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How do you transform a 150 year old brand...

" AL ol while the choght docsnt seerm 10 give o che slightese coneern T st say e
has nibbled away at my peece of mind through many s dewining. So, pardy for your wn future
bemefit, wnd perely bacause | like 10 sleep undismrbed, 1  doné songrhing i
“You kearw that life insurance policy. . the one 1 seaned to eake
out before you wese boen. The one 1 hadl so many
200l intentions about ... bur just somehow kepe purting off,
Wl today it a Fuee. - all sigmed, sealed 20d deliversd!

't going s ke chis old warld aver —othing like that. For Tim o
miracle man—just u very oedinary sor of a guy, and your loving dad.
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give bodh of you sometling firm to seand on."*
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S umeting firan 10 suand aa . ycs, chat's what se're al looking for. Bur st of us need somechiag mexe. For stabilty, sloge,
s nor abways enough. We need flexibiliy, 100, So1id a  rock—yet fexible in serms of changing needs ~hats the sore
of sousnd life Insurance your John Hancosk represenntive wines to el you plan. Plan it 02 moet your own individual sends
s they now exise Then review it from dme t ime i pravide for the clianises the pasing yeurt o ofien being;,
Plan i not anly ca procest your depondenss while shey aced peotection but ulse (@ pravide

samehiing for your own future:

"Ta this sart of planning your John Hancack

bringgs you the
benefic af his company's eighty years of expericace: in fircing life insurance
1 the changing needs af its policyhalders.

I WAS'E oLn—except in the eyes of the armed services. He boaght war bonds

Tor the saave reasans all Americans buy them. He wanted 1o do his part to
help bring the war 1o a speediee end. He was booking forwardtoo—loaking for-
wand to the dlay when with the return of peace and security b could apply those
bords to some of the things we all want—to the purchase of a hame, to the
education of his ehddren, or just to keep against those days when his deivisg

energy would decline,

When Jl's wile says: "Nim didw’t expeet mie lo cash them so soom,” sho is not

|

making, Responibiitios
insuraneoe remaing datic. Suddealy the lifo
insurasce which was suffickont to take care
of the respansibilities of eartier days is called
upom bo mect the greater needs of the
pevsont.

Taday s the right day to talk do your lifo
Insurance agent: b review your life fmsur-
ance; bo make sure that it measures up to

blamning Jim; she is just discarding ber dreams of the future for the hard facts

cans seasanably be applicd
af the family; the frotection of war bonds
and other jsvostments against paddon do-
manels; the education of childen; provision
for ol age. and the settlemnent of small ae
lage estates.

Youz Joba Hancock agent his boen trained
te apply this exporience to your specific
needs and income.

“Jim didn’t expect me
to cash them so soon”

LIFE INSURANCE COMPANY
# Basron, MasgacuvanTTs

BUT W, COX, Presshet

THE OLD NORTHWEST TERRITORY
won by GEORGE ROGERS CLARK

¢

THE PART PROVISIONS PLAYED IN THE WINNING OF THE WEST

“Vincennes and Victory” was the battle cry of
George Rogers Clark in his fight to defend the
Old Northwest Territory for America, Deep was
his discouragement, therefore, when be was
halted on the threshold of success by lack of food
and supplies for his brave band of fighting men.

Into this aimost hopeless situation stepped
Francia Vigo, & trader, who came 10 Clark's res.
cue by outhitting the expedition. Twenty days
Iater, on February 25, 1779, the Stars and Stripes
waved aver Vincennes. George Rogers Clark,
thanks 1o the timely heip of Francis Vigo, had
won his fight

Help When It Is Needed Mast

In the defense of  nation—or of a {amily—pro-

visions play an essential part. Even the military
genius of George Rogers Clark and the sterling
courage of his men could not carry them to vie-
tary while they lacked the simple necessities of
life ... Nor can a dependent family, however

brave their spirit, meet the problems of the re-
adjustment period, following the desth of hus-
band and father, without income sufficient to
purchase at Joust their daily necessities.

