Affinity Marketing: Turning Insight Into Profit

Through Business Intelligence Visualizatic
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Background

Canada Life Assurance Company (CLA), founded incX@4v part of Great West Life Co.

A Provides insurance and wealth management products for Canadians
A One of the largest credit insurance providers in Canada

A CLA Direct Marketing promotes life, accident, critical illness and related products t
the customers/credit cardholders of clients such as:

Sy Sears
W nson ik

Financial

HUDSON'S BAY CO.

A University alumni groups
A Credit unions
A Professional associations

A Over one million Certificates of Insurance in force
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New Client¢ Challenges
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A Acquired a new direct marketing client
with large customer/credit card
database

ANo prior experience with this database
ANo response data
ANo access to profiles, models,
segmentation strategies or
targeting information
ANo postcampaign analysis reports

ALimited control over the selection of
records for campaigns
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New Client¢ Implications

What did this mean to CLA?

* Could not assess the true ‘size of the prize’

* Gambling on the results of a new client mirroring
the results of our existing clients — Will it? Won't it?

* Marketing dollars could not be guaranteed to
deliver our required acquisition cost ratio

* Potential for significant losses

* Risk of failing to meet client expectations
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New Client¢ Implications

TOTAL
CONFUSION
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by traditional predictive models

Vo = =Tl + E‘Po, . . :
Wh A Typical attributes that rank high:

oy + 2 -
0 Taqlagq + Wp w“‘l’ Poc We, A Postal Code

P
r = —\I’ 6 = 0" _— .
VIRTI R A Recency of Purchase/Service Usage

0 =radiad + u%\lfad, A Credit Score
A Age

A Gender

A Tenure

Al t ASyiQa wCa { O2NE
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NewClientc/ [ | Q4 b SSRaA

WE NEEDED TO QUICKLY
VI OljdzZANE (1y2¢ft SRIS YR dzyRSNREUGUIFI yYRAY 3 2
V Identify potential target market segments

V Assess the potential of leveraging our existing Canada Life policyholder base to find
out what learning could be gained, and how it could be applied to this new database

VI NBFGS | YSUK2R2ft238 0GKIUG ¢2dd R ff2¢
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New Clientc Solution

CLA had use &= N the past, targeting specific client campaigns

CLA approached Environics Analytics, explained our challenges and
a1 SR GKSY (2 0O2YS 001 6A0GK &U0NF (S
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New Clientc Solution

OVOANRYAOA !VvIfedAOaQ az2tdziAzy 6l

1. Leverage existing CLA policyholder database

)Buildan ilRSLJG K dzy RSNRAGFYRAY3I 2|F [/ [! Qa SEA&GA
policyholders and compare them to the New Client databage

2. Develop a coseffective segmentation strategy

\

i) Provide profiles of our policyholders based on PRIZM
| clusters )

[ iii) Establish and quantify key response drivers through in |
| depth multkdimensional analysis )

7

Iv) Build predictive response models

\
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Initial Milestones

VHQMDAN voQmn VOoOQMM vinQMmm

Development of Target Promotion Develop Implement

CLA Segmentation Using Predictive Predictive
Strategy using Segmentation Response Model  Response Model
PRIZM,

Refine target audience based on data
discovery and insights
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We needed to get to the low
hanging fruit quickly

Environics Analytics would b
0KS afl RRSNE |
higherhanging fruit!

197
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What Was the Outcome?
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Program Results and Driving Program Efficiency

ACQUISITION vs RESPONSE \
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=05t to Revenue Ratio —I-Gruss *espunse Rate
]
List challenges,
high internal
demand for leads
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How We Got There
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Economical Segmentation Methodology

Create a Score Client

Product records with
Penetration appropriate

Indexfor index for each
each cluster CLA product

Segment
buyers into
PRIZM,
clusters

|dentify
typical buying
audience
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Segmentation Methodology

The priority was to develop and leverage an economical segmentation strategy,
and to identify the profitable target audience

Profiles + Product

Business

Client Database

AContact History
Ange

Arovince

Aetc.
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Product Penetration Indexation

The next step was to create Product Penetration Indexation Bands, and then test therr
to see what response we achieved in the live environment.

CLA Ranges
200-249

175-199
150-174
125-149
110-124

100-109

Hurdle
Gross
Response
Rate

90-100
80-89

70-79

40-69
0-39

Gross Response Rate (Cummulative May 2010 to August 2011)

Arospects indexing 110 and higher all met or exceeded our Hurdle Gross Response
Rate between May and August this year

ASeptember and October has seen this stabilize, and November is looking even better
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But It Was Not Just the Product Indexing At Play
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Once the positive impact ¢troduct
Penetration Indexatiorwas firmly
established, we worked with EA to

dzy O2 OSNJ 2 1 KSNJ y dz3 =

Other attributes surfaced as having
Impact too:

A Province

A Age

A Recency of Card Usage

A Recency and Frequency of Contact
A Credit Score
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Resultsc Visualization of Key Variables
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Data Visualization

Aids in identifying relevant patterns and trends that might take hours or days
with tabularNB LJ2 S{edl X a big factor

Highly Effective At:

A Analyzing timeseries data AAnalyzing performance data AAnalyzing variances

A Comparing categories AAnalyzing segments
A Detecting outliers AAnalyzing dimensional data
Recency of Us Ag CLA Index Rang
Campaign Month(s) Campaign Month(s) Campaign Month(s)
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Provincial Results
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Age Results

Campaign Month(s) / Age Range

2011

40K -

20K -

Gross Leads

OK -

200 -

Sales

100 -

0.50 -

Gross Response Rate

0.00

0.83
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40-44 4549 = 50-54 5559  60-64 = 65-69
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Recency of Usage Distributions
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