
•  Model: Discount + Free-Shipping + Bundle stack.
•  Avoid: Trial and BOGO as advertorial offers.

H. Confidence Level

High for Discount (n=27). Medium for Free-Shipping (n=11), None (n=6). Low for Bundle, Free-Gift, Trial, BOGO
(n=2–4).

VARIABLE 7 — CTA Type (Advertorials)

A. Overview

•  Unique categories: 11 | Usable: 35 (97.2%) | Missing: 1 (2.8%)

B. Top Repeating Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands

1 Shop-Now 11 30.6% 73 1 5 70.5 hugterra, try-
thepillowhome

2 Claim-Offer 10 27.8% 127 1 5 74.6 try-thepillowhome,
freshfrenzy

3 Learn-More 9 25.0% 91 1 5 69.2 try-thepillowhome, hizoo

4 Get-Yours-
Today

7 19.4% 128 1 5 77.4 try-thepillowhome,
hugterra

5 Check-It-Out 7 19.4% 114 1 5 68.1 try-thepillowhome,
shoptravlr



6 Get-
Discount

5 13.9% 140 1 5 69.6 hugterra, cushy-travel

7 Order-Now 5 13.9% 128 1 5 69.9 freshfrenzy, offers-
ecoden

8 Try-Risk-
Free

2 5.6% 187 1 5 85.6 try-thepillowhome,
readsleepdigest

9 See-Full-
Review

1 2.8% 177 1 5 88.1 trymoodie

10 Other 1 2.8% 59 5 5 65.8 plutopillow

Practical note: Advertorials use lower-friction CTAs than product pages — Learn-More, Check-It-Out, See-Full-
Review are present.

Synthesis:

•  Default: Shop-Now / Claim-Offer.
•  Common AND strong: Claim-Offer, Get-Yours-Today, Order-Now.
•  Frequent but mid: Shop-Now (73-day median is lower than peers despite volume).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days
mean/med

Var mean/
med

Plac
mean/med

Notes

1 Try-Risk-
Free

85.6 187 / 187 1.0 / 1 5.0 / 5 n=2 → small but strong.
Strong but niche.

2 Get-Yours-
Today

77.4 128 / 128 1.0 / 1 5.0 / 5 Strong and repeated.

3 Claim-Offer 74.6 130 / 127 1.3 / 1 4.9 / 5 Strong and repeated.

4 Shop-Now 70.5 92 / 73 1.4 / 1 4.9 / 5 Volume but mid tenure.

5 Order-Now 69.9 122 / 128 1.0 / 1 5.0 / 5

6 Get-Discount 69.6 132 / 140 1.0 / 1 5.0 / 5

7 Learn-More 69.2 96 / 91 1.0 / 1 4.9 / 5

8 Check-It-Out 68.1 102 / 114 1.3 / 1 5.0 / 5

Synthesis:

•  Strong AND repeated: Get-Yours-Today, Claim-Offer.
•  Strong but rare: Try-Risk-Free, See-Full-Review.
•  Hidden opportunities: Try-Risk-Free (2 LPs but 187-day median).
•  Test first: Get-Yours-Today + Claim-Offer.

D. Repeating vs Strongest Comparison

1. Both: Get-Yours-Today, Claim-Offer.



2. Repeated but not strong: Shop-Now, Learn-More (mid).
3. Strong but rare: Try-Risk-Free.
4. Inflated: Get-Yours-Today leans on try-thepillowhome.
5. White-space: Try-Risk-Free + See-Full-Review as lower-friction CTAs.

E. Interaction Effects

•  Get-Yours-Today + Money-Back-Guarantee + Story-Problem-Solution = high-tenure combo.
•  Shop-Now in advertorial has shorter tenure than in product pages — the format expects narrative

resolution before CTA.

F. Exceptions and Outliers

•  Rare but strong: Try-Risk-Free, See-Full-Review.
•  Common but underwhelming: Shop-Now.

G. Strategic Interpretation

•  Default: Shop-Now / Claim-Offer.
•  Strongest: Get-Yours-Today (and Try-Risk-Free as niche).
•  Underused but promising: Try-Risk-Free, See-Full-Review.
•  Model: Claim-Offer + Get-Yours-Today.
•  Avoid: Shop-Now alone in advertorial.

H. Confidence Level

High for Shop-Now, Claim-Offer, Learn-More (n=9–11). Medium for Get-Yours-Today, Check-It-Out, Order-Now,
Get-Discount (n=5–7). Low for Try-Risk-Free (n=2).

VARIABLE 8 — Proof Architecture (Advertorials)

A. Overview

•  Unique categories: 14 | Usable: 36 (100%) | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Expert-Endorsement 28 77.8% 114 1 5 69.6

2 Testimonials 25 69.4% 125 1 5 72.7

3 Statistics 17 47.2% 128 1 5 74.8

4 Reviews 15 41.7% 89 1 5 67.1

5 Testimonial-Narrative 8 22.2% 98 1 5 64.6

6 Clinical-Study 6 16.7% 114 1 5 68.5

7 Rating-System 5 13.9% 106 1 5 71.0



8 Doctor-Endorsement 4 11.1% 69 1 5 56.0

9 Media-Mentions 4 11.1% 64 4 5 64.5

10 UGC 4 11.1% 75 1 5 56.2

Practical note: Expert-Endorsement on 78% of advertorials — it's table stakes.

Synthesis:

•  Default: Expert-Endorsement + Testimonials + Statistics + Reviews stack.
•  Common AND strong: Statistics (highest score), Testimonials, Expert-Endorsement.
•  Frequent but weak: Doctor-Endorsement specifically (69-day median is low despite being relevant).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

Notes

1 Statistics 74.8 119 / 128 1.4 / 1 5.0 / 5 Strong and
repeated.

2 Testimonials 72.7 118 / 125 1.4 / 1 4.9 / 5 Strong and
repeated.

3 Rating-System 71.0 108 / 106 1.4 / 1 4.9 / 5

4 Expert-Investigation-
Story

70.9 138 / 128 1.0 / 1 5.0 / 5 n=4.

5 Founder-Credentials 69.8 105 / 99 1.0 / 1 5.0 / 5 n=2.

6 Expert-Endorsement 69.6 109 / 114 1.4 / 1 4.9 / 5 Strong and
repeated.

7 Clinical-Study 68.5 107 / 114 1.2 / 1 5.0 / 5

8 Reviews 67.1 100 / 89 1.5 / 1 4.9 / 5

9 Testimonial-
Narrative

64.6 102 / 98 1.3 / 1 5.0 / 5

10 Media-Mentions 64.5 87 / 64 3.7 / 4 4.7 / 5 Multi-variant
signal.

Synthesis:

•  Strong AND repeated: Statistics, Testimonials, Expert-Endorsement.
•  Strong but rare: Expert-Investigation-Story (n=4, niche advertorial trope).
•  Hidden opportunities: Founder-Credentials, Expert-Investigation-Story.
•  Test first: Statistics + Testimonials + Expert-Endorsement stack.

D. Repeating vs Strongest Comparison

1. Both: Expert-Endorsement, Testimonials, Statistics, Reviews.
2. Repeated but not strong: Doctor-Endorsement (specifically), UGC.



3. Strong but rare: Expert-Investigation-Story, Founder-Credentials.
4. Inflated: None.
5. White-space: Expert-Investigation-Story format inside advertorial.

E. Interaction Effects

•  Statistics + Mechanism claims + Spine-Alignment = the proof scaffold for NeckPain advertorials.
•  Media-Mentions drives multi-variant testing (var_med=4).

F. Exceptions and Outliers

•  Common but underwhelming: Doctor-Endorsement (69-day median) — surprising, suggests the
format calls for "expert" rather than "doctor" framing.

•  Rare but strong: Expert-Investigation-Story.

G. Strategic Interpretation

•  Default: Expert-Endorsement + Testimonials + Statistics.
•  Strongest: Statistics.
•  Overused: Doctor-Endorsement specifically (loses to general Expert-Endorsement).
•  Underused but promising: Expert-Investigation-Story.
•  Model: Statistics + Testimonials + Expert-Endorsement.
•  Test: Expert-Investigation-Story (e.g., "I investigated 12 pillows so you don't have to").