Many American fathers are finding in the John
Hancock Readjustment Income Plan & way to
provide t moderate cost & defense against a situa-
tion their
booklet, “Two Lives'”, tells how one typical fam-
fiy s using this plar o solve their problems, Fer
your copy write Department L-8, John Hancock
Mutusl Life Tnsurance Company, 197 Clarendon

flies may some day sncounter. Our

Street, Boston, Massachusetts.




...into a digital customer leader?

Helping secure
your family’s
future. No
matter what.

Complete our easy application
online and get up to $3M in life
insurance.

How can we help you? | want to

Amessage regarding COVID-19. Read more

The r|ght SOlU“On We offer a variety of

customizable products and

fO & 62)6)]?,/ S | tu at | on services for individuals, families,

and businesses.

-
/ﬁf%ﬂﬂi For business ~ pel

Life insurance

Protect what you've built

Securing your family's financial well-being today
- and down the road — is a top priority. Find the
life insurance that helps protect your loved ones

while also helping you meet your financial goals
and needs.

Take the first step to get life insurance. Talk to an advisor

Benefits

Coverage for what you value most

Ensure the people you love have the financial resources
they need.

Rewards for healthy choices

Earn rewards and save up to 15% on your premiums®
for the everyday things you do to stay healthy with the
John Hancock Vitality program.




Strive to deliver Apple-like experiences

Deliver consistent, high

quality “Apple-like” |y

experiences to fulfill on

our mission to make A
decisions easier and '
/ives better for our

stakeholders

(e.g. customers,

iIntermediaries, plan _.
sponsors, employees). %,
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Our plan to get there

Predict

Standardize Optimize Use customer level data to
make every touch point

Identified challenges with the Proactively use customer . .
. . . immediate, relevant and
current customer experience. insight to realign and .
. . , predictive. Automated data
Adopting a single approach to enhance operational . )
: - analysis that provides
measure, repair and remove processes and providing . .
L . i actionable advice for
friction from experiences. customer-centric optimization in performance
interactions. ..
A A A activity.

o 2018 through 2019 o 2019 through 2020 o 2021 through 2022 @ 2022 through 2023 @ 2023 and beyond
v v
Activate Embed
Enhance experiences by CO is a core part of doing
expanding digital business and a critical factor in
channels and segmenting strategic decision-making. CO is
audiences (against TA). a part of our purpose and

culture. All CO projects are tied
to our mission statement.



Step 1: John Hancock
In-Housing



Why in-house?

1. SPEED 2. DEDICATED 3. TRUE 4. ENTERPRISE 5. WE OWN THE
' TEAMS INSIGHTS VIEW DATA
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John Hancock has been building more capabilities in-house over time

US Marketing: Direct-to-Consumer & Business-to-Business

Brand Strategy

Marke t.in g
Analytics

Account
Management

Sponsorship
—> o
Activation

Sports
Marketing

S

S

Creative &
Content Creation

e Copywriting

—> Design

Audio/Video
_> )
Production

Experiential
— )
Marketing

Customer
Experience

e

—

Consumer
Research

Brand Tracker

Audience
—> 0
Insights

Digital
Advertising &
Strategy

Content

Media

Social

Human Centered
Design

Brand

Planning

memmmd User Research
-
Experience
Strate gy

Public
Relations

L »
Comms
Internal
Comms

Meeting &
e
Event Mgmt.

