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Category name: Best integrated or multichannel campaign

Programme/initiative name: Taking the guesswork out of the EU Gender Directive

Agency: Moreish Marketing

Brand or client: LV=

URL or microsite: A copy of the July 2012 launch microsite:
moreishmarketing.com/examples/lv/nomoreguesssworkv1

An updated copy of the Dec 2012 site with additional features:
moreishmarketing.com/examples/lv/nomoreguesssworkv2




ABOUT THE
EU GENDER
DIRECTIVE

From 21 December 2012, new European gender [aw means that men and
women will have to be treated the same when it comes to insurance
premiums. And from January 2013, most life insurance companies will be
required to pay more tax, increasing costs and pushing up prices for
customers.

The double whammy effect means that generally for both men and women the cost
of protection cover is set to go up.

The changes present a number of genuine cpportunities for you to talk about
protection with new and existing clients.

This site has been designed to remove the guess work; guiding you through how
the Gender and | minus E changes will affect your protection business. We'll be

Sign up to our email updates on the Gender
Directive and | minus E changes.

Registernow »

All the information you'll
need on how the changes
will affect different types of
clients

Seire the opportunity

Read the inside view on the
key opportunities created
by G Day

highlighting the buming issues, opportunities, deadlines and potential pitfalls. With
regularly refreshed content, we'll give you everything you'll need to make the

changes work for you and your clients. P——

Or do you have a specific G Day or | minus E taxation question that you'd like

tch "Taking th
answenng? Simply email us at nomoreguesswork®1V.com ¥laich o Yakng che

» guesswork out of gender'
ﬂ.l webinar sponsored by LV=

Summary [wordcount of 1861

An integrated marketing campaign targeting independent financial advisers (IFAs) maximising
the insurance sales opportunity created by legislation changes. From December 2012 a euro
ruling meant insurance providers were no longer able to take gender into account when
calculating premiums, resulting in a significant impact in the pricing between males and females.
Financial advisers needed to be aware and educated on these changes to provide best advice to
their clients and maximise the sales opportunity.

A highly creative approach ensured advisers were aware of the changes and their impact;
provided them with all the information and tools they needed to maximise the opportunity; and
delivered a uniqgue G Day guarantee that provided complete certainty that quoted prices were
100% guaranteed.

The results speak for themselves. In December 2012, the climax of the campaign delivered more
protection business than in any other month in LV="s 170 year history! And week 51 of 2012
delivered £1.8m sales, a 300% increase in sales vs. the same week in 2011 and equated to 7% of
the annual sales plan in a week. And all from a total marketing budget of £84,500.
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About the client company

LV= (trading name of Liverpool Victoria Friendly Society) is a financial provider of insurance and
retirement solution services. Founded in 1843, LV= are now the UK’s largest friendly society with
more than five million customers.

Strategy -business issue facing the company

In December 2012 changes in legislation were set to have a big impact on the price of financial
protection for consumers:

1. | minus E: the removal of a corporate tax break adding around 10% to protection premiums

2. The EU Gender Directive: a euro ruling meaning insurance and protection providers were
no longer able to take gender into account when calculating premiums for their customers
resulting in a significant impact on the pricing between males and females.

Financial advisers needed to be aware and educated on these significant changes to provide the
best advice to their clients and maximise the sales opportunity.

Objectives of the campaign

e To use the significant legislative changes to deliver an uplift in enquiries, quotes and sales for
LV= Protection products from new and existing financial adviser customers

e And enhance LV= brand values as the protection experts

How did this campaign aim to address this and add value to the business
on a more general level?

e A strong creative theme
to engage the audience
and hold all the campaign
elements together. The ‘no
more guesswork’ visual
identity achieved this,
parodying the ‘guess who’
board game to arrest the
audience, normally used
to more dry and dusty
corporate material, and

T o 1 T—
00 905 CH—

emad updates on the Gender

immediately conveyed LV= EU GENDER e i

will easily and simply guide PRIELTIVE e -

them through the changes
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e A series of 10 advertorials used unashamed use of innuendo to draw advisers’ attention to
the campaign, intelligently debated the issues and encouraged further conversation with the

LV= experts
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With providers revealing their G Day plans, who should you date?
21 December — °G Day’ — the Gender Directive deadline is only two
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Protection Insight with Mark Jones
Head of Protection at LV=

Appeared in Financial Adviser 16.08.12

are we up for it?