H. Confidence Level

High for Expert-Endorsement, Testimonials, Statistics, Reviews (n≥15). Medium for Testimonial-Narrative,
Clinical-Study, Rating-System, Doctor-Endorsement, Media-Mentions, UGC (n=4–8). Low for Expert-
Investigation-Story, Founder-Credentials (n=2–4).

VARIABLE 9 — Objection Handling (Advertorials)

A. Overview

•  Unique categories: 12 | Usable: 36 (100%) | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Skepticism 33 91.7% 114 1 5 70.5

2 Doesnt-Work 32 88.9% 120 1 5 70.0

3 Too-Expensive 14 38.9% 128 1 5 72.8

4 Risk 9 25.0% 105 1 5 67.1

5 Comfort-Concerns 9 25.0% 105 1 5 68.2

6 Return-Hassle 4 11.1% 144 1 5 74.3



7 Durability 3 8.3% 128 1 5 69.3

8 Trust 3 8.3% 59 5 5 67.1

9 Hot-Sleeper 2 5.6% 111 3 5 75.7

10 Wrong-Size 1 2.8% 69 1 5 60.0

Practical note: Skepticism + Doesnt-Work is handled on ~90% of advertorials. The format expects rebuttal.

Synthesis:

•  Default: Skepticism + Doesnt-Work + Too-Expensive trio.
•  Common AND strong: All three top objections.
•  Frequent but weak: Comfort-Concerns scores below the top trio.

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/med Var mean/med Plac mean/med

1 Hot-Sleeper 75.7 111 / 111 3.0 / 3 5.0 / 5

2 Return-Hassle 74.3 117 / 144 1.0 / 1 5.0 / 5

3 Too-Expensive 72.8 117 / 128 1.4 / 1 5.0 / 5

4 Skepticism 70.5 116 / 114 1.5 / 1 4.9 / 5

5 Doesnt-Work 70.0 115 / 120 1.4 / 1 5.0 / 5

6 Durability 69.3 116 / 128 1.0 / 1 5.0 / 5

7 Comfort-Concerns 68.2 109 / 105 1.6 / 1 4.9 / 5

8 Risk 67.1 110 / 105 1.2 / 1 5.0 / 5

9 Trust 67.1 85 / 59 4.0 / 5 5.0 / 5

Synthesis:

•  Strong AND repeated: Skepticism, Doesnt-Work, Too-Expensive.
•  Strong but rare: Hot-Sleeper (n=2, 3 variants each), Return-Hassle (n=4).
•  Hidden opportunities: Hot-Sleeper niche addressing.
•  Test first: Address Return-Hassle explicitly (only 11% do; highest score among top common).

D. Repeating vs Strongest Comparison

1. Both: Skepticism, Doesnt-Work, Too-Expensive.
2. Repeated but not strong: Comfort-Concerns, Risk.
3. Strong but rare: Hot-Sleeper, Return-Hassle.
4. Inflated: None.
5. White-space: Return-Hassle handling.

E. Interaction Effects



•  Skepticism + Doesnt-Work + Statistics proof + Expert-Endorsement = the standard advertorial
rebuttal rig.

•  Hot-Sleeper objection correlates with multi-variant testing.

F. Exceptions and Outliers

•  Rare but strong: Hot-Sleeper.
•  Common but underwhelming: Risk, Comfort-Concerns.

G. Strategic Interpretation

•  Default: Skepticism + Doesnt-Work.
•  Strongest: Too-Expensive (highest score among common).
•  Underused but promising: Return-Hassle, Hot-Sleeper.
•  Model: Skepticism + Doesnt-Work + Too-Expensive + Return-Hassle stack.

H. Confidence Level

High for Skepticism, Doesnt-Work, Too-Expensive (n≥14). Medium for Risk, Comfort-Concerns (n=9). Low for
Return-Hassle, Durability, Trust, Hot-Sleeper (n=2–4).

VARIABLE 10 — Risk Reversal (Advertorials)

A. Overview

•  Unique categories: 7 | Usable: 34 (94.4%) | Missing: 2 (5.6%)

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Money-Back-Guarantee 24 66.7% 110 1 5 70.5

2 None 12 33.3% 128 1 5 72.0

3 Satisfaction-Guarantee 7 19.4% 129 1 5 76.3

4 Free-Returns 5 13.9% 169 3 5 81.4

5 Warranty 3 8.3% 169 1 5 77.6

6 Night-Trial-100 2 5.6% 116 3 5 76.3

7 Night-Trial-30 1 2.8% 105 1 3 43.7

Practical note: 1 in 3 advertorials offers NO explicit risk reversal — the bridge format defers the guarantee to the
destination product page.

Synthesis:

•  Default: Money-Back-Guarantee.
•  Common AND strong: Money-Back-Guarantee, Satisfaction-Guarantee, Free-Returns.
•  Frequent but mid: "None" — surprisingly survives but isn't strategy you can copy.



C. Strongest Patterns (min n≥2)

Rank Pattern Score Days
mean/med

Var mean/
med

Plac mean/
med

Notes

1 Free-Returns 81.4 147 / 169 2.6 / 3 5.0 / 5 Strong and multi-
variant.

2 Warranty 77.6 159 / 169 1.0 / 1 5.0 / 5

3 Night-Trial-100 76.3 116 / 116 3.0 / 3 5.0 / 5

4 Satisfaction-
Guarantee

76.3 130 / 129 1.1 / 1 5.0 / 5

5 None 72.0 132 / 128 1.3 / 1 4.8 / 5 Surprising.

6 Money-Back-
Guarantee

70.5 108 / 110 1.5 / 1 4.9 / 5 Most common but
mid score.

Synthesis:

•  Strong AND repeated: Money-Back-Guarantee, Satisfaction-Guarantee, Free-Returns.
•  Strong but rare: Free-Returns specifically (n=5 but 169-day median with multi-variant testing).
•  Hidden opportunity: Free-Returns is the clear white-space inside advertorial.
•  Test first: Free-Returns + Money-Back-Guarantee stack.

D. Repeating vs Strongest Comparison

1. Both: Money-Back-Guarantee, Satisfaction-Guarantee.
2. Repeated but not strong: Money-Back-Guarantee (volume but mid score).
3. Strong but rare: Free-Returns, Warranty, Night-Trial-100.
4. Inflated: None obvious.
5. White-space: Free-Returns inside advertorial.

E. Interaction Effects

•  Free-Returns + multi-variant testing = clear signal.
•  Money-Back-Guarantee + Skepticism objection = the safe default rig.

F. Exceptions and Outliers

•  Rare but strong: Free-Returns, Warranty, Night-Trial-100.
•  Common but underwhelming: Money-Back-Guarantee.

G. Strategic Interpretation

•  Default: Money-Back-Guarantee.
•  Strongest: Free-Returns.
•  Underused but promising: Free-Returns, Night-Trial-100.
•  Model: Money-Back-Guarantee + Satisfaction-Guarantee.
•  Test: Free-Returns prominently in advertorial copy.

H. Confidence Level



High for Money-Back-Guarantee, None (n≥12). Medium for Satisfaction-Guarantee, Free-Returns (n=5–7). Low
for Warranty, Night-Trial-100, Night-Trial-30 (n=1–3).

VARIABLE 11 — Emotional Driver (Advertorials)

A. Overview

•  Unique categories (Emotional Driver): 10 | Usable: 36 | Missing: 0
•  Cialdini supplementary view (n=36, 0% missing)

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Hope 34 94.4% 114 1 5 70.3

2 Relief 32 88.9% 114 1 5 69.5

3 Fear 15 41.7% 114 1 5 72.7

4 Frustration 15 41.7% 89 1 5 65.5

5 Comfort 3 8.3% 169 1 5 73.9

6 Confidence 3 8.3% 59 1 5 68.8

7 Trust 2 5.6% 82 3 4 54.7

8 Anger 2 5.6% 101 1.5 5 73.4

9 Curiosity 1 2.8% 58 1 5 53.9

10 Empathy 1 2.8% 53 2 5 57.4

Cialdini supplementary view (n=36, 100% coverage):

Lever n % Days med Score

social_proof 36 100% 110 69.3

authority 35 97% 106 68.8

liking 25 69% 125 70.4

scarcity 21 58% 106 68.4

unity 11 31% 89 69.3

Liking is the highest-scoring Cialdini lever in advertorials — driven by personal storytelling and identification
with the protagonist.

