Fostering Member Relationships

Insights from the CAA Federation

CANADIAN AUTOMOBILE ASSOCIATION
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* Understanding the Club-Member Relationship
« Member Product Index

 Touchpoints

* First Year Renewal

e Segmentation
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Issue Focus: Understanding
the Relationship with Members
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Tracking survey targeting 10,210 respondents nationwide

7610 members, 2600 non-members

The survey explores:
Impressions of the Brand
Key Drivers of the Brand
Relationship between renewal/retention and brand health

Key Metrics:
Dependability
Quality
Relevance
Future Relevance
Emotional Connection with the Brand




For each of the following, please indicate whether you agree or disagree that the statement applies to CAA, using a scale of 0 to 10, where
"0" means you "strongly disagree" and "10" means you "strongly agree". CAA...

H8to10 H6to7 w5 HQto4 Don't know

Trustworthy 21% 8% 39

0% 20% 40% 60% 80% 100%




In relation to comparable brands in the marketplace please rate the overall level of dependability of the CAA, using a 0 to 10 scale where “0”
means “this is a brand that | cannot depend on at all”’ and “10” means “this is a brand | can always depend on”.

Hg8to 10 HQOto7 B Don’t know

2012




Please rate the overall quality of the CAA brand using a 0 to 10 scale, where “0” means “Poor”, “5” means “Average”, and
“10” means “Outstanding”.

E8to 10 EQto7 Don’t know

2012




Please rate the overall relevance of the CAA brand to you, using a 0 to 10 scale, where “0” means “Poor”,
“5” means “Average”, and “10” means “Outstanding”.

Hg8to 10 HQOto7 ® Don’t know

Total




Thinking about 10 years from now, please rate the overall future relevance of the CAA brand to you, using a 0 to 10 scale, where “0” means

“Poor”, “5” means “Average”, and “10” means “Outstanding”.

H8to 10 HOto7 H Don’t know

Total




Is the CAA a brand that...?

B Youlove M Youlike ™ Youdo nothave strong feelings about ™ You dislike You hate ™ Don't know

Total 1% 7%
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Issue Focus: Product Use and
Membership Renewal



Mel mBer ‘!rmlo! u"llct Index "

* Clubs know that the more products a member has, the more likely
they are to remain a member

* The table below shows the correlation between membership renewal
and number of products purchased in the past year

Product INDEX RENEWAL
1 74,7%

2 81,9%

3 85,0%

4+ 89,1%
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Issue Focus: Touchpoints and
Membership Renewal



Overall, how many times over the past year have you interacted with the CAA in the following ways? This includes using
any of the services or interacting with a CAA representative in any way.

mO ml m2 H3+ Don't know

Member discounts through CAA partners 17% 11% 18% 12% 24

Roadside assistance 50% 27% S 5% 0.8
Travel Services 55% 21% 10% 7% W& 0.8

Aut tive t | i lik iri |
utomotive trave ts;tiapr;/ilkc)es( ike acquiring a 62% 16% 8% 10% 06

CAA Dollar offers through CAA partners 7% 4% 10% 17% 2.5

Insurance Services 66% 16% 6%3 7y 0.4

Oth 57% 593%) 33%
er _ 0.3

I T T T T 1
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@ Base: Members (n=7,646)
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For each of the following, please indicate whether you agree or disagree that the statement applies to CAA, using a scale of 0 to 10, where
"0" means you "strongly disagree" and "10" means you "strongly agree". CAA...is a brand that | trust

m38to 10 m6to7 5 mOto4 Don't know
] | | | |
Zero 49% 22% 15% 54 9%
Number One - Two 53% 30% 10% 3L
of
Touchpoints 1
Per Year
Three - Four 68% 20% 7% 2%
Five or more 76% 16% b9 %
0% 20% 40% 60% 80% 100%

Base: Members (n=7,646)
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For each of the following, please indicate whether you agree or disagree that the statement applies to CAA, using a scale of 0 to 10, where
"0" means you "strongly disagree" and "10" means you "strongly agree". CAA...is an organization | have a strong relationship with

m38to 10 m6to7 m5 mOto4 Don't know
- U ‘
Zero 19% 23% 25% 22% 12%
Nugfber One - Two 22% 25% 25% 22% 6%
Touchpoints .
Per Year
Three - Four 33% 29% 19% 15% 4%
Five or more 47% 29% 13% 8% ¥
0% 20% 40% 60% 80% 100%

Base: Members (n=7,646)
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Number
Of )

Touchpoints
Per Ypear Three - Four 7

Five or more 26




Using a 0 to 10 scale, where “0” is “not at all likely” and “10” is “extremely likely”, how likely are you to renew your CAA membership?

