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Background 

ÅProvides insurance and wealth management products for Canadians 
 
ÅOne of the largest credit insurance providers in Canada 

 
ÅCLA Direct Marketing promotes life, accident, critical illness and related products to 

the customers/credit cardholders of clients such as: 
 

 
 

 
ÅUniversity alumni groups 
ÅCredit unions  
ÅProfessional associations 
 

 

ÅOver one million Certificates of Insurance in force 

Canada Life Assurance Company (CLA), founded in 1847 ς now part of Great West Life Co.  
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New Client ς Challenges 

ÅAcquired a new direct marketing client 

with large customer/credit card 

database 

 

ÅNo prior experience with this database 

ÅNo response data 

ÅNo access to profiles, models, 

segmentation strategies or 

targeting information 

ÅNo post-campaign analysis reports 

 

ÅLimited control over the selection of 

records for campaigns 
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New Client ς Implications 
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New Client ς Implications 

TOTAL 

CONFUSION! 
w9{¦[¢Χ 
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!ǘ ǘƘƛǎ ǇƻƛƴǘΣ ƛǘΩǎ ǿƻǊǘƘ ƴƻǘƛƴƎΧ  
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/ŀƴŀŘŀ [ƛŦŜΩǎ άbƻǊƳέ  

Å/[!Ωǎ ƳŀǊƪŜǘƛƴƎ ŀŎǘƛǾƛǘƛŜǎ ƘŀǾŜ ōŜŜƴ ŘǊƛǾŜƴ 

by traditional predictive models 

 

ÅTypical attributes that rank high:  

ÅPostal Code 

ÅRecency of Purchase/Service Usage 

ÅCredit Score 

ÅAge 

ÅGender 

ÅTenure 

Å/ƭƛŜƴǘΩǎ wCa {ŎƻǊŜ 
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New Client ς /[!Ωǎ bŜŜŘǎ  

WE NEEDED TO QUICKLY ς  

 

V!ŎǉǳƛǊŜ ƪƴƻǿƭŜŘƎŜ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ bŜǿ /ƭƛŜƴǘΩǎ ŘŀǘŀōŀǎŜ 

 

VIdentify potential target market segments 

 

VAssess 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 

 

V/ǊŜŀǘŜ ŀ ƳŜǘƘƻŘƻƭƻƎȅ ǘƘŀǘ ǿƻǳƭŘ ŀƭƭƻǿ ǳǎ ǘƻ ǉǳŀƴǘƛŦȅ ǘƘŜ ǘǊǳŜ άǎƛȊŜ ƻŦ ǘƘŜ ǇǊƛȊŜέ 

 

VCƛƴŘ ŀ ǇŀǊǘƴŜǊ ǘƻ Řƻ ŀƭƭ ǘƘƛǎ ǿƛǘƘΧ 
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CLA had used             in the past, targeting specific client campaigns  

 

 CLA approached Environics Analytics, explained our challenges and 

ŀǎƪŜŘ ǘƘŜƳ ǘƻ ŎƻƳŜ ōŀŎƪ ǿƛǘƘ ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ǘŀŎǘƛŎǎ ǘƘŜȅ ōŜƭƛŜǾŜŘ ǿƻǳƭŘ ƘŜƭǇ Χ 

 

 

New Client ς Solution  
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2. Develop a cost-effective segmentation strategy 

9ƴǾƛǊƻƴƛŎǎ !ƴŀƭȅǘƛŎǎΩ ǎƻƭǳǘƛƻƴ ǿŀǎ ǎǘǊŀƛƎƘǘŦƻǊǿŀǊŘΥ 

New Client ς Solution   

1. Leverage existing CLA policyholder database  

i) Build an in-ŘŜǇǘƘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ /[!Ωǎ ŜȄƛǎǘƛƴƎ 
policyholders and compare them to the New Client database 

ii) Provide profiles of our policyholders based on PRIZMC2  

clusters 

iii) Establish and quantify key response drivers through in-
depth multi-dimensional analysis 

iv) Build predictive response models 
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Initial Milestones  

vнΩмл 

Development of 
CLA Segmentation 
Strategy using 
PRIZMC2 

vоΩмл 

Target Promotion 
Using 
Segmentation 

Develop 
Predictive 
Response Model 

vоΩмм vпΩмм 

Implement 
Predictive 
Response Model 

Refine target audience based on data 
discovery and insights  
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{ƛƳǇƭȅ tǳǘΧ  

