PIMA Annual Meeting

Affinity Marketing

Introduction

It’s my pleasure to serve as today’s moderator.   We have some of PIMA’s best marketers participating on our panel today and their ready to share their insights on current strategies and industry trends they’re seeing now and in the near future.  One of our objective’s today is for you to walk-away with new insights and strategies that can be applied to your businesses.

We’re also looking to make today’s panel discussion interactive, and that means we need your participation.  If you have a question or a strategy that you’d like to share, we’re asking that you raise it during the session so we can engage in a dialogue and exchange of ideas.

If there is a question or topic that we don’t get to today we’re encouraging you post it on PIMA’s LinkedIn, where you’ll also find today’s questions and responses from our panelist.  If you haven’t joined PIMA LinkedIn yet, or visited the discussion page, go take a look.  There’s a lot of great dialogue going on and it’s a great place to find answers to your questions.

Without further delay let me introduce our panelist.  On my far left is 

Warren Hunter, President and CEO of DMW Worldwide.  DMW is a full-service direct response and advertising agency with offices in Wayne, PA and Plymouth, MA.   Warren is an active PIMA business partner, and previously served on PIMA’s Board of Directors and as Chairperson of the Business Partner Forum.
Next to Warren is Mike Wise, Vice President of IdeaStar, Inc.  IdeaStar, located in Cleveland OH is a full-service web development firm which designs, programs, promotes and manages leading edge websites and e-business applications.  Mike is an active PIMA business partner and recently elected to the  Board of Directors.
To Mike’s left is Bill Tyson, Executive Vice President and Chief Operating Officer of AMPAC Insurance Marketing.  Located in Woodland Hills, CA , AMPAC is the leading writer of term life insurance products distributed through financial institutions.  Bill is also  long time PIMA members, and currently services on the PIMA Board of Directors representing the agency category.  He is also co-chair of the Communications and Technology Task Force.

Last but certainly not least is John Coleman, Director of Insurance Services for Compremedia, located in Chicago, Illinois.     Mintel Comperemedia is a searchable competitive database tracking direct mail and print advertising in the US and Canada, as well as email in the U.S.
Welcome gentleman:

Let’s start off by talking a little bit about 2008…..
1. What have been your top 3 accomplishments in 2008 from a direct marketing standpoint?
WAH: 
Retaining clients and expanding activities through additional conventional media.  Employing interactive applications as core lead generation and transactional sales channels. Using data and modeling to drive targeting strategies and optimize the effectiveness of lead generation and conversion efforts.
MW:
Matrix-driven Web site.  A single Web site supporting the distribution of 130+ products for 30+ carriers to 80+ groups/associations – all developed in less than 8 months.  Nothing else comes close.  Concepts to be replicated in at least three other Agency sites in 2009.

BT:     
Online marketing – activation of websites, new lead sources and emarketing with bank partners.  Response rate improvements through comprehensive testing of inserts and internet display ads.  Agent sales productivity improvements using a combination of:  a balanced scorecard approach in individual sales measurement; “collapsible” outbound calling team using temporary employees; and call recording/coaching.
Bill, you mentioned “collapsible” outbound calling using temporary employees.  Can you expand on this a little more?  Were you using licensed agents, how long is “temporary” and what call recording/coaching techniques did you use?

______________________________________________________________

There is a lot of activity around online marketing, yet ….
2. Many of our PIMA members have a large “spend” in direct mail.  In respect to what we consider “tried and true”, are you seeing or doing anything differently in 2009 than in the past?
WAH:  
More data driven executions. Mailing to the right people, with the right product(s), and the most relevant messaging, and doing so more often.  Less volume with better results.  Back to basics with more disciplined creative testing.
BT:
Testing to reduce our postage costs (BRC or no BRC).  Testing through two partners – 4 creatives.  Maintaining our direct mail spend while increasing our online marketing.

MW:   
Postcard with a PURL (e.g. www.mainURL.com/myname) as the call-to-    action, a personalized Welcome Page with a weatherman video, enter a code, an interactive content-managed, matrix-driven, 3-4 step flow from interest to education to quote to application, with an option to chat, email, or call a specialist, (oh yeah, including viral marketing functions).  To be market-tested in Q2.  Full Channel-of-Choice Solution.
JC:     
We can speak for what we are seeing the mail overall.  2009 is going to be a very interesting year for any company selling direct response.  The good news is for the companies in this room we think that the mail box will be much less crowded that it has been anytime in the past 5 years.  All of those credit card, home equity loan, and mortgage direct mail pieces that crowded the mailbox have been drastically reduced.   And those affinity relationships you share?   Whatever you decide to mail out, you can expect less mail with the same logo vying for your prospect’s attention.
What I’m hearing you say is there’s an increase in spend for online marketing and testing of  PURLs  but what about direct mail……. 
3. How do you see direct mail evolving in the next 18 to 24 months  ... or even in the next 5 years?
JC:  
Talked about a bit in the last answer.  I’ll let my colleagues on the panel address some of the specific trends in mail packs and postal issues.  Getting back to what we said on overall mail, we are not forecasting a large decrease in the insurance industry.  We did not see it in Q4 2008 and in January 09 we saw (x). From speaking to some of the largest direct mailers many have confirmed they are not decreasing mail.  Others are taking a wait and see approach.
WAH:  
Marrying digitally based creative to key market segments (USI Collegiate Best of PIMA).   Direct mail with interactive integration for information, lead generation, and sales closure.
· Email

