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To go forward, we must go back in time to 1788...

The Brandenburg Gate — Berlin, Germany

Built by Friedrich Wilhelm Il to commemorate the peace after
the Thirty Years’ War

« Construction took three years: 1788-1791

* The cost of construction is unknown, but it was refurbished in
2000 for over $3 million
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Fast forward to August 2012...

The Lego Brandenburg Gate — Villanova, Pennsylvania

 Built by my son Tyler to commemorate his 8" birthday

* (Construction took him a weekend

* The original cost | paid for the kit is unknown, but it can be
bought on eBay for under $40
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Personalization at scale is a lot like Legos

People love seeing both of them Only one of these was built in a Only one of these can be rebuilt
and each has millions of fans. weekend by an eight-year old and into something totally different over
costs less than $40. and over again for others to enjoy.

Personalization at scale in direct marketing means
communicating different to each

consumer audience in order to provide the
at an
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Xfinity Case Study: Comcast Message Testing

Leverage behavioral segmentation to increase direct marketing performance

Goal was to use behavioral segmentation and personalization to lift response
rates which could generate significant increase in performance of direct mail

Message Segment Platforms

Service Feature Enhancements

‘I want a company that thinks
about my unique needs”

“I want the latest gadgets and
the newest technology — right
when it comes out”

Value Reliability

‘I want everything to work
well, all of the time”
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“l want the best value for my
dollar and to feel like I'm
getting a good deal”

Low
level of subscriber service needs

subscriber utilization of products

Low ENGAGEMENT High

We collect, store, and use all data in accordance with our privacy aisclosures to users and
applicable laws
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Focus on personalization elements that will drive your desired results

There are so many data sources that can drive personalization, including: Elements that Impact the Success of a
. . Campaign
Geographic Location The 40-40-20 Rule

Demographics
Cultural Differences

Behaviors .
Creative

Lifestyle 20%

_ o Audience
Generational Variations 40%

Purchase Intent

How did Comcast apply this?
By focusing test on audience segments combined with

relevant messaging, impact increases to 60%.
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Use personalization to drive your message, not the other way around

Knowing so much about you audience is a dream for

every copywriter...but it can also be a trap.

Example:
« 2 Locations

« 2 Age Groups

« 2 Offers
« 2 Audience Segments
([ J

previously, so we focused on four behavioral messaging
segments.

7  Xfinity Consumer Services

Total: 70 Different Letters

How did Comcast apply this?
We decided not to boil the ocean. We have tested offers
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Don’t create — automate!

Focus your personalization on the areas of your e 4111118
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How did Comcast apply this?

We used interchangeable “copy blocks” to personalize
by customer In the print stream.
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How did it work for us? Pretty well, in fact.

Message testing was a success for Comcast, yielding a double-digit % response lift when compared to our
previous champion. But here are some ways to take your personalization further.

Variable Data Printing

Variable Data Printing (VDP) will
personalize each recipient’'s mail piece
based on the data in the mail file.
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Write in Copy Blocks

Writing in copy blocks allow your
data to change the copy in your
letter to match your recipient without
changing other copy.

Multivariate Testing

Multivariate testing helps you test
multiple different variables
simultaneously to get the best
combination.
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Improving your offer
through personalization:
An insurance case study

Chuck La Tournous
VP, MLA Marketing
American National



Data = Bad



Hippocrates:

“First, do no harm.”



La Tournous:

“First, don’t be creepy.”



Relevant Data = Good



Insurance 101




The Offer

Apply now for lower rates.



The Goal

Primary: Retention
Secondary: Upsell



The Message

You can get lower rates on the
coverage you already have.



The Value Proposition

Get more coverage for /ess
than you’re paying now.



The Presentation




Preferred Rates: -% lower!
|

ar Fellow Member

s introducing

One of the most rewarding aspects ofbeing on the | <<

new ways to save members money on their insurance coverage. That's why I'm so pleased to share this news: You
are now eligible to apply for Preferred Status, which offers even lower rates than you currently receive on your [Jfi]
Life coverage, issued

Same exceptional coverage at significantly lower rates
Applying for Preferred is worth it: rates are 14-63% lower than current rates, and once approved, yow'll retain your
Preferred Status for 20 years. Plus, you'l seill et the same great features you already enjoy such as:
.+ Upto nillion in cover. nding on your age and membershij
+ Cashrefunds paid by the Trust, which are paid out of premium refunds received from [ ill- cash
refunds can lower your cast of coverage even further, although not guaranteed, partcipants under al [
Frust life insurance plans have received cash refunds every year since cach Plan's inception;

+ Coverage you can keep to age 80, even if you change jobs.

There is no risk to apply for Preferreds lower rates
I you're age 50-79 and in good health, T encourage you to act on this cost-saving opportunity. Applying for
Preferred includes a brief medical exam, questionnaire and you must have a minimum of $250,000 in [JJfj Life
Your family health history and avocations are also factors in your approval. Remember, if approved, youll
or until you turn age 80. Only upon expiration of this 20-year period will you
need to resubmit evidence satisfactory to to requalify for Preferred. There is no risk to apply. If you are
not approved for Preferred Status rates you will get the lowest rate you qualify for—you will not pay more than what
you're currently paying. See the Request Form for details. Remember: Your coverage will not be terminated because

ed for Preferred.