Practical note: 42% of advertorials use Fear as an emotional driver — much higher than the 8% in the full LP
dataset. Fear is format-specific.



Synthesis:

•  Default: Hope + Relief + Fear + Frustration.
•  Common AND strong: Fear (highest score among common drivers).
•  Frequent but weak: Frustration (89-day median).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

Notes

1 Comfort 73.9 169 / 169 1.0 / 1 5.0 / 5 n=3 → small.

2 Anger 73.4 101 / 101 1.5 / 1.5 5.0 / 5 n=2 → small.

3 Fear 72.7 113 / 114 1.5 / 1 4.9 / 5 Strong and
repeated.

4 Hope 70.3 113 / 114 1.5 / 1 4.9 / 5 Saturated.

5 Relief 69.5 112 / 114 1.5 / 1 4.9 / 5 Saturated.

6 Confidence 68.8 71 / 59 1.7 / 1 5.0 / 5 Short tenure.

7 Frustration 65.5 91 / 89 1.4 / 1 4.9 / 5 Below baseline.

8 Trust 54.7 82 / 82 3.0 / 3 4.0 / 4 Weak.

Synthesis:

•  Strong AND repeated: Fear, Hope, Relief. Fear is the clear differentiator.
•  Strong but rare: Anger (n=2), Comfort (n=3).
•  Hidden opportunities: Anger framing (rare but tenured).
•  Test first: Fear + Hope + Relief baseline, with Anger as escalator.

D. Repeating vs Strongest Comparison

1. Both: Fear, Hope, Relief.
2. Repeated but not strong: Frustration.
3. Strong but rare: Anger, Comfort.
4. Inflated: None.
5. White-space: Anger as primary emotional driver in advertorial.

E. Interaction Effects

•  Fear + Problem-Callout opening + Skepticism objection + Statistics proof = the high-tenure
advertorial rig.

•  Liking Cialdini + Story-Open + Empathetic tone = the storytelling rig (try-thepillowhome).

F. Exceptions and Outliers

•  Rare but strong: Anger, Comfort.
•  Common but underwhelming: Frustration.

G. Strategic Interpretation



•  Default: Hope + Relief.
•  Strongest: Fear.
•  Underused but promising: Anger framing.
•  Model: Hope + Relief + Fear stack.
•  Avoid: Pure Frustration framing — it short-cycles.

H. Confidence Level

High for Hope, Relief, Fear, Frustration (n≥15). Low for Comfort, Confidence, Anger, Trust, Curiosity, Empathy
(n=1–3).

VARIABLE 12 — Desire (Advertorials)

A. Overview

•  Unique categories: 10 | Usable: 36 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Pain-Relief 27 75.0% 128 1 5 71.1

2 Better-Sleep 27 75.0% 125 1 5 71.7

3 Comfort 16 44.4% 97 1 5 68.5

4 Quality-Of-Life 15 41.7% 125 1 5 70.4

5 Health 9 25.0% 87 1 5 63.2

6 Confidence 5 13.9% 56 1 5 60.2

7 Posture-Correction 3 8.3% 114 1 5 70.9

8 Energy 3 8.3% 128 1 5 77.2

9 Mobility 1 2.8% 114 1 5 71.0

10 Recovery 1 2.8% 68 1 2 34.4

Practical note: Pain-Relief + Better-Sleep on 75% of advertorials each. Stacked on the same LP ~85% of the
time.

Synthesis:

•  Default: Pain-Relief + Better-Sleep.
•  Common AND strong: Pain-Relief, Better-Sleep, Quality-Of-Life.
•  Frequent but weak: Health, Confidence (short median tenure).

C. Strongest Patterns (min n≥2)



Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

Notes

1 Energy 77.2 128 / 128 1.0 / 1 5.0 / 5 n=3 → niche,
strong.

2 Better-Sleep 71.7 117 / 125 1.5 / 1 4.9 / 5 Strong and
repeated.

3 Pain-Relief 71.1 115 / 128 1.5 / 1 4.9 / 5 Strong and
repeated.

4 Posture-
Correction

70.9 109 / 114 1.0 / 1 5.0 / 5 n=3.

5 Quality-Of-Life 70.4 117 / 125 1.7 / 1 4.9 / 5 Strong and
repeated.

6 Comfort 68.5 99 / 97 1.4 / 1 4.9 / 5 Saturated.

7 Health 63.2 92 / 87 1.2 / 1 4.9 / 5 Mid.

8 Confidence 60.2 71 / 56 1.0 / 1 4.6 / 5 Short.

Synthesis:

•  Strong AND repeated: Pain-Relief, Better-Sleep, Quality-Of-Life.
•  Strong but rare: Energy, Posture-Correction.
•  Hidden opportunities: Energy as desire (n=3, but score 77.2).
•  Test first: Pain-Relief + Better-Sleep + Energy stack.

D. Repeating vs Strongest Comparison

1. Both: Pain-Relief, Better-Sleep, Quality-Of-Life.
2. Repeated but not strong: Health, Confidence.
3. Strong but rare: Energy, Posture-Correction.
4. Inflated: None.
5. White-space: Energy upside as advertorial promise.

E. Interaction Effects

•  Pain-Relief + Spine-Alignment + Expert-Endorsement + NeckPain-Relief big idea = high-tenure
stack.

F. Exceptions and Outliers

•  Rare but strong: Energy.
•  Common but underwhelming: Health, Confidence.

G. Strategic Interpretation

•  Default: Pain-Relief + Better-Sleep.
•  Strongest: Pain-Relief.
•  Underused but promising: Energy upside.
•  Model: Pain-Relief + Better-Sleep + Quality-Of-Life.



H. Confidence Level

High for Pain-Relief, Better-Sleep, Comfort, Quality-Of-Life (n≥15). Medium for Health, Confidence (n=5–9). Low
for Posture-Correction, Energy (n=3).

VARIABLE 13 — Belief Shift Target (Advertorials)

A. Overview

•  Unique categories: 5 | Usable: 36 | Missing: 0

B. All Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Top brands

1 Other-Belief 15 41.7% 128 1 5 73.1 readsleepdigest,
hugterra

2 This-Mechanism-
Is-Superior

9 25.0% 89 1 5 61.7 hugterra,
alignextechnology

3 Pillow-Is-Cause-
of-Pain

4 11.1% 108 1.5 5 75.2 freshfrenzy,
midwifecare

4 Quick-Easy-
Relief-Possible

4 11.1% 63 1 5 64.8 trymoodie, try-
pillowdaddy

5 Better-Sleep-
Means-Better-Life

4 11.1% 82 1 5 70.7 try-thepillowhome
(×4)

Practical note: 42% of advertorials don't articulate a clear named belief shift; among named buckets, Pillow-Is-
Cause-of-Pain is the strongest.

Synthesis:

•  Default: Implicit / catch-all.
•  Common AND strong: Pillow-Is-Cause-of-Pain.
•  Frequent but weak: This-Mechanism-Is-Superior (lowest score among named).

C. Strongest Patterns (min n≥2)

Rank Pattern Score Days mean/
med

Var mean/
med

Plac mean/
med

1 Pillow-Is-Cause-of-Pain 75.2 95 / 108 1.5 / 1.5 5.0 / 5

2 Other-Belief 73.1 136 / 128 1.5 / 1 4.7 / 5

3 Better-Sleep-Means-Better-
Life

70.7 83 / 82 1.0 / 1 4.6 / 5

4 Quick-Easy-Relief-Possible 64.8 75 / 63 1.0 / 1 5.0 / 5

5 This-Mechanism-Is-Superior 61.7 92 / 89 1.0 / 1 5.0 / 5

Synthesis:

•  Strong AND repeated: Pillow-Is-Cause-of-Pain (best named belief).
•  Strong but rare: All 4 named buckets are <12% adoption.
•  Hidden opportunities: Pillow-Is-Cause-of-Pain belief shift.
•  Test first: Pillow-Is-Cause-of-Pain anchor.