We needed to get to the low-
hanging fruit quickly 

Environics Analytics would be 
ǘƘŜ άƭŀŘŘŜǊέ ǘƻ ƎŜǘ ǳǎ ǘƻ ǘƘŜ 

higher-hanging fruit! 
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What Was the Outcome? 
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Program Results and Driving Program Efficiency 

Enter  

A lot of 
refinement taking 
place in this 
period ς  

ÅProduct 
indexation 

ÅRecency of in-
store purchasing 

ÅAge 

ÅGeography 

ÅOffer 

ÅCluster 
profitability 

 

List challenges ς 
high internal 

demand for leads 
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How We Got There  
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Economical Segmentation Methodology  

Identify 
typical buying 

audience 

Segment 
buyers into 

PRIZMC2 
clusters 

Create a 
Product 

Penetration 
Index for 

each cluster 

Score Client 
records with 
appropriate 

index for each 
CLA product 
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Profiles + Product 
Penetration Index 

 
 
 
 
 
 

 
Client Database 
ÅContact History 
ÅAge 
ÅProvince 
ÅEtc. 

Business 
Insights 

Segmentation Methodology 

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



Environics Analytics User Conference 2011 Environics Analytics User Conference 2011 

Product Penetration Indexation 

The next step was to create Product Penetration Indexation Bands, and then test them 
to see what response we achieved in the live environment. 
 
 
 
 
 
 
 
 
 
 
 
 
 
ÅProspects indexing 110 and higher all met or exceeded our Hurdle Gross Response 
Rate between May and August this year 
ÅSeptember and October has seen this stabilize, and November is looking even better 

Hurdle 
Gross 

Response 
Rate 
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CLA Product Penetration Indices Score Summary 
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But It Was Not Just the Product Indexing At Play 
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aƛƴƛƴƎ ŦƻǊ hǘƘŜǊ άbǳƎƎŜǘǎέ 

Once the positive impact of Product 

Penetration Indexation was firmly 

established, we worked with EA to 

ǳƴŎƻǾŜǊ ƻǘƘŜǊ ƴǳƎƎŜǘǎΧ 

 

 
Other attributes surfaced as having 

impact too: 

ÅProvince 

ÅAge 

ÅRecency of Card Usage 

ÅRecency and Frequency of Contact 

ÅCredit Score 
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Results ς Visualization of Key Variables  
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Data Visualization 

Highly Effective At:  
 
ÅAnalyzing time-series data 
ÅComparing categories 
ÅDetecting outliers 

Aids in identifying relevant patterns and trends that might take hours or days 
with tabular ǊŜǇƻǊǘǎΧ Speed is a big factor 

9ƴŀōƭŜǎ ǳǎ ǘƻ Ǿƛǎǳŀƭƭȅ ŜȄǇƭƻǊŜ Řŀǘŀ ǘƻ ŘƛǎŎƻǾŜǊ ƴŜǿ ƛƴǎƛƎƘǘǎΧ 
άǎǇŜŜŘ ƻŦ ǘƘƻǳƎƘǘ ŜȄǇƭƻǊŀǘƛƻƴέ 

ÅAnalyzing performance data 
ÅAnalyzing segments  
ÅAnalyzing dimensional data 

ÅAnalyzing variances 
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Provincial Distributions  



Environics Analytics User Conference 2011 Environics Analytics User Conference 2011 

Provincial Results  
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Age Distributions  
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Age Results  
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Recency of Usage Distributions  


