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Post-quote emails test & learn:

The creative challenge

Whenever someone fills out an online request for an auto quote, but does not purchase a
plan (does not bind), Nationwide sends a series of follow-up emails. These emails haven’t Brand Character Attributes:

been updated since 2014, and have never been tested.
Knowledgeable Inspiring

Our assignment is to redesign the post-quote email follow-up process so we can measure, Proactive Authentic

test and learn what the optimal creative, frequency and cadence of emails is for Nationwide.

Any prospect who has started or completed an online auto
quote, but who has not bound a policy.

Choose Nationwide as their auto insurance providor and bind

D
What do we want them to do? an auto policy with us.

Because of the many benefits that come with being a
Nationwide member.
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Competitor analysis




Competitor analysis:

Frequancy & cadence

Key Takeaways:

The majority of our competitors front-load their
post-quote emails.

There was a second wave of follow-up emails from
our competitors, sent at the 4-week marks.

WEEK 1 WEEK 2 WEEK 3 WEEK 4
CARRIER E:fll?lts QUOTE 1 2 3 4 5 6 7 8 9 10 1 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28
Farmers 2 . .
Nationwide 3 () () o
Travelers 3 . . .
State Farm 3 . . .
American Family 3 . . .
Lemonade 3 . . '
Esurance 5 . . . ‘ .
Geico 7 . . . . . . .
Progressive 8 [ ) () o ([ ) o o [ ) o o
Liberty Mutual 10
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Competitor analysis:

Messaging overview

Key Takeaways:

The majority of the communications sent focused on
benefits, like a 24/7 claims line, Roadside Assistance
and more. Many competitors connect recipients to
an agent to finish their quote.

EMAIL NUMBER 2%
URGENCY

MESSAGE CARRIER s | 1 2 3 4 5 e 7 8 | 9 | 10
6%
Benefits Farmers 2 () 30% CUSTOMER
(Claims, Roadside Assistance, etc.) o ~ SATISFACTION
Nationwide 3 [ ) BENEFITS
Agent
® (Contact your local agent) Travelers 3 () () P 18%
DISCOUNT
State F, 3
® Generic ate rarm ® ® ®
(Retrieve my quote)
American Family 3 () () ()
Discount
® (Bundle, safe driving program, etc.) Lemonade 3 () (] ¢
@ Customer satisfaction Esurance 5 ® o
(Testimonials)
Geico 7 o q (] o o
—— ()
Urgency 20 /)
(Your quote expires soon) Progressive 9 () () o o o o / GENERIC
0,
@® Happy Birthday Liberty Mutual 10 [ ] () [ ) [ ) [ ) ) 24%
AGENT
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Competitor analysis:

Design overview

AMERICAN FAMILY INSURANCE: ESURANCE: FARMERS INSURANCE: LEMONADE:

—_— N —————
AMERICAN FAMILY v— - . —— . v 6 Maya from L <maya.ai@ com> L Wed, Nov 7, 1:12 PM
[“insurRancE B surenes Viewr your quote - - FARMERS Youre almost there! Purchase your policy] tome ~
) INSURANCE
esgrﬂnce Hey Andrew
B e [| SHRrETT Hi Andrew Peeples, thanks for choosing Farmers
o B Insurance Group of Companies for your Auto Great seeing you today!
il !
Insurance quotet Justto let you know that you're one click away from protecting the stuff you care about
most. To pick up where you left off, hit the big pink button below.
. P
still |O°klng ° Your quote ) (7 T If you have questions or need help, reply to this email and I'll get you sorted out in no
You don't want to miss out. What you can expect: fime
$52.48 2 montn
[ Customize coverages o month 285.00 « Local, professional agents in your neighborhood
Let Us Help You Get the Right Auto Insurance e 9 that Q"":“d f“°‘e fl/o;/zm + 24x7 HelpPoint Claims Services
n € auto insurance price a3l uote date
fits your budget. e e Dozens of discounts to help you save BACK TO MY QUOTE

RETURN TO QU . Caiz dnly €l Your Quote # 9060

[v] Review your discounts 2008 Mercury

Give us a call to see if you qualify Auto Insurance st .
Hello Andrew, for any additional savings. $156.17 ay sale,
= 7 . : Maya
Recently, you began an online auto quote from American Family Insurance [v] save time monthly(automatic*) Team Lemonade

reference number 00005FHRC6. You're minutes away from a personalized
quote. We're following up to make sure you get the coverage your dreams
deserve

Take care of business online or call
us to speak with one of our
knowledgeable representatives.

ted monthly Auto Insurance premium

Jemonade

If you'd like to explore other options to get the customized insurance coverage

you're looking for, we can help =
view your te ®
Please contact one of our agents, or you can talk to one of our Customer Care