Partner with lines of business (e.g., Advice, Insurance, Investments, and Retire ment),

as wellas Advanced Analytics and Global teams
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Still maintain media and PR agency relationships, but rely less on
agencies for day-to-day work

al=je

Media

CONE



Step 2: Build a template



Case studies that serve as the template
for how we approach all work in the
future, and highlight that customer

insights and analytics are at the center
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theSkimm



Research revealed that we are not connect with women as well as we could

{4

Don’t know enough about them (F, 50)

| haven't really had it that long, so | am
not famifiar with all the features and
proaduct offerings (F, 34)

| never know what is going on. They ’ ’
don 't teach me anything about my
investments (F, 33)



theSkimm Case

meskmm [l - I

Content hub on

Skimm Money g T o theskime
@ Til the Cash Cows Come o
o The Coich

Idea:

Reach our female FFOAs where they are already consuming content (theSkimm)
with approachable messages and personalized solutions for things we know
worry them about their financial future. Help them to Face the Future. Using
branded content to increased unaided awareness of the brand and help our
target audiences develop a relationship with John Hancock

@ mobile.twitter.com

Execution: N A
Custom articles (5) rooted in insights about theSkimm readers , czn[;";nﬁ%i’:::;i;dw;:?o‘”h“
theSkimm e
KPI: _ Oy FACE e wtioon.
ey - &2 FUTURE
Lift in Brand Awareness o il
i,

Skimmd with < G 1

&£ ouote oF THE DAY 373

SHk <k i s Lo Social posts (paid
and organic)

Daily Skimm

Z; % < newsletters
o 14




theSkimm Impact

Above Benchmark

19%

T 2%

Aided Brand Awareness Consideration Intent

f 90% significance

M A

+17% +4x

Above Benchmark Above Benchmark
theSkimm Newsletter  thaSkimm Content

Open Rate Page Views

® J

8.5 +13%

Above benchmark Above Goal
JH.com Content theSkimm Podcast
Engagement Score Episodes Downloaded



Implications

all

Strategic content partnerships Video length matters. YouTube should be Branding and JH logo need to be prominent
continue to raise brand equity, being used for long-form video distribution in on all creative assets, following platform

an efficient way to have media work the future, and use 6-10s videos on best practices in order to be prioritized in
harder by tapping into unique partner Facebook/Instagram for best results, as auction

audiences that are contextually- these have shown to be most engaging

relevant and impactful

AR &

Continue investing in impactful rich Channel, platform and placement mix is Natural extensions of the campaign are

media and video, as these get critical, and should be tailored to reach best at driving deeper engagement with our

eyeballs and drive engaging traffic and engage our priority segments audiences, so creative should be consistent
across the partner's assets, including with campaign and drive to personalized
websites landing pages

M 16



Vitality Challenge



Research further illustrated that life insurance is a scary topic

‘ ‘ Life insurance is scary. Will it be enough?
The answer is no. | don’t think you ever
think that you have enough because

once you are gone you Just don’t know
(John, 42)

2



Vitality Challenge

Objective

Create consumer and producer interest, engagement and
consideration of John Hancock Vitality during the three-month
campaign to ultimately drive sales

Idea

To overcome consumer preconceptions and apathy, we set out to
showcase life insurance as its never been seen before by co-opting
the look and feel of lifestyle brands to create interest and
intrigue

Execution

Launched a full-funnel, omnichannel market test campaign in
Atlanta targeting consumers (and producers), while using Houston
as our control market

KPI

Lift in Aided Brand Awareness

ol

Media Mix

Local TV Awareness

Digital Awareness

OOH Awareness

Audio Awareness
Social Consideration

Print Awareness
Search Consideration







Vitality Challenge Impact

O

+8.4 ppt lift

Aided Brand Awareness

O™
.O

+1.6X

Site Visits

Exceeded projections

[
+50%

Lift in Incremental Leads

v

+5.3 ppt lift

Favorability
Primary Target: A30-64 $65K+

=

1.7M

Social Engagements
Interactions or 3-sec video views

C,

12%

Video Replay Rate

21



Vitality Challenge Implications

A

Producers are receptive to the
consumer messaging

Producers are receptive to
consumer creative as seen in
the lift among new Producer
appointments (ATL vs. HOU)

Omnichannel approach delivers
full funnel metrics with a halo
effect in Atlanta

Lift in leads and trending post-
campaign end date illustrates
Vitality marketing effectiveness

“It's Not What You Think” creates
awareness of John Hancock,
however, Vitality as a standalone
remains flat

Creative and media strategy
effectively drove lift but Vitality
requires the John Hancock
brand for recall
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Claims



Research highlighted that our claims process is long and overly
complicated

Some of the paperwork didn’t make sense
and [ wasn’t sure | was filling it out right.