Protection: the unknowns, fifty shades
and the search for clarity

As you read this, there are little over 120 days 1o
G Day. However, this summer many people will
be directing their attentions elsewhere, Perbaps
towards the Olympics, with a surge of interest
and pride among the public, spurred by Team
GRs outstanding performance (1 must admit I've
been hooked). And to the top of the bestsellers
list, with a tidle that could easily be applied 1o
our ever-changing financial services world and
to the Gender Directive in particular ... Fifty
Shades of Grey.

My own ‘must read’ of the sumimer has

been the recently released Government final
response to the EU Gender Directive, The plot
wis 'Elil'f}' simple though. In summary, it says
the Government can't provide any further
guidance, recognises the issues the industry
faces and it will be for the courts to provide the
needed clarity.

So like myself, my peers across the industry

and our legal eagles are investing more effort

o provide certainty - for ourselves, for advisers
and for our customers, At [V= we are seeking to
aperate in the spirit of the Directive and arrive
at pragmatic, common-sense solutions that work
now and won't cause undue confusion in the
furure, And, in the absence of definitive legal
positions, we Il want o keep the customers at
the heart of our decisions and rationale,

Fifty shades darker...

There are many shades of grey within the
forthcoming changes. But here’s a quick
summary of some key issues and my own
thoughts on how these could be interpreted.

Completed business - £UJ and Uk contract
law differ, so there’s still room for interpretation
about what is meant by *business complered’
—which will be prefy important for pushing
through cases still in pipeline in the final run up
to midnight 20 December.

L S8 Protection ¥ Income Protection @ Critical lilness @ Life

To my mind, this could he preaty straightforward,

The plan has to have a start date before 21
December, the insurer has made an offer,
which has been accepted and there's 2 means
of payment in place. The result?You're ‘on risk’
A couple of practical challenges face insurers
though - achieving offer and acceptance in a
condensed timeframe and tackling cases where
more evidence is needed to make an offer.

Relevant life cover and key man (or key
Person?) - Group business is out of scope for
the Gender Directive, but there js murkiness
around the edges, particularly where it comes
to how contracts such as Relevant Life Caver
and key person insurance should be treated.

In my view, so long as the contract is between
the emplayer and insurer (as is the casewith
the two types of contract in question) insurers
<an continue to offer this business on gender
specific rates, Although insurers could still
choose ta adapt gender neutral pricing,

Policy amendments - If 1 ‘new policy’

Is created it should be on gender nentral terms.
So whilst amendments such as GIOs, reviewable
premiums and index linked premiums dont
Tequire any additional consent by either party,
some providers' IT systerns will automatically
create a ‘new’ policy,

Iz the world dx_'cording to jones, this fs a
real opportunity to apply an ‘in the spirit
of” approach. There are references in the
EU guidance around ‘contracts concluded
for the first time before 21 December’ and
'exlendiug that contract’ In my view, it would
be remarkably simple if any change made to the
benefit on which the existing contract is based
thn continues on genrlr-'r spe(:iﬁc terms. ..

the basis on which the contract was first entered
into. I would like to see this extended to non-
contractual changes oo,

LV.com/adviser

Provider preparations and support

for handling pipeline in the run upto

G Day - In some ways, the lack of definitive
guidance from the Government works in the
industry’s favour. We're probably best placed
to interpret the guidance and determine the
ost pragmatic approaches in the real world,
provided we keep the customers interests at
heart and don't sideline them in any attempt
To create competitive advantage. | €xpect most
providers to affer more guidance about their
own working practices by the end of September,
thereby giving everyone three months ‘notice’
ahead of 21 December

As with Fifty Shades, I reckon there will be
more instalments to follow. ‘Fifty Shades Darker’
and yes, even ‘Fi!i}' Shades Freed’, Tgrant you,
financial services may not offer the same
‘thrilling’ read, but Gender and [ minus F are
certainly changes that protection advisers don't
want to get tied up in knots over.