D. Repeating vs Strongest Comparison

1. Both: Pillow-Is-Cause-of-Pain (relative).
2. Repeated but not strong: This-Mechanism-Is-Superior.
3. Inflated: Better-Sleep-Means-Better-Life entirely from try-thepillowhome (4/4).

E. Interaction Effects

•  Pillow-Is-Cause-of-Pain + Problem-Callout opening + Empathetic tone = best combo.

F. Exceptions and Outliers

•  Common but underwhelming: This-Mechanism-Is-Superior.

G. Strategic Interpretation

•  Default: Implicit belief shift (43% have no named target).
•  Strongest: Pillow-Is-Cause-of-Pain.
•  Model: Anchor on Pillow-Is-Cause-of-Pain belief explicitly.
•  Avoid: "Our mechanism is uniquely superior" framing — weakest of all named beliefs.

H. Confidence Level

Medium for Other-Belief, This-Mechanism-Is-Superior (n=9–15). Low for Pillow-Is-Cause-of-Pain, Quick-Easy-
Relief-Possible, Better-Sleep-Means-Better-Life (n=4 each).

VARIABLE 14 — Awareness Level (Advertorials)

A. Overview

•  Unique categories: 3 | Usable: 36 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 problem_aware 32 88.9% 114 1 5 69.9

2 solution_aware 3 8.3% 56 1 5 64.2

3 product_aware 1 2.8% 59 5 5 65.8



Practical note: Advertorials are a problem-aware format. 89% target problem-aware audiences. Solution-aware
advertorials average 56-day tenure (they don't survive).

C. Strongest (only 2 buckets with n≥2)

1. problem_aware — score 69.9, n=32. Format-defining.
2. solution_aware — score 64.2, n=3.

D-G. Strategic Interpretation

•  The advertorial format IS the problem-aware play. Use it accordingly.

H. Confidence Level

High for problem_aware (n=32). Low for others.

VARIABLE 15 — Tone (Advertorials)

A. Overview

•  Unique categories: 6 | Usable: 36 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Journalistic 16 44.4% 117 1 5 69.1

2 Conversational 6 16.7% 109 1 5 65.6

3 Empathetic 6 16.7% 121 1 5 73.7

4 Authority 3 8.3% 114 1 5 73.4

5 Expert 3 8.3% 87 2 5 71.3

6 Urgent 2 5.6% 65 1 5 59.4

Practical note: Journalistic (44%) is the dominant advertorial tone — fits News-Hook-Problem-Solution
framework. Empathetic is the highest-scoring tone.

Synthesis:

•  Default: Journalistic.
•  Common AND strong: Journalistic, Empathetic.
•  Frequent but weak: Conversational (lowest score among multi-LP tones).

C. Strongest (min n≥2)

Rank Pattern Score Days mean/med Var mean/med Plac mean/med

1 Empathetic 73.7 120 / 121 1.0 / 1 5.0 / 5



2 Authority 73.4 114 / 114 1.0 / 1 5.0 / 5

3 Expert 71.3 96 / 87 1.7 / 2 5.0 / 5

4 Journalistic 69.1 110 / 117 1.6 / 1 4.9 / 5

5 Conversational 65.6 99 / 109 1.3 / 1 5.0 / 5

6 Urgent 59.4 65 / 65 1.0 / 1 5.0 / 5

Synthesis:

•  Strong AND repeated: Empathetic and Journalistic. Pick one per framework: Empathetic for Story-
Problem-Solution; Journalistic for News-Hook-Problem-Solution.

•  Strong but rare: Authority, Expert.

D-G. Strategic Interpretation

•  Default: Journalistic.
•  Strongest: Empathetic.
•  Underused but promising: Authority and Expert tones in advertorial.
•  Model: Empathetic (with Story) or Journalistic (with News-Hook).
•  Avoid: Urgent tone in advertorial — short-cycles.

H. Confidence Level

High for Journalistic (n=16). Medium for Empathetic, Conversational (n=6). Low for Authority, Expert, Urgent
(n=2–3).

VARIABLE 16 — Claim Type (Advertorials)

A. Overview

•  Unique categories: 6 | Usable: 36 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Mechanism 35 97.2% 106 1 5 69.1

2 Benefit 34 94.4% 110 1 5 68.9

3 Outcome 34 94.4% 114 1 5 70.0

4 Scientific 2 5.6% 86 1.5 5 65.4

5 Authority 2 5.6% 117 1.5 5 76.4

6 Comparative 1 2.8% 53 3 5 59.2

Practical note: Mechanism + Benefit + Outcome trio is universal in advertorials (94%+ each). The trio is the floor.



C. Strongest (min n≥2)

Rank Pattern Score

1 Authority 76.4

2 Outcome 70.0

3 Mechanism 69.1

4 Benefit 68.9

5 Scientific 65.4

Synthesis:

•  Strong AND repeated: The trio at volume.
•  Strong but rare: Authority claims (n=2 but highest score).
•  Hidden opportunity: Authority claims layered atop the trio.

G. Strategic Interpretation

•  Model: Mechanism + Benefit + Outcome as floor + Authority layer.
•  Avoid: Pure Comparative claims.

H. Confidence Level

High for Mechanism, Benefit, Outcome (n≥34). Low for others.

VARIABLE 17 — Specificity Profile (Advertorials)

A. Overview

•  Unique categories: 1 (!) | Usable: 36 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Numerical-and-Outcome-Specific 36 100% 110 1 5 69.3

Practical note: Every single advertorial in this dataset combines numerical AND outcome specificity. It's not
optional in this format.

G. Strategic Interpretation

•  The advertorial format DEMANDS numerical-and-outcome specificity. Treat it as a requirement, not a
lever.

H. Confidence Level

High (universal pattern).



Advertorials — Cross-Variable Synthesis

Strong patterns to model (advertorial-specific)

1. Framework: Story-Problem-Solution OR News-Hook-Problem-Solution
2. Headline: News-Journalistic (safe) or Curiosity (differentiator)
3. Opening: Problem-Callout or Story-Open
4. Big Idea: NeckPain-Relief
5. Mechanism: Neck-Cradle + Spine-Alignment + Adjustable-Loft
6. Offer: Discount + Free-Shipping + Bundle
7. CTA: Claim-Offer or Get-Yours-Today
8. Proof: Statistics + Testimonials + Expert-Endorsement
9. Objection: Skepticism + Doesnt-Work + Too-Expensive

10. Risk Reversal: Money-Back-Guarantee + Satisfaction-Guarantee
11. Emotion: Hope + Relief + Fear
12. Desire: Pain-Relief + Better-Sleep + Quality-Of-Life
13. Belief Shift: Pillow-Is-Cause-of-Pain
14. Awareness: problem_aware
15. Tone: Empathetic (Story) or Journalistic (News-Hook)
16. Claim: Mechanism + Benefit + Outcome + Authority layer
17. Specificity: Numerical-and-Outcome-Specific (required)

White-space patterns to test (rare or underused but strong)

1. Reason-List-3-5-7 advertorial framework (n=1, score 80.8)
2. How-To headlines (n=1, score 92.2)
3. Question headlines (n=1, score 78.3)
4. Pressure-Relief big idea (n=2, score 72.7)
5. Doctor-Endorsed big idea (n=1, score 80.8)
6. Wedge-Elevation mechanism (n=3, score 71.8)
7. Try-Risk-Free CTA (n=2, score 85.6)
8. See-Full-Review CTA (n=1, score 88.1)
9. Expert-Investigation-Story proof (n=4, score 70.9)

10. Founder-Credentials proof (n=2, score 69.8)
11. Free-Returns risk reversal (n=5, score 81.4)
12. Anger emotion (n=2, score 73.4)
13. Energy desire (n=3, score 77.2)
14. Authority claims (n=2, score 76.4)

Patterns to deprioritize (frequent but weak in advertorial)

•  Benefit headlines (61-day median)
•  Memory-Foam as primary mechanism (66-day median)
•  Doctor-Endorsement specifically (69-day median; general Expert-Endorsement wins)
•  Discount-Savings as the big idea
•  Shop-Now CTA alone
•  Frustration emotion
•  This-Mechanism-Is-Superior belief shift

Advertiser concentration warnings

•  try-thepillowhome-com dominates the Story-Problem-Solution + Empathetic + Story-Open cluster (5
LPs).



