
In-House Analytics, 
Research & 
Consumer Insights

Chris Potts, John Hancock, AVP, Marketing Analytics
Karalyn Spadaro, John Hancock, Senior Strategist, Customer Experience

August 13, 2020

ANA In-House Agency Conference



How do you transform a 150 year old brand…



…into a digital customer leader?
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Strive to deliver Apple–like experiences

4

Deliver consistent, high 
quality “Apple-like” 
experiences to fulfill on 
our mission to make 
decisions easier and 
lives better for our 
stakeholders
(e.g. customers, 
intermediaries, plan 
sponsors, employees).



Our plan to get there
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Standardize
Identified challenges with the 
current customer experience. 
Adopting a single approach to 
measure, repair and remove 
friction from experiences.

2018 through 2019 2019 through 2020 2021 through 2022

Optimize
Proactively use customer 
insight to realign and 
enhance operational 
processes and providing 
customer-centric 
interactions.

Activate
Enhance experiences by 
expanding digital 
channels and segmenting 
audiences (against TA).

Embed
CO is a core part of doing 
business and a critical factor in 
strategic decision-making. CO is 
a part of our purpose and 
culture. All CO projects are tied 
to our mission statement.

2023 and beyond2022 through 2023

Predict
Use customer level data to 
make every touch point 
immediate, relevant and 
predictive. Automated data 
analysis that provides 
actionable advice for 
optimization in performance 
activity. 



Step 1: John Hancock
In-Housing
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Why in-house?
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1. SPEED 2. DEDICATED 
TEAMS

3. TRUE 
INSIGHTS

4. ENTERPRISE 
VIEW

5.  WE OWN THE 
DATA



John Hancock has been building more capabilities in-house over time
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Brand Strategy

Marke ting 
Ana lytics

Account 
Management

Sponsorship 
Activa tion

US Marke ting: Direct-to-Consumer & Bus iness -to-Bus iness

Partner with lines  of bus iness  (e .g., Advice , Insurance , Inves tments , and Retirement),
as  well as  Advanced Analytics  and Globa l teams

Crea tive  & 
Content Crea tion

Copywriting

Des ign

Audio/Video 
Production

Cus tomer 
Experience

NPS

Consumer 
Research

Brand Tracker

Digita l 
Advertis ing & 

Stra tegy

Content

Media

Socia l

Human Cente red 
Des ign

Brand
Planning

User Research

UX/XD

Public
Rela tions

Exte rna l 
Comms

Inte rna l 
Comms

Meeting & 
Event Mgmt.

Audience  
Ins ights

Sports
Marke ting

Experientia l 
Marke ting

Experience  
S tra tegy



Still maintain media and PR agency relationships, but rely less on 
agencies for day-to-day work 

9

Media

PR



Step 2: Build a template 
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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
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Research revealed that we are not connect with women as well as we could
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I haven’t really had it that long, so I am 
not familiar with all the features and 
product offerings (F, 34) 

Don’t know enough about them (F, 50)

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



theSkimm Case

14

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

Execution:
Custom articles (5) rooted in insights about theSkimm readers

KPI:
Lift in Brand Awareness

Content hub on 
Skimm Money

Daily Skimm
newsletters

Social posts (paid 
and organic)

Podcasts



theSkimm Impact
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Aided Brand Awareness Consideration Intent

22%
9%

+17%
Above Benchmark

theSkimm Newsletter
Open Rate

+4x
Above Benchmark
theSkimm Content

Page Views

8.5
Above benchmark
JH.com Content 

Engagement Score

90% significance

Above  Benchmark

+13%
Above Goal

theSkimm Podcast 
Episodes Downloaded



Implications
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Strategic content partnerships 
continue to raise brand equity, being 
an efficient way to have media work 
harder by tapping into unique partner 
audiences that are contextually-
relevant

Video length matters. YouTube should be 
used for long-form video distribution in 
the future, and use 6-10s videos on 
Facebook/Instagram for best results, as 
these have shown to be most engaging 
and impactful

Branding and JH logo need to be prominent 
on all creative assets, following platform 
best practices in order to be prioritized in 
auction

Continue investing in impactful rich 
media and video, as these get 
eyeballs and drive engaging traffic

Channel, platform and placement mix is 
critical, and should be tailored to reach 
and engage our priority segments 
across the partner's assets, including 
websites

Natural extensions of the campaign are 
best at driving deeper engagement with our 
audiences, so creative should be consistent 
with campaign and drive to personalized 
landing pages



Vitality Challenge
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Research further illustrated that life insurance is a scary topic
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Life insurance is scary. Will it be enough?  
The answer is no. I don’t think you ever 
think that you have enough because 
once you are gone you just don’t know 
(John, 42)



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
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Channel Objective

Local TV Awareness

Digital Awareness

OOH Awareness

Audio Awareness

Social Consideration

Print Awareness

Search Consideration

Media Mix
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Vitality Challenge Impact
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+8.4 ppt lift 
Aided Brand Awareness 

+1.6x
Site Visits 

Exceeded projections

+5.3 ppt lift 
Favorability

Primary Target: A30-64 $65K+

+50%
Lift in Incremental Leads

1.7M
Social Engagements

Interactions or 3-sec video views

Video Replay Rate 

12%



Vitality Challenge Implications 
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Producers are receptive to the 
consumer messaging 

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

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

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

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

Creative and media strategy 
effectively drove lift but Vitality 

requires the John Hancock 
brand for recall



Claims
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Research highlighted that our claims process is long and overly 
complicated
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Some of the paperwork didn’t make sense 
and I wasn’t sure I was filling it out right.

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

I faxed the original and sent a copy 
through priority mail.



Insurance claims

Objective
Uncomplicate the claims the process by creating an express 
claims process and improve the digital journey to initiate a claim.

Idea
Understand the current process for death claim notification, 
application, processing and payments. Identify additional pain 
points and opportunities for improvement (internal and external)
Focus on the general claims flow to determine a more efficient and 
timely process

Execution
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.
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Claims Impact
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+20%
Average month over 

month increase for online 
death notifications

+17% 
Increase in web activity, with 

71% of web users being unique

+127%
Increase in web activity 

since launch in April

-51%
Decrease in Claim 

Initiation/Form request 
calls routed through the 

call center



Step 3: Grow our 
capabilities
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Re-energizing the John Hancock brand
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John Hancock is the old 
guy standing in the 
corner that nobody 
knows.

But I trust him to hold my 
purse.

“
Three words to describe John Hancock



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

• 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

• Next up: MTA
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Brand

Invest

Retire

Advice

Insure

Base Sales

Incremental Sales



Customer data platform
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DATA

Personal & 
demographic

Onsite behavioral 
data

Engagement   
data

Transactional  
data

Call center      
data

Survey data

Email

Programmatic

Social

SMS

Search

Website

CHANNELS

D
AT

A 
IN

TE
G

R
AT

IO
N

AU
TO

M
AT

IO
N

Predictive

Segmentation

Unique ID link

CUSTOMER

Third-party



Questions?
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Karalyn Spadaro
John Hancock
Senior Strategist, Customer Experience
kspadaro@jhancock.com

https://www.linkedin.com/in/karalyn-spadaro-14345017/

Chris Potts
John Hancock
Director of Marketing Analytics
cpotts@jhancock.com

https://www.linkedin.com/in/christophermpotts/

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