Take advantage of the savings and increase your protection
A Personalized Rate Analysis s included. It illustrates how much Preferred rates can save you on your cost of
Review the enclosed material and learn all ways Preferred Status can help you save money as you
prepare for your family’s future. Please return your completed Request Form and schedule your medical exam as
s00n as possible to allow time for the underwriting process. Don't delay—If your request form and the results of your

medical exam are received in the upcoming October bill

Commit

Iy for Preferred Statu:




Bar Code
[Type of Appl[StatusCode][CPA_SSNIICPA_AcctNo] FPO

Request Form—‘\ Life Insurance at Preferred Rates (Group Term Life Insurance)

 postage pai . You'l be
anges at thi udonot
need o complete tis For
Disabilty Waiver:
Dependent Child:
M AD&D Coverage: ([l

Certficate No

Account No

Payment Basis: [Payn

Current Coverage: (Il
-

FirstName] [Middlelnitial] [LastNas

Are you a member of [N’ Are you a member of [ o other eligible organization?
One Cvespmls————— [ [ —

verage if you'e 1

Email Address Yooyl ks st oty e g
\ tter and rtant inform; il about \mm'm
1

gram-sponsored [l eve

fe Insurance at Preferred Rates—ifyou a $250,000 o more of coverage, you are eligble 1o apply
ge at Preferred rates. Your coverage and cost are vesedon ctober 1 ol ko B8 o
ane)<Casts shown <ages 45+ refloct Select Status rates anc: ot in AD8D coverage> <and/or> <Disabilty Waiver
maximum amount available under -ummm bya .u ol Premium rumwnymuumumwn
New Coverage Monthly Gross Cost Monty Gross Cost

Amount Requested:  Current rate Preferred rates Cu
5! ‘ OO

A Rt

ver age band or i the rate for your cl

sign below to verify that he or she has knowledge of and has requested such changes

The JJil] Life Coverage is assigned. The assigne:

Name of Assignee (please print) Signature of Assignee Date

Benefi ry Designation—Current beneficiary as on file with Plan Agent.
Primary Care Physician Information—Failure to complete m plcaion process

(
Name of your Primary Care Physician Telephone No_ o Primary Care Ph

State

Please complete the reverse side »

Street Address of Primary Care Physician
1do not have a Primary Care Physician at this time.




New Coverage Monthly Gross Cost New Coverage Monthly Gross Cost
Current rates Preferred rates Amount Requested: Current rates Preferred rates

LI$XXXX (CA)’ SXX.XX LI $XXXX (CF) SXX.XX

CJ$XXXX (CB) SXX XX $OCXX I $XXXX (CG) X: SXX.XX
CJ$XXXX (CC) $XX.XX LI $XXXX (CH) (X X SXX.XX
CJ$XXXX (CD) $OCXX I $XXXX (ClI) ¢ SXXXX
C1$XXXX (CE) XX CI$XXXX (CJ) SHHHX SXX.XX
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For information regarding Waiver rates for ages 45+
se visit our website at www.cpai.comlpt or
all Aon at 800-223473




Personalized Rate Analysis—
Il Life Preferred

coverage with Preferred Status:
Retum he completad Form i th
am about the

options.

Certificate Coverage: $XX0(XXX

<Personal Rate Analysis for >

New Lower Preferred Rates
ot <5 (I i s
Increase your
coverage:

Get $X XXX X

Lower your current
cost by
per month w
Preferred Rates!

New | Life Preferred Monthly Gross Rates

Your Current [JJji] Life Coverage Amount: <$250,000> (»7::»::(, Fs":lebr mG\':'s‘SQ [?:t:i :Jv’;’:‘

urrent monthly (Standard or <Disability Wai age>]
Current monthly (Standard ) <$0.00 per $10,000> ility Waiver coverage>}

Select Status Rate} at age <XX Monthly rates per $10,00
—_—— Standard

New lower monthly Proferred u m
_ Beta st age it

ou can compare th
rates on the right. C:

Don't delay—Apply for lower Preferred rates online at wwow SN or complete the

enclosed Request Form by June 15! Questions? Please call




<Personal Rate Analysis for >

New Lower Preferred Rates

M Cost of- Life with <Select Status or M Cost of ] Life with Preferred Status rates
Standard > rates

Increase your
coverage:

Get $X, XXX, XXX of coverage
for (higher:only $XX.XX more)
(lower: $XX.XX less)/month!

Lower your current

cost by
per month with
Preferred Rates!




Results

New Applications



Res

New Applications



ROI (TAP/MC)

 Acceptable: 2:1
- Typical: 3-4:1
- Good: 5-7:1



ROI (TAP/MC)

15:1



One more thing...




One more thing...

PREFERRED STATUS NeCESeARY
IF MAILED

IN THE
UNITED STATES

?USINESS REP

AIL PERMIT NO. 7
POSTAGE WILL BE PAID BY ADDRESSEE




Thank you