Mark Jones is Head of Protection

at Lv=. If you want to ask a question
about gender, | minus E, shades or
moods email him at Mark. Jones@
Mcom or pay a visit to www.lv.comy/
nomoreguesswork,
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e A microsite provided a dedicated hub for all the content they needed:

- Info on the impact of the changes across different products and client segments

B
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Deadlines

“omore
(z;{gﬁf ? on how the prices might change

Home » The Impact

The p of

The table below is designed to give you an indication of prices might
change across the market post G day. It comes with caveats. There are
so many factors affecting pr i that it is il i to give a single
definitive figure that will apply to everyone. The extent of change will
vary by provider, will differ by product class and be determined by the
individual circumstances of the client. Added to this, we expect to
witness a fair amount of re-pricing activity in early 2013 as providers
attempt to get to grips with the new gender neutral world.

The figures we use are based on our analysis of the entire market and
some of the predictions made by key stakeholders and experts, and can
serve as a useful high level guide.

Currently, on Potential pact of Gender

THIS IS FOR UK FINANCIAL ADVISERS ONLY

—_—
Marketing Toolkit ~ News

Sign up for our email updates now

Sign up to our email
updates on the Gender
Directive and I minus E

changes [Regier

Selze the opportunity

Read the inside view on
the key opportunities
created by G Day

i_

Gender Webinar

Watch the Taking the
guesswork out of
gender’ webinar
sponsored by LV=

—
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roduct type averag and I minus E changes**
Male Female

Income Women pay 65%

Protection more than men V0 5%
Man pay 10%

Critical Iliness -4 —m——

(with Life) more i

Term Men pay 10% <J\>J ‘\OJ ‘ ﬁJ ‘\XJ | 4
more than wan

Underwrittan Man pay 20% 1 v A

Whole of Life more than wan J

*In S0Me Cases, womean pay maore than m
**Adding together the estimates provided
Profession, March 2012, The changes to ¢

eSS
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? LV= G Day Plans

Home 3 Deadlines » LW=G Day Plans

1 Septombor - 30 November

Al dient peotection applications received by LV'= by 1 December can be
absolutely certain 1o secure gender specific rates, f they want them.

W Lindier ther guarnine, LV~ wil Lrdanre the
SCORCINN TR On 1 STOATEION ekl L5og
SR OIPATING SEMNGANSS, AN wil DIr 3 pIFTiEm

September

October November

{5 Dty Gusrantoe busness, medcal eviderce
s e et vt 3 it of e on sk e

December January

There's no more guess work with LV=. In simple terms, our G Day arangements
mean your clients can be absolutely certain to secure gender specific rates - if they
want them - for all LV= protection applications received by LvV= before 1
December.

DOur plans for switching to gender neutral pricing View
The LV= G Day Guarantee View

What do advisers need to do? View

Freguently Asked Questions about LV= G Day plans View

LV= G Day Plans

Providing complate clarity
that protection
applications received by
L= before 1 December
«can secura gender specific
rates [Ee—
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- Educational tools: A free live webinar outlining the key issues, adviser sales aids and
transparent provider comparisons

- Marketing tools: Unbranded and branded press ads, sales flyers, posters, letters and emails
for advisers to use for their own client marketing
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=
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(zx\ ork ? Marketing Toolkit

Home » Marketing Toolki

G Day Planning

T

Incudirg new G Day
Plans

To relp you plan youwr
pipeline arrangements
we've provided you
with a useful summary
of providers’ plans

Adviser guide on
LV= G Day Plans
Includes full details on

our 9 December deadline
and our G Day Guarantee

""' et
SN Sppertunitie
Adviser sales guide o by the 1y

Chirk o cowndoad

Cick to downinac

— 'Ataglance’ adviser
== guide

Cleck o downlioad

Awareness & education for your clients

Non-branded posters n-branded sales flyers
Poster 1 (Balloon)

A4 size - Clck to download

Cick on the size you'd prefer to downicad 10
print to serd out with emails/letters. Or see
A3 sze - Clck to download below to order a pre-printed supply of the DL
sized fiyer,

Poster 2 (Lift)

Ad soe - Chck ta downdoad DL size
A3 zize - Chck 1o download ik to dowslonl
A4 size

O 1c dowrload

Click on the size you'd prefer
and download to print. Or see
below to order a pre-printed
supply of A3 posters.