•  hugterra-com dominates the News-Hook-Problem-Solution + Journalistic cluster (4 LPs).
•  www-readsleepdigest-com carries 4 long-tenured singletons.

PART 2 — LISTICLE BRIDGE PAGES (n=15)

Segment Overview

•  LP count: 15 of 255 (5.9% of master)
•  Days running: mean 100.2, median 97
•  Active variants: mean 1.27, median 1
•  Placements: mean 4.80, median 5
•  Long-running threshold (segment p75): 128 days (5 LPs above)
•  Multi-variant threshold (segment p75): 1 variant (so all 15 LPs qualify — multi-variant is rare in this

segment)
•  Funnel position: bridge 60% / final_lp 27% / standalone 13%
•  Awareness mix: problem_aware 60% / solution_aware 40%
•  Brand concentration: ovouria-com (2), then 13 different single-LP brands

⚠� Confidence caveat: With only 15 LPs, most categories have n=1 or n=2. Treat strength rankings as
directional, not statistically validated. Use comparisons across categories rather than absolute scores.

Format DNA: Listicles are the "Top X" / "5 Best" / "7 Reasons" pillow comparison format. Reason-List-3-5-7
framework dominates (73%); Number-List headlines (73%); Problem-Callout openings (73%). Tone skews
Journalistic (60%). 80% offer a Discount (often via the recommended product).

VARIABLE 1 — Copywriting Framework (Listicles)

A. Overview

•  Unique categories: 5 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days
med

Var
med

Plac
med

Score Brand

1 Reason-List-3-5-7 11 73.3% 126 1 5 77.6 ovouria,
artuvate

2 Ranking-List 1 6.7% 63 1 2 44.1 fjallbris

3 Hybrid 1 6.7% 53 2 5 59.8 trymoodie

4 Story-Problem-
Solution

1 6.7% 52 3 5 58.9 tryskult

5 Top-X-Rankings 1 6.7% 128 1 5 87.9 trustedphysician

Practical note: Reason-List-3-5-7 is the listicle format. There's essentially one game here.



Synthesis:

•  Default: Reason-List-3-5-7.
•  Common AND strong: Reason-List-3-5-7 (only common pattern).
•  Frequent but weak: None at sample size.

C. Strongest Patterns (min n≥2)

•  Only Reason-List-3-5-7 qualifies (n=11, score 77.6). Strong and repeatable within the format.

D-G. Strategic Interpretation

•  Default: Reason-List-3-5-7.
•  Strongest: Reason-List-3-5-7.
•  Underused (singleton): Top-X-Rankings scored 87.9 (n=1, trustedphysician). May be worth testing as

a variant.
•  Avoid: Ranking-List with low placements (fjallbris pattern died at 63 days, 2 placements).

H. Confidence Level

Medium for Reason-List-3-5-7 (n=11). Very low for all others.

VARIABLE 2 — Headline Formula (Listicles)

A. Overview

•  Unique categories: 3 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Number-List 11 73.3% 87 1 5 73.8

2 News-Journalistic 3 20.0% 128 1 5 73.3

3 Question 1 6.7% 97 1 5 73.3

Practical note: Listicle = Number-List headline. 73% follow the format perfectly.

C. Strongest (min n≥2)

1. Number-List — 73.8 (n=11)
2. News-Journalistic — 73.3 (n=3)

Synthesis:

•  News-Journalistic listicle (e.g., "The Pillow That Doctors Are Now Recommending") nearly ties
Number-List on score despite smaller sample.

•  Hidden opportunity: News-Journalistic style headline on a Reason-List body — undertested fusion.

D-G. Strategic Interpretation



•  Default: Number-List ("7 Best Pillows…", "5 Reasons Why…")
•  Strongest: Number-List by volume; News-Journalistic by tenure (128-day median > 87-day for

Number-List).
•  Model: Number-List for volume, News-Journalistic for tenure.

H. Confidence Level

Medium for Number-List (n=11). Low for News-Journalistic (n=3).

VARIABLE 3 — Opening Type (Listicles)

A. Overview

•  Unique categories: 5 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Problem-Callout 11 73.3% 127 1 5 77.4

2 Benefit-Promise 1 6.7% 97 1 5 73.3

3 News-Hook 1 6.7% 61 1 5 61.5

4 Story-Open 1 6.7% 53 2 5 59.8

5 Personal-Experience 1 6.7% 52 3 5 58.9

Practical note: 73% of listicles open with Problem-Callout. The format expects identification with a pain point
before the comparison list.

C. Strongest (min n≥2)

•  Only Problem-Callout qualifies. Strong and repeated.

G. Strategic Interpretation

•  Default: Problem-Callout.
•  Strongest: Problem-Callout.
•  Avoid: Story-Open and Personal-Experience in listicle format (sample shows short tenure).

H. Confidence Level

Medium for Problem-Callout (n=11). Very low for all others.

VARIABLE 4 — Big Idea Cluster (Listicles)

A. Overview



•  Unique categories: 5 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Other-Big-Idea 6 40.0% 61 1 5 60.3

2 NeckPain-Relief 4 26.7% 128 1 5 81.3

3 Snoring-Stop 2 13.3% 165 1 5 92.3

4 Pressure-Relief 2 13.3% 113 1.5 5 82.7

5 Travel-Portable 1 6.7% 63 1 5 67.4

Practical note: Among named big ideas, Snoring-Stop and Pressure-Relief score highest — these niche listicle
angles tenured well.

C. Strongest (min n≥2)

Rank Pattern Score Days med Notes

1 Snoring-Stop 92.3 165 n=2 → small but BOTH 165+ days. Strong but niche.

2 Pressure-Relief 82.7 113 n=2. Strong but niche.

3 NeckPain-Relief 81.3 128 n=4. Strong and repeated.

4 Other-Big-Idea 60.3 61 Mid (catch-all).

Synthesis:

•  Strong AND repeated: NeckPain-Relief.
•  Strong but rare: Snoring-Stop, Pressure-Relief.
•  Hidden opportunities: Snoring-Stop listicle ("5 Best Anti-Snoring Pillows") — only 2 LPs but both are 5-

month-tenured.
•  Test first: NeckPain-Relief and Snoring-Stop listicle formats.

D-G. Strategic Interpretation

•  Default: Catch-all big idea (often just "best pillows").
•  Strongest: Snoring-Stop and Pressure-Relief — both rare, both proven.
•  Model: NeckPain-Relief listicle.
•  Test: Snoring-Stop listicle (white-space).

H. Confidence Level

Medium for Other-Big-Idea, NeckPain-Relief (n=4–6). Low for Snoring-Stop, Pressure-Relief (n=2).

VARIABLE 5 — Unique Mechanism (Listicles)



A. Overview

•  Unique categories: 14 | Usable: 15 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Other 7 46.7% 97 1 5 72.1

2 Contoured-Shape 4 26.7% 70 1.5 5 66.3

3 Spine-Alignment 4 26.7% 70 1.5 5 69.3

4 Adjustable-Loft 2 13.3% 128 1 5 83.5

5 Memory-Foam 2 13.3% 95 1 5 73.3

6 Cervical-Support 2 13.3% 127 1 5 82.1

7 Pressure-Mapping 2 13.3% 108 1.5 5 81.2

8 Air-Flow-Channel 2 13.3% 96 1.5 3.5 68.1

9 Adjustable-Fill 2 13.3% 128 1.5 5 90.0

10 Neck-Cradle 2 13.3% 96 1 5 77.7

11 None-Stated 2 13.3% 61 1 5 61.5

12 Orthopedic-Alignment 1 6.7% 127 1 5 79.1

Practical note: Listicles spread mechanism mentions thinly — most are 2 LPs each. This makes sense: the
format compares MULTIPLE pillows so multiple mechanisms appear.

