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IMAGE OF THE
FRATERNAL BENEFIT
SOCIETY
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Find the right Find/define the Find the right Create useful
MESSAGE PEOPLE EXECUTION ASSETS

most receptive toit  of the message to enable your teams to
improve your branding,

marketing and sales efforts




@THE RIGHT MESSAGE

>~ Positioning

For financial decision-makers who want to make
a difference in the lives of others, fraternal
benefit societies are not-for-profit life insurance

companies that offer competitive products, plus

> I d e nt i fi e d t h e m Ost pOWe rfu I Way they reinvest their profits to fund social

activities, community involvement opportunities

Of descri bi ng the CO re d iffe re nce and otherbenefil-:-s fDrtheirTﬂ‘embefs'

of fraternals to consumers

» Messaging
> |dentified the mostvaluable
elements to support it

MESSAGING HIERARCHY
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“The two-fold benefit of providing
T H E R I G H T M E S S A G E competitive insurance and retirement
solutions AND giving back to the community.

“A different kind of insurance company,
driven by purpose not profits”

> La n g u ag e “Like mutual insurance companies with the

added benefit of giving back to the community”

” Id = ntlﬂ ed th € mOSt I m pathU I “A network of members, not customers”
Ways {0 commun |C ate th em “Reinvest profits to makea difference”

“Doing it for more than 150years”

A “Connected by shared values”
r 2 ’ PARTICIPANT DEMOGRAPHICS E
Test

~ Personality
> |dentified the best

tone to deliver the
message | M2 : — .

‘Brand Personaity & Language 552 » [ofoj = ==
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@THE PEOPLE MOST RECEPTIVETOIT

MEET THE SEGMENTS

> Attitudes and behaviors |
> ldentify criteria by which
we’ll determine value

» Tofocus efforts
» Now: communications

> Future: new experiences
and offerings




(3) THE RIGHT EXECUTION

Plan ahead

beneficiaries
of your life :
insurance policy.

Give back

Foresters o o
Firancia . invesiment inathers

Proud to be both.

THE MOST CABNG ©
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CREATE USEFUL ASSETS
For both “push & pull” activities




CREATE USEFUL ASSETS
What assets will you receive?

» Consumer market segmentation research
results and tools for classifying consumers
into the target segment.

>~ Narratives for sales agents and otherfraternal
message ambassadors.

>~ Creative that can be applied to all of your
advertising efforts and channel communications.




@ CREATE USEFUL ASSETS

Who can use these assets?

CORPORATE PRODUCT/CHANNEL FIELD SALES
BRANDING TEAMS MARKETING TEAMS SUPPORT TEAM

- Guidelines for use, - Creative to be - Narratives for - Narratives for

HUMAN RESOURCES

example executions
and customizable
files for print, digital,
social and radio.

- Inform all other
advertising vehicles.

- Social media.

applied to direct
product marketing
efforts (email or
direct mail).

- Creative to be

applied to turnkey
agent marketing
efforts.

- Segmentation tools

for lead generation
programs.

- Field social media

efforts.

agents.

- Segmentation tools

for helping agents
identify/classify new
prospects.

employees,
contractors, boards,
etc.




@ CREATE USEFUL ASSETS

How can you use these assets?




CORPORATE BRANDING

Plan ahead

~
S

WoodmenLife

Plan ahead

Plan ahead : Give back?

Choose both. Not between the two. W
WoodmenLife

Now you can get great life insurance i
AND make an impact in your community. RIS S

Get great life imurance
AND make an impact in
your communcty,

7 WoodmenLife

<7 ZTa Cariury Fon
Fou N 1 longer airieg in the Lk

= Sow Mo

Sponsored

IFWU could get great [ife
insurance AND make an
impact in your community
mouldn't yeu? If you're
thinking abaut life insurance,
it's time to think differently,

Fird depencdabie lifa insurand

yer camm

nity
o

Give back

"> WoodmenLife

Give back

1F you could get great life insurance AND make an impact

in your community...wouldn't you? o~ Find dependable life insurance and give back to
N3 HuthitAcymoem W pmstai | mpar el ool imbles e moureces s ane his bk ;il“lr,- your community

16 thi peaple we aarve, Frem schelehip o veup bitehans and mers, wa reinoant wivw. woodmeniife .org

profita beck i Sa if you' ing skout G i

Discover a different kind of insurance company.

it's timm ko *
iR e i s e WoodmenLifer




PRODUCT/CHANNEL MARKETING TEAMS

Plan ahead

W

Need life insurance? Why not getit

from a company that lets you plan

ahead AND also gives back to the
community? #powerofand

Give back

-

Field Marketing Kit L
I arketing " WoodmenLife




FIELD SALESSUPPORT TEAMS

Getting to know
ou_f_audience.




HUMAN RESOURCES

Empower all of your ambassadors with the
right message to share with their networks




YOU GET OUT WHAT YOU PUTIN

» Put them into action

> Integrate into your
existing activities

> Inform new activities

- Use as is or modify
for your needs

COMMONALITY + DIFFERENTIATION

Allows individual societies to develop messages and
communications further down the hierarchy,
leveraging commonality of high-level messages to put
attention toward creating differentiating elements

APPLIES TO; [

Care message: Not-for-profit life insurance companies
that offer competitive products, DI sren ent their

MECOSRAEGE prof its to nity involvement

FBS POSITIONING >
ALLFBS
PERSONALITY, ) )
NAME, LANGUAGE Also includes overarching

FBS BRAND campaign and messaging

SUBSETS
a grouping that share commona

Layer in messages that are relevant to

ality

Add elements that communicate
INDIVIDUAL VARIOUS WITHIN SUBSETS ABOVE: .G, CATHOLIC, individual society brand and
=3 N, E ints of difference to their




IN IT FOREVERYONE?

WHAT'S
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WHAT’S NEXT

- Target Identification Study & Creative
Testing are underway now

- Will be completed by the end of September

- Assets will be completed and available by
the end of October
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