Cantar rantacantativac amdima at 4 200 MYAMEAM (R02 A22A)

Don't want to receive emails from us? Unsubscribe

Generic photography Highlighted benefits using iconography and Large icons and featured spokesperson Minimal design used across all tactics
stock photography

GEICO: LIBERTY MUTUAL: PROGRESSIVE: TRAVELERS:

See how much you could save. Call your local GEICO agent today. 1-614-369-4518

Liberty Mutual. PROGRESSIVE TRAVELERET Call Now: 1-844-559-7559
GEICO _—

() ‘
' Your quote: Why leerty" v \ X 4
There's a local $455.83 We’ll be there for you 24/7. 4% Switch to Travelers
agent near you for § months ) . \ 4 >
Contact your agent > N Nine out of ten customers who have had a claim would recommend
Travelers to others.* What's stopping you from making the switch?
You could still save money with GEICO. Maybe even more than 4 Out Of 5 PI’Og ress ive Our customers receive:

before. Call your local agent Matt Clegg in Columbus, OH at . « Over 150 years of trusted, reliable service
1-614-369-4518 to see how much you could save Customers choose Liberty Mutual for benefits ike: customers would refer a friend! + Money.saving discounts

* 24/7 claim reporting

24-Hour Claims Assistance 24-Hour Roadside Assistance” « Tailored policies & convenient payment options
Great service whenever you need it Everything from jump-starts to Retrieve Your Quote
It only takes minutes to start receiving these benefits

emergency towing-24 hours a day

Check out our Coverage Calculator

Want to pay less? Not sure how much you need?

Our coverage calculator helps you understand your Accident Forgiveness' Better Car Replacement® See how they enjoy great benefits such as these:
options o create your perfect policy. Give it a try > Rates that won't automatically rise A newer version of your car if it's NI
because of one little accident totaled in an acc\dei’\t * Roadside Assistance
We'll help with Towing, Flat Tires, Battery Jump-Start, Emergency Fuel Or call 1-866-890-9767 to speak to a licensed
Majority of designs highlighted quote and Heavily used photgraphy and iconography Majority of email banners utilized Flow. Generic photography with large iconography
the Geico Gecho. Others utilized iconography and illustration
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Executional considerations




Executional considerations:

Types of testing

5 0 OR HIGH LEVEL OF EFFORT

MESSAGING CREATIVE (DESIGN) FREQUENCY (# OF EMAILS)
1. Difference benefits (protection, good value, etc.) 1. Standard vs. Retail Minimum: 2-3 | Maximum: 10
2. Short vs. Long copy 2. Photography vs. lllustration
:’ 3. Subject lines (personalization, emoiji, etc.) 3. CTA placement CREATIVE (DESIGN)
. 4. CTA 1. Animated vs. Static
5. Time bound messaging (Your quote's expiring)
6. Trigger based messaging
7. Member vs. non-member
. TACTIC MIX
:. 1. Emails + direct mail
2. Informed Delivery
a 3. Digital ads
CADENCE
1. Order of messaging
2. Timing of email release
(ASAP, 2 days, 7 days, etc.)
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Executional considerations:

Test & learn plan

A phased execution approach:

Working with our EAO expert to understand HORIZON 1 HORIZON 2 HORIZON 3
how many things we can test at once, we will
develop a phased test plan to ensure we are
doing the right things at the right time.

NEW POLICIES POTENTIAL

TIME AND RESOURCES
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Outstanding questions




Executional considerations:

Qutstanding guestions

How granular is the data?

How long before people start getting calls? Are these automated, call
center or an agent calling?

What digital ads are happening, if any? Can the creative align? Is this
something we can test, too?

When can we have an EAO assignhed?
Do we have a budget to test a tactic mix (pairing email with direct mail)?
Can the email team handle multi-variated testing?

Do we know if participants already have a Nationwide policy with us?
Can we tailor communications toward this audience?
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Appendix




Appendix: Audience insights

Who are we talking to?

Family Sarah

Our main target audience fits within the emerging guidance Family Sarah:
hunters — Family Sarah segment. Proof points

However, we should consider any prospect who has started or Key benefits: Reasons to believe:

1. Benefit from multi-policy bundling; bundle your car and home policies and 1 Our lncal anante wark with van ana an ana ta anahze vaur needs and

completed an online auto quote, but who has not bound a policy.

d your family.

y . P ) tions —
They’ve given us some of their info to request a quote, but they’ve Family Sarah: o

stopped just short of purchasing - and likely need a reason to re- Messaging architecture b ensure you

engage with the quote to make the purchase decision. atisfaction on
MESSAGE TOPIC MESSAGE STATEMENT BUSINESS UNIT / PRODUCT