C. Strongest (min n≥2)

Rank Pattern Score Days med Notes

1 Adjustable-Fill 90.0 128 n=2. Highest score in segment.

2 Adjustable-Loft 83.5 128 n=2.

3 Cervical-Support 82.1 127 n=2.

4 Pressure-Mapping 81.2 108 n=2.

5 Neck-Cradle 77.7 96 n=2.

6 Memory-Foam 73.3 95 n=2.

7 Other 72.1 97 n=7.

8 Spine-Alignment 69.3 70 n=4.

9 Air-Flow-Channel 68.1 96 n=2.



10 Contoured-Shape 66.3 70 n=4.

11 None-Stated 61.5 61 n=2.

Synthesis:

•  Strong but rare: Adjustable-Fill, Adjustable-Loft, Cervical-Support, Pressure-Mapping. All n=2, all
tenured 100+ days.

•  Hidden opportunity: Adjustability-as-mechanism (Fill + Loft) is the cluster with highest listicle scores.
White-space.

D-G. Strategic Interpretation

•  Default: No clear default — listicles compare across mechanisms.
•  Strongest: Adjustable-Fill / Adjustable-Loft cluster.
•  Model: Listicles that highlight ADJUSTABILITY as the differentiator across compared pillows.
•  Avoid: None-Stated (the listicle has no mechanism point of view → 61-day median).

H. Confidence Level

Low across the board (max n=7 in "Other" bucket). Treat as directional.

VARIABLE 6 — Offer Type (Listicles)

A. Overview

•  Unique categories: 5 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Discount 10 66.7% 112 1 5 76.9

2 None 6 40.0% 95 1 5 71.5

3 Free-Shipping 3 20.0% 126 1 5 79.5

4 BOGO 2 13.3% 58 2 5 63.2

5 Free-Gift 1 6.7% 126 1 5 76.2

Practical note: 40% of listicles offer NO direct discount (the offer is on the destination product page). The listicle
itself is editorial.

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Free-Shipping 79.5 126



2 Discount 76.9 112

3 None 71.5 95

4 BOGO 63.2 58

Synthesis:

•  Strong AND repeated: Discount.
•  Strong but rare: Free-Shipping (3 LPs, highest score).
•  Hidden opportunity: Free-Shipping mention in listicle format.

G. Strategic Interpretation

•  Default: Discount (66.7%).
•  Strongest: Free-Shipping.
•  Model: Discount + Free-Shipping mention on each listed product.
•  Avoid: BOGO in listicle format (58-day median).

H. Confidence Level

Medium for Discount (n=10), None (n=6). Low for Free-Shipping (n=3) and others.

VARIABLE 7 — CTA Type (Listicles)

A. Overview

•  Unique categories: 10 | Usable: 15 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Shop-Now 8 53.3% 80 1 5 70.9

2 Check-It-Out 4 26.7% 128 1 5 83.8

3 Learn-More 3 20.0% 63 1 5 61.6

4 Claim-Offer 2 13.3% 89 2 5 67.6

5 Get-Discount 2 13.3% 128 1.5 5 90.0

6 Get-Yours-Today 2 13.3% 53 2.5 5 59.4

7 Add-To-Cart 1 6.7% 87 1 5 70.3

8 Try-Risk-Free 1 6.7% 164 1 5 90.9

9 Buy-Now 1 6.7% 53 2 5 59.8

10 Order-Now 1 6.7% 97 1 5 73.3



C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Get-Discount 90.0 128

2 Check-It-Out 83.8 128

3 Shop-Now 70.9 80

4 Claim-Offer 67.6 89

5 Learn-More 61.6 63

6 Get-Yours-Today 59.4 53

Synthesis:

•  Strong AND repeated: Get-Discount (only n=2 but very strong), Check-It-Out, Shop-Now.
•  Hidden opportunities: Get-Discount, Try-Risk-Free (n=1 each but extremely high scores).
•  Test first: Get-Discount and Check-It-Out CTAs on listicle items.

G. Strategic Interpretation

•  Default: Shop-Now.
•  Strongest: Get-Discount and Check-It-Out.
•  Underused but promising: Get-Discount.
•  Avoid: Learn-More (63-day median in listicles — kills click intent).

H. Confidence Level

Medium for Shop-Now (n=8), Check-It-Out (n=4). Low for Learn-More, Claim-Offer, Get-Discount, Get-Yours-
Today (n=2–3).

VARIABLE 8 — Proof Architecture (Listicles)

A. Overview

•  Unique categories: 13 | Usable: 15 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Testimonials 9 60.0% 97 1 5 75.4

2 Statistics 7 46.7% 126 1 5 76.6

3 Expert-Endorsement 6 40.0% 128 1 5 83.4

4 Reviews 4 26.7% 128 1 5 82.1



5 Expert-Investigation-Story 3 20.0% 87 1 5 67.4

6 Rating-System 3 20.0% 127 1 5 78.2

7 None 2 13.3% 61 1 5 61.5

8 Testimonial-Narrative 2 13.3% 96 1.5 3.5 68.1

9 Clinical-Study 2 13.3% 127 1 5 82.1

10 Doctor-Endorsement 2 13.3% 146 1 5 89.4

Practical note: Listicles lean heavily on Expert-Endorsement and Doctor-Endorsement — the format needs
credibility for the "rankings" to feel objective.

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Doctor-Endorsement 89.4 146

2 Expert-Endorsement 83.4 128

3 Reviews 82.1 128

4 Clinical-Study 82.1 127

5 Rating-System 78.2 127

6 Statistics 76.6 126

7 Testimonials 75.4 97

8 Testimonial-Narrative 68.1 96

9 Expert-Investigation-Story 67.4 87

10 None 61.5 61

Synthesis:

•  Strong AND repeated: Expert-Endorsement, Testimonials, Statistics, Reviews.
•  Strong but rare: Doctor-Endorsement (n=2, score 89.4), Clinical-Study (n=2, score 82.1).
•  Hidden opportunities: Doctor-Endorsement specifically in listicles — opposite to advertorial finding,

where general Expert-Endorsement won.
•  Test first: Expert-Endorsement + Statistics + Doctor-Endorsement stack.

D-G. Strategic Interpretation

•  Default: Expert-Endorsement + Testimonials + Statistics.
•  Strongest: Doctor-Endorsement (in listicles specifically).
•  Underused but promising: Doctor-Endorsement + Clinical-Study.
•  Model: Expert + Doctor + Statistics + Reviews — the rationality-heavy stack.
•  Avoid: "None" proof in listicle format — kills credibility (61-day median).



H. Confidence Level

Medium for Testimonials, Statistics, Expert-Endorsement, Reviews (n=4–9). Low for everything else (n=2–3).

VARIABLE 9 — Objection Handling (Listicles)

A. Overview

•  Unique categories: 12 | Usable: 15 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Doesnt-Work 10 66.7% 127 1 5 76.8

2 Skepticism 10 66.7% 112 1 5 76.8

3 Comfort-Concerns 8 53.3% 95 1 5 72.5

4 Too-Expensive 4 26.7% 75 1.5 5 66.4

5 Durability 4 26.7% 128 1 5 75.8

6 Risk 3 20.0% 126 1 5 75.3

7 Return-Hassle 2 13.3% 96 1 5 77.7

8 None-Handled 1 6.7% 61 1 5 61.5

9 Complexity 1 6.7% 61 1 5 61.5

10 Allergies 1 6.7% 127 1 5 79.1

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Return-Hassle 77.7 96

2 Skepticism 76.8 112

3 Doesnt-Work 76.8 127

4 Durability 75.8 128

5 Risk 75.3 126

6 Comfort-Concerns 72.5 95

7 Too-Expensive 66.4 75

Synthesis:



•  Strong AND repeated: Skepticism, Doesnt-Work — these are listicle table stakes.
•  Strong but rare: Return-Hassle (n=2), Allergies (n=1, score 79.1), Durability (n=4).
•  Hidden opportunity: Return-Hassle and Durability specifically.

G. Strategic Interpretation

•  Default: Skepticism + Doesnt-Work + Comfort-Concerns.
•  Strongest: Return-Hassle, Durability.
•  Model: Skepticism + Doesnt-Work + Durability stack.

H. Confidence Level

Medium for Doesnt-Work, Skepticism, Comfort-Concerns (n=8–10). Low for everything else (n=1–4).