- ®8to 10 HGgto7 ) B0to4d

Zero 61% 17%

N“(’)"fbe’ One - Two 70% 19%
Touchpoin |
Three - Four 81% 13% ﬂ

ts

Per Year
Five or more LA 8%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Issue Focus: First Year/Second
Year Renewal



-5naers!amn!llnl.gmMembership Renewal Rates‘

0
849, o7 —
79% °

68%

1 2 3 4to10 10+

Years of Tenure

We know that new (low tenure) members

== are less likely to renew their membership. — engagement are less likely to renew.
h‘ﬂ'\#‘

89% 91% 92%
84%

74%
65%

0 1 2 3 4 5

Member Engagement Index
Data: Courtesy AMA

We now know that members with low
I



n- nderstan!mg !elnllewal Rate by Tenure And Engagemens

0 1 2 3 4 5 Total

Y 4

% 1 68%
= 2 81% | 82% 79% I
E 3 83% | 84% | 8% | 87% | 84%
= 47010 87% | 89% | 90% | 89% | 89% | 89%
10+ 92% | oa% | 95% | 95% | 9% | 95%

Total 65% 74% 84% 89% 91% 2% 87%

B >

TOUCHPOINTS

Previously we knew that new members were the least likely to renew

Now we can target high risk candidates more effectively using

this “Member Engagement Index”
@ .
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Before new member on-boarding strategy this is what 1st

year communications looked like ....

Heavy on sales DM, Heavy on Travel, Heavy on Magazine...and one

size fits all

251
Free Associate " agggine
a 124 244 of Fres Flus Merber Quality 63 380
Pud Sprinc Spring Rucky Magazine Magazine Lpgrade Renewal Shd Bl X
Lead Criise  Coach  Mauntgin Member Quality Metrker Quiality Dhd Adilngert Insetts Date
GengraionDRAUDA DRIIDR - D0 Adihser Ad /I sert Her SC0R)
$ io o Tk [ =
8 o ot 1L
/ KR K K \ 15t Bil F\/R .
Standard | Winter H&D  Brard  Monthly Adwi Fal Fal Holiday Renewal é“:‘ﬂ:‘? R:CE
Welcome Kitl ETMI Insurance Awarensss Insurance Niche Criise ITe G Insert Ev?s 'I':fl
&7 D Dt UDk  FS DM DK DM DM DMUDM 335
Winter 350-379  381-405
Insurance
FS D0

Is this the right contact strategy for New Members?




!!Feamm“ng !!anrding Strategy ‘|‘
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The onboarding strategy involves:

|solating the first year members from “regular” communications

Creating a series of segmented communications touch points to ensure that
new members understand all the benefits of their membership

Focus communications around business lines most likely to resonate
To make then feel like valued members, during this “honeymoon” stage
IMPRINT, COMMUNICATE, ENGAGE

To drive an increased first year renewal rate

AL 2



1%t Year Onboarding Communication Strategy
Welcome Loyalty & Rewards Line Of Business Pre-Renewal Post Renewal

e Month 1 — = Moth 2-4 — - Moot 12 —

=
sl

F Pty

i

. CAA . Educates on CAA products & senvioss (et them imvodved in their membership
Imprint e psswes Communicate o, e cneymaveysmtiomsamostar  ENGA® st ot ety ety s o e ke

Increased Member Loyalty = higher renewal rates amongst 1* year Members

@ 24
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Cumulative Renewals 0 - 60 Days

71.00%
69.00% >
67.00% /
o 6500% // —a
E 63.00% //.V/
< 61.00% //
59.00% /
57.00% ./
>>.00% 0 Day 30 Day 60 Day
—#— CONTROL 57.43% 62.78% 65.79%
——TEST 59.71% 66.27% 69.25%

* A positive variance is shown across three renewal benchmarks (0 Day, 30 Day, and 60 Day)
« 0 Day-228bps added to renewal. Members still in “Billing”.

« 30 Day - 349bps added to renewal. Campaign response is complete

« 60 Day — 4" bill influence
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Issue Focus: Segmentation
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Urban 5-Diamond Suburban Country Styx &
Explorers Families Bliss Comfort Stones

Up & coming Esx\;%llli-;rffed Blue-collar Rural Middle class
Gen XandY est. families retirees empty nests

families

A .
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It is critical to isolate the variables that drive renewal

Touchpoints and Tenure are the first level variables

Segmentation is the second-level set of variables

Pushing the envelope on this work will pay dividends