Alert letter and emall tempéates. You can dick on any of the links above to

Tallored 1o different types of protection downiload ard print any of the items.

clients. Simply click 1o download. However, you can also arder pre-printed
supplles of the:

Sensiotaetsaen kue = Non-branded A3 size bailoon and/or lift

General chawges alert - emad posiers

= Non- branded DL customer sales fiyer

Simply cal us on 0845 6020630, or mall us
on fasuggggéh-' com 10 make ar

[ T YL R T T —
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- Conversion tools: A unique market leading G Day Guarantee from LV=; an online
interactive ‘Income at Risk Calculator’ to show the potential loss of income from lost sales/
lack of action

00®

DICIGIC o E— — C—
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llulu The Changes Tlalmu:x M Deadlires

xw“
$0

Home » Commission At Risk Calculator

? Commission At Risk Calculator

Work out how much of your income is at risk

All protection applications in the pipeline on 21 December 2012 will have to switch to gender neutral rates. This will result in a
change of premium and, for many, an unwelcome increase resulting in the likelihood of a lost sale. To see the potential cost to
you of missing the 21 December G Day deadline simply move the slider or type in the values below.

Number of protection applications 0 100
in the pipeline?
What's the average commision m £0 . £1000
value of a case?

3 Percentage of pipeline cases at m 0% 100%
rigk, if the premium goes up*

*Larger cases and those requining specific underwriting and GP reports are a greater risk. Except for female income protection, premiums are expected
to go up for most because of Gander and | minus £ taxation changes.

Total amount of pipeline commission at risk [ £20 00 ]

Eliminate the risk and safeguard your income with the LV= G Day Guarantee

The target audience

The campaign was targeted at financial advisers that sell protection products as we anticipated
that the December 2012 EU legislation changes weren’t going to get the attention they deserved
in mainstream media and that consumers would be mostly unaware of the impact on financial
protection pricing. And LV= didn’t have the budget for lots of high profile consumer activity so
we knew we had to use the professional adviser sales channel to spread the word.

A challenge was that the majority of advisers would try and leave everything to the last minute,
pre-occupied with the demands of the Retail Distribution Review and business as usual activities,
which would make it difficult to make the most of this once in a lifetime sales opportunity, so we
really had to make them sit up and take notice.
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Media, channels or techniques used

e 10 advertorials to generate awareness and engagement from new and existing adviser
relationships

e Sponsorship of industry events covering the topic
e Regular twitter feeds from respected LV= thought leaders

e A heavily promoted live Webinar in association with Cover magazine to introduce the
impactand implications of the changes
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e
c,\‘eff? with the EU Gender directive webinar

Qorke

Home > Webinar

Watch it now

This insightful webinar produced in association with Cover Magazine which took place on Wednesday 4th July
can now be viewed at your leisure by clicking on the links below. The 34 minute webinar is split into 3 chapters
to make it easy to pick the topics that most affect you and your clients, if you that haven’'t got time to watch
the full webinar.

The webinar includes views from a panel of some of the protection industry's leading experts:

* Mark Jones, Head of Protection, LV=
* Neil McCarthy, Sales and Marketing Director, Direct Life
* Roy McLoughlin, Adviser, Master Adviser

Part 1 Part 2 Part 2

Introduction to the EU Gender Directive How providers will the chang S y of the opportunities, top tips

‘Webinar Time: 8:59 minutes for beating the deadlines and protection

Time: 10:52 minutes Topics covered: How providers will post G Day

Topics covered: The product areas handle the changes, potential publicity Time: 12:43 minutes

affected and not affected, the potential SUITC di the ch re-broking and Topics covered: How providers will

winners and losers and the deadlines. relevant life policies. handle the pipeline and underwriting;
potential changes to future protection

e Tl S —— product design; tips to beat the
deadlines; ies and the

directive; final summary.

T

Go 1o main LV= Keep updated with Ask a gender
Adviser Site G Day on Twitter Question

21227953 07/12
LEGAL INFO ‘ ONLINE SECURITY | COOKIE CONSENT

LV= - COUNTY GATES - BOURNEMOUTH - BH1 2NF - UK
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e Sponsored trade emails and banners with impactful images scaremongering on the dangers of

leaving it to the last minute to speak to their clients

o Weekly emails escalating to twice weekly emails towards the deadline with different hooks

and messages to stir advisers into taking action

<> G A X+ Q

Lv == I8 your pipeline a ticking time bomb?