· Landing pages

· Microsites
BT:   
Increased pressure on ROI shifting DM dollars to internet spend where consumers are spending more of their time.  More segmentation and mailing to only the top deciles.  Increased usage of commingling/postal optimization and tracking services.  Print-on-demand becoming a reality.

MW:  
More personalization in the short-term, obsolete and perhaps illegal in 5 years.
We talked about the “tried and true” in direct marketing and your view points on direct mail evolution in the next 18 to 24 months, but 
4. What trends are you seeing in the industry now, and in the near future?
JC:   
We are seeing more companies try to figure out how to use a combination of direct mail and email for affinity insurance offers.  (Mention Hartford and possible others.)
WAH:  
Moving back to basics. Cautious integration of “shiny new media” (social media).
BT:    
Response decline from channel fatigue, creative fatigue and reduced consumer confidence in brands/tarnished brands.  Market consolidation – bank mergers and takeovers.  Our term life insurance provider competition shrinking to only a few players.  Fragmentation – consumers have more options for visual entertainment than ever before.  According to a recent survey*, consumers have tired of interruption advertising and are increasingly in control of how they interact, filter, distribute, and consume their content and associated advertising messages.  The report further observes that there are 4 change drivers shifting control within the industry:  1) Control of attention;   2) Creativity; 3) Measurement; and 4) Advertising inventories.
MW:  
The slow and steady demise of interruption marketing (TIVO, banner-blindness, Google PPC SEM drop).  Life-stage marketing, Social Web marketing (Linked In, Facebook, self-identification). Interactive Web-based Company and Agency marketing – blogs, tools, calculators, sponsored communities, sponsored tools (Amazon Reading List, Courtyard by Marriott Tripit on Linked In).
Bill mentioned channel fatigue, creative fatigue, market consolidation.  What other …..

5. business factors or market forces are influencing how you determine and allocate marketing dollars?
WAH: 
 Increased focus on retention and cross-selling. Renewed focus on Cost PER (inquiry, quote, app, sale)

MW:  
Declining direct mail response rates, increasing direct mail costs.

Increasing mind-share and interactivity of Web sites and Social Networks/Media.  Decrease costs, increased effectiveness of paperless processes. Green initiatives.
BT:
Adopting campaigns that “create awareness” to those that “drive engagement”.  See ING for Life.com and Term Life Link.com’s Life Calculator.  Pay for performance revenue models for new lead sources (as opposed to the pay per lead model).

Mike, we heard you speak about PURLs and other online strategies….

6. What is being done online with affinity marketing that is new and different? Are you using a multi-channel integrated marketing strategy?
MW:   
Matrix-driven Web site and the Postcard with a PURL I mentioned earlier.

Interactive Web sites based on Blog-technology.  Esurance and letting go of the Creative Commons – releasing corporate brand and imagery.  Teen-Safe – American Family sponsored in-car video monitoring combined with a Web interface with driving counselors and parents to coach teens on safe driving.  Company-sponsored technology and innovation that reduces claims, saves lives, builds loyalty, lowers premiums, increases referrals, and lowers costs of new business.

WAH:
Our clients are using multi-channel integrated strategies and are challenged to measure TRUE cost effectiveness. Beginning to use audience specific microsites. Using online primarily to communicate with members (retention orientation). We have one large affinity client beginning to use the web to train AGENTS
JC:  
As I mentioned earlier, we are seeing more here. Taking a step back, I’m not sure how many insurance companies have really figured out on-line outside of auto insurance and term life.  My overall impression is that from a prospect perspective what they see from affinity is not that different from non-affinity.
It appears several of you are using multi-channel integrated marketing strategies and have tested a combination channels….

7. Have you tested a combination of channels and if so, What mix produces the best combined ROI for your organization or client?  Is it a combination of direct mail, websites and emails?
JC:  
We’re hearing more about clients planning strategies around this for 2009.   That said, I can’t really comment on who or details.  That said this seems to be moving up the priority ladders for many of the larger insurance DM companies.
WAH:
We believe the OPTIMUM mix is: TV, Mail, email, SEM and supporting micro sites.
BT:
The combination of inserts, reply cards, toll-free access to our call center and specific website URLs.

MW:  
Postcard with a PURL (e.g. www.mainURL.com/myname) as the call-to-action, a personalized Welcome Page with a weatherman video, enter a code, an interactive content-managed, matrix-driven, 3-4 step flow from interest to education to quote to application, with an option to chat, email, or call a specialist, (oh yeah, including viral marketing functions).  To be market-tested in Q2.  Full Channel-of-Choice Solution.