VARIABLE 10 — Risk Reversal (Listicles)

A. Overview

•  Unique categories: 4 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Money-Back-Guarantee 12 80.0% 127 1 5 78.1

2 None 5 33.3% 63 1 5 68.6

3 Satisfaction-Guarantee 4 26.7% 127 1 5 80.2

4 Free-Returns 1 6.7% 127 1 5 79.1

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Satisfaction-Guarantee 80.2 127

2 Money-Back-Guarantee 78.1 127

3 None 68.6 63

Synthesis:

•  Strong AND repeated: Money-Back-Guarantee, Satisfaction-Guarantee.
•  Hidden opportunity: Satisfaction-Guarantee (only 27% adoption but highest score).

G. Strategic Interpretation

•  Default: Money-Back-Guarantee.
•  Strongest: Satisfaction-Guarantee.
•  Model: Money-Back-Guarantee + Satisfaction-Guarantee stack on each listed product.



H. Confidence Level

Medium for Money-Back-Guarantee (n=12). Low for others.

VARIABLE 11 — Emotional Driver (Listicles)

A. Overview

•  Unique categories (Emotional Driver): 9 | Usable: 15 | Missing: 0
•  Cialdini supplementary view (n=15)

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Hope 13 86.7% 126 1 5 74.6

2 Relief 12 80.0% 92 1 5 73.5

3 Frustration 9 60.0% 127 1 5 76.4

4 Fear 3 20.0% 126 1 5 81.1

5 Confidence 3 20.0% 53 2 5 69.9

6 Comfort 2 13.3% 62 1 5 64.5

7 Curiosity 1 6.7% 63 1 2 44.1

8 Safety 1 6.7% 61 1 5 61.5

9 Trust 1 6.7% 128 1 5 87.9

Cialdini supplementary view (n=15, 100% coverage):

Lever n % Days med Score

social_proof 14 93% 112 74.5

authority 13 87% 126 74.6

scarcity 9 60% 126 77.7

liking 6 40% 75 66.5

unity 6 40% 63 64.5

reciprocity 1 7% 61 61.5

Scarcity is the strongest Cialdini lever in listicles — fits the "limited-time best of" framing.

C. Strongest (min n≥2)



Rank Pattern Score Days med

1 Fear 81.1 126

2 Frustration 76.4 127

3 Hope 74.6 126

4 Relief 73.5 92

5 Confidence 69.9 53

6 Comfort 64.5 62

Synthesis:

•  Strong AND repeated: Frustration (60%, 127-day median). Notable that Frustration UNDERperformed
in advertorials but OVERperforms in listicles — listicles are aimed at frustrated comparison-shoppers.

•  Strong but rare: Fear (n=3).
•  Hidden opportunity: Fear in listicle format.

G. Strategic Interpretation

•  Default: Hope + Relief + Frustration.
•  Strongest: Fear (best score) and Frustration (best repeat).
•  Note: Frustration outperforms in listicles BUT underperforms in advertorials. Format-specific finding.

H. Confidence Level

Medium for Hope, Relief, Frustration (n=9–13). Low for Fear, Confidence (n=3).

VARIABLE 12 — Desire (Listicles)

A. Overview

•  Unique categories: 9 | Usable: 15 | Missing: 0

B. Top Repeating Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Pain-Relief 11 73.3% 87 1 5 71.4

2 Better-Sleep 7 46.7% 87 1 5 70.8

3 Comfort 7 46.7% 63 1 5 71.5

4 Health 5 33.3% 126 1 5 78.6

5 Quality-Of-Life 5 33.3% 97 1 5 75.9

6 Mental-Clarity 3 20.0% 97 1 5 70.3



7 Confidence 3 20.0% 164 1 5 81.2

8 Stress-Reduction 2 13.3% 79 1 5 67.4

9 Energy 2 13.3% 128 1.5 5 85.6

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Energy 85.6 128

2 Confidence 81.2 164

3 Health 78.6 126

4 Quality-Of-Life 75.9 97

5 Comfort 71.5 63

6 Pain-Relief 71.4 87

7 Better-Sleep 70.8 87

8 Mental-Clarity 70.3 97

9 Stress-Reduction 67.4 79

Synthesis:

•  Strong AND repeated: Pain-Relief, Better-Sleep (volume only).
•  Strong but rare: Energy, Confidence, Health.
•  Hidden opportunity: Energy and Confidence as listicle promises.

G. Strategic Interpretation

•  Default: Pain-Relief + Better-Sleep.
•  Strongest: Energy and Confidence — both rare but >80 score.
•  Model: Pain-Relief + Better-Sleep + Health + Quality-Of-Life stack with Energy as the upside framing.

H. Confidence Level

Medium for Pain-Relief, Better-Sleep, Comfort, Health, Quality-Of-Life (n=5–11). Low for Mental-Clarity,
Confidence, Stress-Reduction, Energy (n=2–3).

VARIABLE 13 — Belief Shift Target (Listicles)

A. Overview

•  Unique categories: 3 | Usable: 15 | Missing: 0

B. All Patterns



Rank Pattern n % Days med Var med Plac med Score

1 Other-Belief 11 73.3% 97 1 5 73.5

2 Pillow-Is-Cause-of-Pain 3 20.0% 127 1 5 78.2

3 Quick-Easy-Relief-Possible 1 6.7% 61 1 5 61.5

C. Strongest (min n≥2)

Rank Pattern Score Days med

1 Pillow-Is-Cause-of-Pain 78.2 127

2 Other-Belief 73.5 97

Synthesis:

•  Strong but rare: Pillow-Is-Cause-of-Pain.
•  Hidden opportunity: Same as advertorial — Pillow-Is-Cause-of-Pain is the highest-scoring named

belief.

G. Strategic Interpretation

•  Default: Implicit / "Other".
•  Strongest: Pillow-Is-Cause-of-Pain.
•  Model: Anchor each listed pillow against the failure modes of common pillows.

H. Confidence Level

Medium for Other-Belief (n=11). Low for Pillow-Is-Cause-of-Pain (n=3).

VARIABLE 14 — Awareness Level (Listicles)

A. Overview

•  Unique categories: 2 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 problem_aware 9 60.0% 97 1 5 72.8

2 solution_aware 6 40.0% 107 1 5 75.0

Practical note: Unlike advertorials (89% problem_aware), listicles split between problem-aware and solution-
aware. Solution-aware listicle ("Best Memory Foam Pillows") slightly outperforms problem-aware listicle on score.

C. Strongest



1. solution_aware — 75.0 (n=6)
2. problem_aware — 72.8 (n=9)

Synthesis:

•  Strong AND repeated: Both.
•  Hidden opportunity: Solution-aware listicles (rare in advertorial format, but viable in listicle format).

G. Strategic Interpretation

•  Default: problem_aware (more common).
•  Strongest: Solution-aware (slightly higher score).
•  Model: Run BOTH problem-aware and solution-aware listicle variants.

H. Confidence Level

Medium for problem_aware (n=9). Low for solution_aware (n=6).

VARIABLE 15 — Tone (Listicles)

A. Overview

•  Unique categories: 4 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Journalistic 9 60.0% 126 1 5 73.1

2 Conversational 2 13.3% 62 1 5 64.5

3 Expert 2 13.3% 165 1 5 92.3

4 Empathetic 2 13.3% 75 1.5 5 66.5

C. Strongest (min n≥2)

Rank Pattern Score Days med Notes

1 Expert 92.3 165 n=2 (ovouria, both LPs). Strong but advertiser-specific.

2 Journalistic 73.1 126 Strong and repeated.

3 Empathetic 66.5 75 Mid.

4 Conversational 64.5 62 Mid.

Synthesis:

•  Strong AND repeated: Journalistic. The format-default tone.
•  Strong but advertiser-specific: Expert tone (both LPs are ovouria-com — single advertiser).



G. Strategic Interpretation

•  Default: Journalistic.
•  Strongest: Expert (but inflated by ovouria).
•  Model: Journalistic tone with Expert framing of recommendations.
•  Avoid: Conversational tone in listicle (62-day median).

H. Confidence Level

Medium for Journalistic (n=9). Low for the rest (n=2 each).