Your client’s J
protection application *"‘\
might be a ticking i \
time bomb. 4

I your clionts profection applications are still in your pipeline on 21 December 2012 (G
Dy}, thiry will have o switch to goendor nesutrd mbas. This will resut in o chenge of
peamium and, for many, an unwelcome increase

That's nota great conversation to have with your client just before Christmas|

Lv — Are you prepared to gamble with
— your protection commission?

Use our ®
‘commission at " "‘s <
risk calculator’ “., 40
to find out what's

at stake

Hallo Simon

H your client's protection application i stll in the pipeline on 21 December 2012, it wil have

You're the first to know...

LV= protection have
extended the deadline
for gender specific
rates and our unique
G Day Guarantee

Hello Simon

We've decided to extend the LV= G Day Guarantee lo ensure thal all protection
applications we receive on or bafore 9 December are processed on gender specific rates

This means that we'll be switching our protection business to gender neutral rates from 10
Decembar 2012

Maving the LV= G Day Guarantea date from 30 November to 9 Decambar will give you
mone lime to get your protection applicatons submitted to us and secure gender specific
rates for your chents.

We're also extending the income protection sale, with 5% off premiums for L= Flexible
Protection Plan Income Frotecticn applications received on or before December.

Well be in touch again soon with more exciting news, Simon.

Protection applications are
ticking time bombs pre G Day

And the fallout
could damage your income

o defuse the risk

Are you prepared to gamble .
with your protection income pre G Day

Use our ‘commission at risk
calculator’ to find out what's at stake

Or simply remove the dan,
with the LV= G

Providers’ different G Day =‘ LY =
plans could leave you confused

And taking the wrong path =)‘ LV =
might damage your income

Talk to LV= for a clear map - LY =
and directions

LV= protection has extended its

deadline for gender specific rates LY =

"y
LV= protection has ext its ohcamia]
deadline for the unigue G Day Guarantee LY =

All applications received by LV= on or before 9 December
are guaranteed to secure gende ic rales LY =

MARKETING
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e The microsite with lots of printable guides provided all the information they’d need in one
place with clear guidance to help advisers make the most of the opportunity
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Timescales of the campaign

January to June 2012:
research & planning phase

10th July to 10th December 2012:
marketing campaign period. The LV= campaign started 5 months before the deadline to
encourage advisers to start developing a ‘G Day’ strategy as early as possible. We then

maintained a continual presence with different visuals, hooks and tools to engage different
adviser segments with escalating urgency towards the deadline.

Budget
Agency fees: £43,500
Media spend: £41,000

Total budget: £84,500

Results

e Business results:

- In Dec 2012, LV= generated more protection business than any other month in its 170 year

history with a year on year increase for the month of 25%

- Week 51 saw £1.8m worth of sales, a 300% increase in sales vs. the same week in 2011,
equating to 7% of the annual sales plan in a week

New relationships: The activity attracted 335 new financial advisers to do business with LV=,
submitting £233k worth of business in December. These new relationships look set to drive
on-going business to LV= with £117k of sales from this group in January 2013

We’'re unable to provide an ROI as underwriting information is not yet available on the
claims & profit generated from those sales

Voted by readers of Cover magazine as the best campaign in communicating the Gender
changes

Site analytics:

From a protection adviser audience of around 15,000, the site received 11,649 visits, 6,869
from unique visitors

41% of visitors returned to the site
The average visit duration was 3 minutes

In total 31,000 pages have been viewed with visitors spending 1 minute 32 seconds on each
page (in total that’s 33 days that advisers have spent interacting with the site/ LV= brand
since it launched)

12
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Client testimonial
“The ‘No More Guess Work’ campaign mobilised our whole business to respond with leadership,
engagement and innovation to an enforced legislative change. It helped boost the reputation

of LV= among financial advisers, commentators and competitors. It powered closer working
relationships with key business stakeholders to meet and exceed all our business objectives; with

record breaking sales performance.”

Justin Harper -
Head of LV= Intermediary Marketing

[wordcount for main submission: 988]

Supporting material supplied

Two supporting A2 boards of the campaign creative supplied.

Appendix

None

Submission ends
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