8. The current trend is Web 2.0 social networking web—consumer generated content, interactivity, social media, social networks - whether it’s Facebook, Linked In, and UTube.  Are you using the social web to reach affinity members?  Are you able to track ROI? And have you had any success?
WAH:
Right now we are not using social media for any of our clients.  Our clients want to make decisions based on pro-forma ROI and we cannot provide that information. There seems to be a more obvious application for BRAND than for ROI based DIRECT.  The users of social media don’t go to those sites expecting to be SOLD.

MW:   
Too new, tracking ROI will not be an issue.  FTJ – member applications, Google Analytics Linked In – Ohio State Alumni – 90 Groups – 12,000 – 15,000 members FaceBook – Ohio State Alumni – 6 Groups – 1,000 members not counting individual class groups.  See also Erin Esurance and You Tube. Insuranti and agent-recruiting viral video http://www.youtube.com/wawtch?v=wygaoncRPm4 – viral video by http://blog.insuranti.com/ and http://www.insuranti.com/  Tai Life – 205,000 views http://www.youtube.come/watch?v=LR5mZqeDNtg – viral video by http://www.thailife.com/en/social 
BT:
We are using it for B2B – business development.  Looking at doing some rich media spots in 2009.

9. When it comes to budget allocation between traditional and new media -- what have been your limitations to increasing new media solutions?
WAH:
ROI and metric drive volume.
BT:
Demonstrating an ROI.  Getting sponsors to promote our sites and imbedding links, interstitials and confirmation pages in sponsor sites.
MW:   
Not a good SME on this one.
10. How are current economic conditions and the outlook for 2009 influencing your direct marketing plans and budget?
JC:
Again, we do not see DM decreasing in importance.  In the past 3 months we have brought on several new clients that are all willing to invest in our media monitoring product because they see the importance of understanding competitive activity in the direct mail channel.  That said, specific product types being promoted may change.

WAH:

We are encouraging clients to spend in tied and true media.  Minimize


marketing risk.  Encouraging spend on retention driven marketing

MW:   
Budgets for existing projects are under greater scrutiny – decision-making more is time-consuming. More interest in e-Issuance for GI and SI product.  More interest in download-able brochures and information, again, personalized.  More interest in mini-sites – see http://nreca.medicareplanrx.com
BT:
At this point it is full speed ahead on two fronts – internet marketing and statement insert marketing.

11. What are you or your clients doing to improve marketing operational efficiency in 2009?
BT:
We went from cloning web sites to a portal solution that enables us to change skins and pages, making maintenance much easier, producing a lower total cost of ownership.

WAH:
In 2007-2008 DMW made a significant investment in technology allowing us to work more efficiently for clients.  We are currently promoting consortium programs (where applicable) to provide lower costs to clients.

MW:  

Not a good SME on this one.
JC:    

Can’t really comment on the individual strategies here.
We have only a few minutes left so let’s move onto the “ah-has”…..

12. Are there any “ah-has” that you have learned in the past year in respect to “tried and true” or “new multi-channel” affinity marketing strategies that you can share with our audience?
WAH: 
If you move too far afield from the basics, overall results suffer.  New media investment is an INVESTMENT.  Financial impact may be elusive.  Multiple clients are adding RETAIL (actual store fronts) to their distribution.  This is NOT the time to abandon the tried and true in favor of what seems new and fun.
BT:
As Tom Peters once said, “you can’t mange what you can’t measure”.  Over the past year we have done extensive work to make sure we measure everything and do what ever we can to improve productivity and marketing results.

JC:
Well one thing I know is that a great go to market or re-branding plan is not match for bad PR from a parent company with the same name.  I’m thinking here about AIG buying 21st Century, and then launching the new AIG Direct Brand.
I’d like to leave our members with a strong parting thought.  If you were to 

13. What is your “pick of the year”?  If you were to pick one strategy to recommend that our PIMA members employ for their business in 2009, what would that pick be?
JC:      
Adjust your targeting to reflect the economic reality.  Lots of you are worried that your prospects are not going to have as much money to spend on your products this year.  Probably true.  That said, consumers one or two rungs up the socio-economic ladder are also feeling the pinch, and your products may now appeal to them in ways they may not have when they felt like there were better off.  My personal feeling here is that the companies that figure out how to affectively change their messaging and targeting to appeal to those groups are going to be some of the DM stars of 2009.

BT:
Diversification from an affinity “sponsored only” marketing approach to a healthy mix of sponsored and non-sponsored business.

WAH:  
Do what you know works best – and then do it better!

MW:   
 Multi-channel strategy similar to Question #2.

I think that is all we have time for today.  I want to thank Mike, Warren, John and Bill for sharing their insights and expertise.  If you have question that we didn’t have time to get to today, don’t forget about PIMA LinkedIn where you’ll find all of today’s questions and responses   
