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Variable direct marketing drives increased Membership renewals.

INDUSTRY:

Non-profit,
member-based auto club

PROGRAM:

B2C - Customer Loyalty
and Retention

CLIENT:
CAA North & East Ontario

VARIABLE DESIGN, ENGINEERING,

Terminal Van Gogh

PROGRAMMING & PRINT PROVIDER:

BACKGROUND

As for many not-for-profit membership based organizations, CAA North & East
Ontario (CAA NEO) has experienced challenges with membership renewal.

Increased competition from discounted, stripped-down auto manufacturer
emergency roadside-only plans, and other “look-alike” for-profit-plans, has
put pressure on membership renewals.

With over 35% of the annual attrition rates belonging to year-one Members,
CAA NEO’s research revealed that many Members were unaware of the full
value and enormous benefits that accompany their CAA Membership.

CAA NEO knows that if a new Member has not used any Emergency Roadside
Service and/or did not access the generous Rewards Programs available
to them, those Members in particular, are at risk.

OBJECTIVE

Improve first-year Member renewals.
Communicate CAA’s value relevantly,
suitable to their socio-economic

and geographic circumstance.

® Modernize and rebrand creative
content with a lively look and feel.

= Clearly differentiate CAA from the
competition.

= Promote the diverse and significant
value-add that accompanies a
CAA Membership — Savings and
Discounts, Travel, Automotive
and Insurance Services.

CAA NEO saw that increasing Member engagement through relevant, 1-to-1
education was key to improving year-one Member renewals.

YOU DESERVE
A VACATION,
Alessandro!

Book Your Next Trip With CAA Travel

SOLUTION

= Combine CAA NEO Member data with external analytics.
Communicate uniquely to each Member based on life-stage,
family makeup, income level, membership type, physical
location and level of engagement.

= Design four distinct, variably dynamic Touch-Point pieces
mailed throughout the first year of membership.

Savings — highlights Member-exclusive savings at over
160,000 locations. Specific Partners are highlighted suitable
to each Member. Mails at day 60.

Up-Sell — promotes benefits of the next level of membership.

Also highlights: Member-only travel offers, discounted
restaurants, hotels, retailers, insurance. Displays local Travel
Store or Call Centre. Mails at day 180.

Travel — a reminder that CAA is more than ERS. Variable
elements for life stage, family makeup, membership level,
affluence, location. Presents exclusive travel offers best
suited to circumstance based on a predetermined marketing
algorithm. Displays local Travel Store and upcoming events.
Mails at day 240.

Reminder — for members deemed “still at risk”. Final piece
thanks the Member for joining, announces new benefits,
flags CAA Dollars earned, offers 10 more CAA Dollars for
Express Renewal. Reminds each Member of the real value
of their CAA Membership. Mails at day 280.

Track and measure retention rates at the end of each
annual cycle.
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Call, Click or Come In to Upgrade!

@@=

G Income level HUGE
VALUE,
Q Membership level Keitht
LET’S AR swithyou
all the way!
G Payment agreement GO
Harry!
] e
@ Loyalty “CAA Dollars” e

foryou and
your life!

earned

SAVE WITH
E-BILLING

Signup
for e-billing
and receive

@ Activity and history

Q Location

o Renewal date and type

2
(=]
-
P
i
2
>
21|
Qi
Qi

Look at how much you get with your CAA Membership!

o Proximity to a
CAA Travel Store

H You can always trust CAA to come to your rescue
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RESULTS

= 8.5% increase in year-one Membership renewals with the new 1-to-1 direct mail packages
= Over 50% ROI, not including incremental spend on upgrades, travel, insurance, merchandise and other services

= No preprinted marketing material waste — 100% digital

“Speaking to each Member as an individual has proven to be an effective way of educating them about
the enormous value of their CAA Membership. Based on the program’s success, we are now looking for
opportunities beyond first-year cohorts to engage more of our Members with 1-to-1 programs.”

— Todd Beavis — CAA North & East Ontario, Managing Director, Marketing

COMPANY PROFILE

The Canadian Automobile Association (CAA) is a non-profit member-based federation of 9 automotive clubs serving over 5.6 million
Members through 140 offices located across Canada. CAA provides Emergency Roadside Services, a variety of Auto Services,
comprehensive Insurance Services, Members Savings and Loyalty Rewards programs in partnership with a broad list of preferred
companies across North America. Clubs operate as full-service, TICO-registered Travel Agencies.

With over 250,000 Members, CAA North & East Ontario operates 9 Travel Stores serving Members in Eastern and Northern Ontario.
CAA NEO’s Automotive Service Department ranked first in Canada and fourth out of 56 CAA/AAA Clubs across North America for
Member satisfaction. CAA NEO’s Travel Services Operations achieved a combined “satisfied” and “totally satisfied” score of 98.1%.

For more information please visit www.caaneo.ca
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