Family Sarah consumers are 30-44 years of age; they approach

financial goals with a desire to plan, control and make good

decisions. This is important to them as their families grow, and as Segmentation:

W h N ’p 3ank
. o are we talking to
they have more responsibility. '
Family Sarah:
Ages 30 - 45
Top financial goals: Lifestyle:
« Children's education - Enjoys staying healthy and time with family
- Protect the family « Busy lifestyle and seeks convenience
+ Mortage «  Shops for best deals
« Saving for the future «  Loves the idea of traveling abroad
« Retirement « Seeks variety when traveling
« Reduce debt +  Enjoys trying new food products
«  Rainy day fund +  Buys products that are popular with other people _ ng | 5
* Believes that they are influential in their community
Attitudes & behaviors:
« Seeks insurance & financial guidance witha
and relationships +  Online is okay for general information & quotes.
«  Engages in financial planning Once I have an idea of what | want, I'd like to talk
«  Open to new relationships through with someone, pevferab.ly thvoug.h an online chat
or email. For more specific questions or to make a
any channel purchase, I'll pick up the phone.
« 1 prefer more personal interactions with my financial
Insurance perspective: advisor. Online is okay for account balances and
+  Wants to consolidate insurance and general information.
financial services with one provider
+ Craves good value for price paid Shopping & buying behavior:
+ Drawn to stores via coupons and discounts L
Device behavior: « Buys in bulk ng | 4
+ On phone almost constantly * Makes some impulse purchases, but likes to

«  Uses devices constantly at home research opinions

(tablet, gaming console) +  Tends to plan expenses in advance
« Likely to use Apple devices

(,! Nationwide’ Post-quote email test & learn 9y | Nationwide iNHouse Marketing 3
~
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Appendix: Frequency

The amount of touchpoints matter

It takes a lot of touches to make a sale:

Every touchpoint furthers the customer journey.

100% —
90%
80%
70% —
60% =
50% =
40% -
30% —
20% =

10% —
- +
| | | | |
ONE TWO THREE FOUR FIVE - TWELVE

NUMBER OF CONTACTS Source: Online Marketing Intitute
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Appendix: Cadence

Current new member welcome program

Project overview:

Touchpoint Cadence:

The goal of this onboarding series is to thank them for their business, welcome them,
build awareness and adoption of relevant self service and product offerings as well as
gather additional data to inform our future messaging and product offerings. These

goals will be achieved through three (3) different touchpoints. e Touchpoint 2 will be 3 weeks after touchpoint 1 (-~ 30 days)

* Touchpoint 1 will occur within 1-2 weeks tenure

EMAILS:

Important next steps Visw this smail as 3 web page

!j Nationwide’

T

Digital tools for your
multi-tasking sid

Thanks for choosing Nationwide.
Now we invite you to download aur
mobile app.

On the app you can:

Mobile convenience — it's just ane
of the ways that Nationwide is on
your side.

Download app

For your many sldeé,
there’s Nationwide.®

* View policy details ;
+ Access your proof-of-insurance & _
+ View and pay your bill =
- Start a claim 11
+ Update your contact information

)

Important next steps Visw this smail as a wsbpags

Hj Nationwide’

Online convenience for your
make it easy for me side. !

Thank you for choosing Nationwide. Now
we invite you to create an online account.
It's just a few quick steps, then you can do 4
all sorts of tasks in a snap:

+ View and pay your bill

» Print proof-of-insurance

- Review policy details

» Make a palicy change

* File a claim and see the status
© *Select paperless options

For your many

5
there’s Nationwide.®
insurance | investments | reti

* Touchpoint 3 will be 6 weeks after touchpoint 2 (-~70 days)

* DM will drop first and EM will go 14 days after this date.

View this smail as a webpage

A nice discount for
your save a tree si

Thank you for choosing Nationwide. Now
we invite you to go paperless. When you
choose Paperless Documents, you'll .
receive a discount at your next policy e

renewal. And you'll get an email notice 5
when important documents are available.

Here's how to do it:
* Visit nationwide.com/signup
« Select your account type
« Enter your member information
+ Select Paperless Documents.

Go paperless

For your many sides,
there’s Nationwide.
insurance | banking | retirement

DIRECT MAIL:

is on your side

g( Nationwide’

One Nationwide Plaza 1-28-203
Columbus, OH 43215

Sample A. Sample

123 Any Street

123 Any Street

Anytown, US 12345-6789

{ YL Y P P Y Y U P P PP | PR A A PP

Dear <name>,

On behalf of everyone at Nationwide, | want to
thank you for giving us the opportunity to help
protect what's most important to you. We work
hard to be a different kind of company, where
every member matters.

