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Our Journey

Phase 1 Phase 3
|s there a there there? How do we position
ourselves?
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A Fraternal Brand

Is There A There There?

Key Takeaway

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
they reinvest their profits to fund social
activities, community involvement opportunities
and other benefits for their members.
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Our Journey
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WHAT WE'VE FOUND
Uniqueness 61%
Believability 52%
Fills a Need 38%
Easy to Understand 63%
Tells Me Something New T2%
Positive Purchase Interest 49%

% Top 2 Box Scores
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A Fraternal Brand our Journdy

Phase 1 Phase 2 Phase 3
Is there a there thefe? Who is most interested? How do we position
ourselves?

Who Is Most Interested? N

Key Takeaway

U.n&e;r"standing Fraternal Benefit Sé;:i;ty Cutbrigrs

Meet The Segments
6 Self-Reported Life Insurance Market Potential (Overall and FBS)

&

Segment A

Open-minded, spantoneous givers, wizhing to do more.

Currently moking efforts o their community but many feel Kk they only do the bare minimum.
+ Feelastrong and growing. nging with thei ity

+ Open ta trying to new things, inchuding awring mare types of insurance. Especially bely

: :::i;:::;:i::&qnu&a!ﬁmmswm:nmpmisdninggmdfnr&gwnﬁd PaSSIDnate

Sagment B Dabblers

R 24%

: s..;“::mlw, i dicuimand i that are ahgr . r"‘""“ ‘
(a key way they &ffer from Segment E, who an the surface appear timiar)

+ Advacates and infk actively getting others imvobred in the prod .
o ol Ty i Dedicated B Convenisnie

R Do-Gooders§ Seekers

Busy, saciol, loaking far casier ways ta give and be invabved.
Community is impartant but has to be o low priorit
+ Feel they just don't have excess time to invest in thei
+ Tend ta look far name brands and lowest prices when
companiies and products
. Oneafthe twa mast religious segments

Segmmt D

Intraverted, price-driven, less trusting.

Less cancerned with their i pticol of the off f
+ Not lkely to bein the market for Bfe insurance and tend to be mare price-driven
+ Community invalvermant is net a priarity, naw or in the Future

15%

! jﬂ 25%
"2 Skeptical
Supporters

14%

Satisfied
Contributors
22%

@ Segrments are displayed in relation to market need and likelibood ta purchase from FBS. ,'N TH_E MARKET FOR LIFE !NSURANCE 62

Displayed with segment size as % of addressable market.

MADDODK DOUGLAS, INC. | 3917 ALL FIGHTS RESERVED

+ Reluctont to support companies who do gocd things, Bely becsuse they are skeptical that
arganizstions sctuslly da what they claim

LIKELY TO BUY LIFE INSURANCE FROM FBS

Segment E

Generous,religious, traditianal

Giing Back ta cammunity i decply impartant, but they da not seck to do 5o via the busincsses they sagport.
+ Havestrang e i time and maney regularly
+ Tend to prefer b decisi

- Evalusta ffe insurance. decitions skmost salely bazed on the quality of the campany,
and dart tend to share their apinians on products and zarvices with others
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A Fraternal Brand

How Do We Position Ourselves?

Key Takeaway
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Our Journey
Phase 1 Phase 3
Is there a there there? How do we position
ourselves?
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Campaign Results

Campaign Scorecard - All Evaluations
Plan Ahead is the best performer. It is significantly more relatable (i.e., for someone like me) and significantly more
likely to inspire further investigation than all other ads.

Fuel Care, by contrast, underperforms.
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Different Kind Fuel Care Plan Ahead Beneficiaries
(n=1,000) (n=1,000) (n=1,000) (n=1,000)
Top 2 Box A B c D
Likelihood to
% Investigate 58%8B 45% 66%ABD 58%B
§) Believabilty 59%B 46% 67%AB 65%AB
Q) [or Somecne 58%B 46% 67%ABD 61%B
e e Q53. How likely are you to investigate this company’s products based on the ad above?/ Q54. How believable is the ad abave?/

SR 05K, Based on the ad, what type of person do you think would be interested in financial products from this type of company?
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HOW THE BRANDING CAMPAIGN CAN BE USED: Society Marketing

1) EASIEST:

2) MODERATE:

3) CUSTOM:

Add your society logo to
the developed campaign

Adjust the campaign to
reflect your society

Integrate into your
own brand campaign




A Fraternal Brand

Where Are All These Assets?

Key Takeaway
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AMERICAN HOME ABOUT ADVOCACY EDUCATION MEMBER SERVICES CONTACT AMERICAN HOME ABOUT ADVOCACY EDUGATION MEMBER SERVICES CONTAGT
FRATERNAL
—_— FRATERNAL
ALLIANCE ALLIANCE
Srancing Beucaron
atcl ulul
PowerPoint Pr ion from 2017 Annual M

Listed below are all the upcoming education opportunities provided by the Alliance for the branding program. Each webinar will
cover a different portion of the project in hopes of educating everyone on how to best implement these ideas into their own
company. Only societies who paid to be a part of the branding campaign will be able to access these webinars and educational

Brand Library

programs.

- - Reports.
Webinar #1 Introduction | December 11, 2017

This webinar will walk through the branding webpage that was provided to each society and briefly
discuss what can be found on each of the subpages. We will close this webinar with questions to
gather information about what societies need help with and what they are looking to gain from this

branding program.

PowerPoint Slides

https://www.fraternalalliance.org/branding-education/ https://fraternalalliance.squarespace.com/fraternal-brand-users-group-page



Our Journey - Recap

Phase 1

Is there a there there?
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YES!

Phase 3

How do we position
ourselves?

N

In the &

(Community Plus Insurance)



A Few “Live” Case
Examples



THE BIG QUESTION...



Q. How have these attitudes

shifted in a post-pandemic
environment?



A. Let’s discuss!



INSIGHTS
A Few Relevant Trends

Post-Pandemic Realities:

d&)|  Be Careful What You Wish For - Mortality Is Now A Dinner Table Conversation



Relevance...More, Less or The Same?

What Do You Want To Know?

Your Curiosities

Overall Messaging?

Target Characteristics?
Refreshed/Repositioned Offerings?
Implementation Considerations?
What Else?

+ + + + +



LET US “NOODLE” :)
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