VARIABLE 16 — Claim Type (Listicles)

A. Overview

•  Unique categories: 6 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Benefit 14 93.3% 112 1 5 74.5

2 Mechanism 14 93.3% 112 1 5 74.5

3 Outcome 13 86.7% 87 1 5 70.7

4 Soft-Educational 1 6.7% 61 1 5 61.5

5 Scientific 1 6.7% 165 1 5 93.8

6 Authority 1 6.7% 128 2 5 92.1

C. Strongest (min n≥2)

Rank Pattern Score

1 Benefit 74.5

2 Mechanism 74.5

3 Outcome 70.7

Synthesis:

•  The trio is universal.
•  Hidden opportunities (singletons): Scientific claims (n=1, score 93.8), Authority claims (n=1, score

92.1).

G. Strategic Interpretation

•  Default: Benefit + Mechanism + Outcome.



•  Test: Add Authority or Scientific claim layer.

H. Confidence Level

Medium for Benefit, Mechanism, Outcome (n=13–14). Very low for others.

VARIABLE 17 — Specificity Profile (Listicles)

A. Overview

•  Unique categories: 3 | Usable: 15 | Missing: 0

B. All Patterns

Rank Pattern n % Days med Var med Plac med Score

1 Numerical-and-Outcome-Specific 13 86.7% 126 1 5 75.5

2 Outcome-Specific 1 6.7% 61 1 5 61.5

3 Numerical-Heavy 1 6.7% 61 1 5 61.5

Practical note: 87% of listicles hit numerical AND outcome specificity. Like advertorials, it's table stakes.

G. Strategic Interpretation

•  Numerical-and-Outcome-Specific is the format requirement.

H. Confidence Level

Medium for Numerical-and-Outcome-Specific (n=13).

Listicles — Cross-Variable Synthesis

Strong patterns to model (listicle-specific)

1. Framework: Reason-List-3-5-7
2. Headline: Number-List (or News-Journalistic variant)
3. Opening: Problem-Callout
4. Big Idea: NeckPain-Relief
5. Mechanism: Comparison across Adjustable-Loft + Adjustable-Fill + Cervical-Support
6. Offer: Discount + Free-Shipping mention per item
7. CTA: Get-Discount or Check-It-Out
8. Proof: Expert-Endorsement + Doctor-Endorsement + Statistics + Reviews
9. Objection: Skepticism + Doesnt-Work + Durability

10. Risk Reversal: Satisfaction-Guarantee + Money-Back-Guarantee
11. Emotion: Hope + Relief + Frustration (+ Fear for tenure)
12. Desire: Pain-Relief + Better-Sleep + Health + Quality-Of-Life
13. Belief Shift: Pillow-Is-Cause-of-Pain
14. Awareness: problem_aware OR solution_aware (both work)



15. Tone: Journalistic (with Expert framing of picks)
16. Claim: Benefit + Mechanism + Outcome (+ Authority / Scientific layer)
17. Specificity: Numerical-and-Outcome-Specific (required)

White-space patterns to test (rare or underused but strong)

1. Top-X-Rankings framework (n=1, score 87.9 — trustedphysician variant)
2. News-Journalistic headline on Reason-List body (n=3, score 73.3)
3. Snoring-Stop listicle ("5 Best Anti-Snoring Pillows") (n=2, score 92.3)
4. Pressure-Relief listicle (n=2, score 82.7)
5. Adjustable-Fill or Adjustable-Loft mechanism focus (n=2 each, score 90+)
6. Get-Discount CTA (n=2, score 90.0)
7. Doctor-Endorsement proof in listicle (n=2, score 89.4)
8. Fear emotion in listicle (n=3, score 81.1)
9. Energy + Confidence desires (n=2–3, score 80+)

10. Solution-aware listicle variant (n=6, score 75.0)
11. Expert tone (n=2 — but advertiser-specific ovouria)
12. Scientific claims (n=1, score 93.8)
13. Authority claims (n=1, score 92.1)

Patterns to deprioritize (frequent but weak in listicle)

•  Ranking-List framework with low placements (fjallbris pattern)
•  Story-Open and Personal-Experience openings (short median tenure)
•  BOGO offer in listicle (58-day median)
•  Learn-More CTA alone (63-day median)
•  "None" proof type (61-day median)
•  Conversational tone (62-day median)

Advertiser concentration warnings

•  ovouria-com carries the entire Expert tone bucket (2/2 LPs).
•  Otherwise listicle brands are mostly single-LP entries — low concentration risk but also low statistical

power.

Listicle format playbook (TL;DR)

A high-tenure listicle in this dataset looks like:

•  Reason-List-3-5-7 framework with Number-List headline ("7 Best Pillows…") or News-Journalistic
variant

•  Problem-Callout open ("If your neck wakes you up…")
•  Comparison across 3–7 pillows highlighting Adjustable-Loft / Adjustable-Fill / Cervical-Support as

differentiators
•  Expert-Endorsement + Doctor-Endorsement in the framing
•  Statistics + Reviews per item
•  Discount + Free-Shipping noted on each recommended pillow
•  Get-Discount / Check-It-Out CTA per pillow card
•  Money-Back-Guarantee + Satisfaction-Guarantee mentioned
•  Frustration → Hope → Relief emotional arc
•  Journalistic tone with Expert framing of recommendations
•  Numerical AND outcome-specific claims throughout



Cross-Segment Comparison: Advertorial vs Listicle

Variable Advertorial winner Listicle winner Same?

Framework Story-Problem-Solution Reason-List-3-5-7 No

Headline News-Journalistic / Curiosity Number-List No

Opening Problem-Callout Problem-Callout Yes

Big Idea NeckPain-Relief NeckPain-Relief (+ Snoring-
Stop white-space)

Yes

Mechanism Neck-Cradle + Spine-
Alignment

Adjustable-Loft +
Adjustable-Fill

No (advertorial cradles,
listicle compares
adjustability)

Offer Discount + Free-Shipping +
Bundle

Discount + Free-Shipping Mostly

CTA Get-Yours-Today / Claim-
Offer

Get-Discount / Check-It-Out No

Proof Statistics + Testimonials +
Expert

Doctor + Expert + Stats +
Reviews

Mostly

Objection Skepticism + Doesnt-Work +
Too-Expensive

Skepticism + Doesnt-Work
+ Durability

Mostly

Risk
Reversal

Money-Back-Guarantee (+
Free-Returns white-space)

Money-Back-Guarantee +
Satisfaction-Guarantee

Mostly

Top
Emotion

Fear Fear (but also Frustration
over-indexes)

Yes

Top Desire Pain-Relief + Better-Sleep Pain-Relief + Better-Sleep +
Health

Yes

Belief Pillow-Is-Cause-of-Pain Pillow-Is-Cause-of-Pain Yes

Awareness problem_aware (89%) problem_aware (60%) /
solution_aware (40%)

Partial

Tone Empathetic (Story) /
Journalistic (News)

Journalistic with Expert
framing

Partial

Claim Mechanism + Benefit +
Outcome

Benefit + Mechanism +
Outcome

Yes

Specificity Numerical-and-Outcome-
Specific (100%)

Numerical-and-Outcome-
Specific (87%)

Yes

Key cross-segment insights:

•  Same playbook on: Opening (Problem-Callout), Big Idea (NeckPain), Belief Shift (Pillow-Is-Cause-of-
Pain), Emotion (Fear), Desires (Pain-Relief + Better-Sleep), Specificity (Numerical-and-Outcome).



•  Format-specific divergence on: Framework (Story vs Reason-List), Headline (Journalistic vs
Number-List), Mechanism (specific physics vs adjustability comparison), CTA (action-oriented vs offer-
oriented), Tone (Empathetic vs Journalistic), Awareness (problem vs problem+solution).

•  Listicle uniquely benefits from: Doctor-Endorsement specifically, Adjustability mechanism
positioning, Solution-aware traffic, Frustration emotion.

•  Advertorial uniquely benefits from: Empathetic tone with Story-Open, Neck-Cradle mechanism
focus, Free-Returns risk-reversal angle.

Universal winners across both formats:

•  Problem-Callout opening
•  NeckPain-Relief big idea
•  Money-Back-Guarantee
•  Pillow-Is-Cause-of-Pain belief shift
•  Pain-Relief + Better-Sleep desires
•  Fear as elevation emotion
•  Numerical-and-Outcome-Specific claims

End of combined Advertorial + Listicle report.
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