Your first step

Now that you're a Nationwide member, we invite
you to create an online account and go paperless.

When you choose Paperless Documents, you'll
receive a discount at your next policy renewal.

And you'll get an email notice when important
documents are available.

Dive in
Your membership comes with many valuable
benefits. Visit the Member Resource Guide at
nationwide.com/guide and get to know what's
available to you!

Sincerely,

Welcome

to Nationwide®,
<First Name>
IMPORTANT NEXT STEPS »

dh

Receive a discount at your next policy
renewal just by going paperless!

POLICY NUMBER: <XXXX0000000000>

*

Here's how you do it
When you go paperless, you'll get an email
notice when important documents are available.

[ Visit nationwide.com/signup

[0 Select your account type

[ Enter your member information
[ Select Paperless Documents

| | This email was sent to: smith@gmail.com i )
| This email was sent by: Nationwide, One Nationwide Plaza, Columbus, OH 43215-2220 USA %%Wﬂ/—
Nationvide, Nationwide is on your side and the Nationwide N and Eagle are service marks of Nationwide Mutual Insurance Thin sooellwan aent bo: smitefmel con
Steve Rasmussen
Nationwide CEO
° ° ® - - - - -
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Appendix: Audience engagement

20160 New member direct mailer

Project overview:

As part of the new member on-boarding experience, a printed Welcome Key LearninQS'

Kit is sent to all new auto and property members. In 2016, we will

transition from a printed welcome kit to a “Welcome to Nationwide” News MEMIEErs elie MUEH Mers [iely D epen ene enesee i mereiing

. . . . . . communications and the call to action versus an existing more tenured
web page. Our assignment is to create a direct mail letter directing new

members to go online to the “Welcome to Nationwide” page. member. In addition, sending a separate communication with one CTA is

the best way to drive response, if that is the goal.

DIRECT MAILER:

TrifoAId self mailer exterior Trifold self mailer interior

Cover: (8.5 x 5.57) Back:

Hi Kendall Includes name

Eﬂ Nationwide®

is on your side

High Stret + Columbus, OH 43215 On behalf of everyone at Nationwide®, | want to thank you

for giving us the opportunity to help you protect what's
most important to you. We work hard to be a different kind
of company, where every member matters. In fact, you're
the reason we're here,

B

Steve Rasmussen
Nationwide CEO
Mmeber since 1974

M

Sample A Sample
1Sample Street

Welcome to Anytown, USA 12345
Nationwide’

Welcome to Nationwide” Kendall

IMPORTANT NEXT STEPS INSIDE

Includes name

Go to nationwide.com/signup

i select the account type

. Maximize your membership
i Enter your member information and
i follow the prompts

POLICY NUMBER: XXXX-XXXX-XXXX

Policy number

“ . . o . . o
!{\g Nationwide February 16, 2016 Welcome to Nationwide Letter version 1 Nationwide February 16,2016 | Welcome to Nationwide Letter | version1 | 6
is on your side is on your side
>

o
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Appendix: Tactic mix

Integration of digital and direct mall

Combining direct mail and digital yields
greater returns than using just one approach.

45% + 40% ‘ Direct mail delivers

. . Higher recall and
increase in response rate .

_ . _ recognition of brands
when direct mail is paired

with digital communications when email marketing Is nigher respon§?
9 followed by direct mail? rate than email

" Source: Direct mail: A powerful B2C marketing channel,” Pitney Bowes, 2015. https.//www.pitneybowes.com/us/shipping-and-mailing/case-studies/direct-mail-is-a-powerful-channel-for-b2c-marketing.htm/
2 Source: Connecting for Action,” Canada Post, September 2016, https.//www.canadapost.ca/assets/pdf/dm/neuro/connecivity infographic_en.PDF
3 Source: InterQuest
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Appendix: Tactic mix

USPS informed delivery program

. i i ?
Program overview: Is it effective?

Informed Delivery is a consumer-facing feature offered by USPS that provides users
with digital previews of their household mail arriving soon. Mailers can integrate digital

. . of participants enrolled in
campaign elements to enhance and extend the mail moment. 89%

informed delivery are satisfied or

Informed Delivery is a free service and provides organizations with aggregate pre-and very satisfied with the program.

post-campaign data to help advertisers and mailers target campaigns to the right people.

INFORMED DELIVERY: DIGITAL CAMPAIGN INTEGRATION:
of participants viewed Informed

82% Delivery notifications every day

or almost every day.’

*Source: USPS; Informed delivery program

Trackable data:

ji] 1>

Retailer Uame

SHOP THIS SALE ©

1 i, ol A
mﬂ'r}ﬂ

il (Pl
w78 Fthued

Email open Density & Email Click-through
rates Statistics rates
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