[ think | went to the website to look
for the form, but couldn’t find it so /
called to get the form.

[ faxed the original and sent a copy ’ ’
through priority matl.

ol



Insurance claims

Objective
Uncomplicate the claims the process by creating an express
claims process and improve the digital journey to initiate a claim. The a’ . OO0 —w- . - N
hardest [ 7 = = = (= =

Understand the current process for death claim notification, e e ‘;_m- ‘ """"""""" e |
application, processing and payments. Identify additional pain et E— = =
points and opportunities for improvement (internal and external)
Focus on the general claims flow to determine a more efficient and e —
timely process U |
Execution e
Online Claim Center enhancement to include enhanced self-service
notification STP and instructional videos. Express Claims launch
through the Call Center, including IVR message update promoting
Express Claim program. This program allows for roughly 60% of
our annual claimants to submit their claim totally paperless
currently through the aid of our Call Center. D S : —

BEE e -T¢ - Telalelal BTN

ol
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Claims Impact

] © -
+20% +17% +127% -51%

Average month over Increase in web activity, with Increase in web activity Decrease in Claim
month increase for online /1% of web users being unique since launch in April Initiation/Form request
death notifications calls routed through the
call center

M 26



Step 3: Grow our
capabilities



Re-energizing the John Hancock brand

/ \ Three words to describe John Hancock
‘ John Hancock is the old

guy standing in the
corner that nobody
knows.

Investment

Carin S\O ;
-...E? _______ ?Q '&BE,: ® = Bw
§ unige ETI'US'EO 6},

“aft ’’’’
Q

§ D mmmmmm I I Frlendw
S Neutral
~ Qe ™, b h%‘ﬁ?st

T Unknowr InsuranceHones

dependnirie

Flnance
Esta bhsﬁ"“"“ .| &2!.9 fashioned

"?E'!.I‘J"E m E‘q!

But | trust him to hold my
purse.

Positi innovative
e S‘I;]%;TBFHOB tiona \ﬂ‘a‘
For ’[r‘ia t"Weal’thy

Corporate Qut-of-touch



But what does that do for the business? What’s the ROI?

e Created a media mix model to quantify the impact that Brand
marketing activity has on business performance, calculate
ROIs, and optimize investment to drive future growth

e Next up: MTA

A -! A A A A A A A I I - - T T B T R B R e A A
Q'\ Q\ S S Q\ N N Q'\ Q'\ R A S S P, Q'\ NS N Q'\ Q'\ R N (O U L O Q'\ N
,:]SL rg,.b'lv b{& o}rl)(@ Glﬁ@ ,\\,13’19 @,1)'19 :ﬁr{& @@’9 \\‘{& 0@'19 \\,ﬁ'ﬁb q>,1§14 ,9"51' b{b’l» 6},‘)"9 éb'& ,\@’1«0 Q}"’I){l’q r&q)"& ,\Q{&Q \\(19’ '{1@'19 \\"15.9 q),b’]f ,9"&1' b\,b’lv ‘}’SE. 6,&’9 ,\@'19 @,1)‘9 @,&'S '\Q@’LQ \\Q)’l/ 0@’19
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Customer data platform

DATA CHANNELS

Personal & Email

demographic

Onsite behavioral Programmatic

data

Predictive

I Segmentation

Unique ID link

. CUSTOMER
Social

_’.

Engagement
data

\/

Transactional SMS

data

DATA INTEGRATION
AUTOMATION

Call center Search

data

Website

Survey data

Third-party



Questions?


mailto:cpotts@jhancock.com
mailto:cpotts@jhancock.com
https://www.linkedin.com/in/christophermpotts/
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