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A VISION FOR AARP, APPLIED TO EMAIL

- Help people 50+ lead their best lives possible
BY Guiding and inspiring each individual to choose how they age and pursue their full possibilities with
AARP
PRINCIPLES GETS ME INSPIRING EFFORTLESS
HEALTH WEALTH SELF
= Healthy living = Savings and planning = Finding purpose
PILLARS = Caregiving = Social Security = New passions and interests
= Government health programs = Fighting fraud and scams = Participating in community life
= Health insurance = |nvesting » Making a difference




TAPPING THE POWER OF 1:1 COMMUNICATION

50% of consumers are likely
to switch brands if a
company doesn’t make an
effort to personalize
communications to them, or
anticipate their needs.

Salesforce, 2016

Smart personalization
engines used to recognize
customer intent will enable

digital businesses to increase
their profits by up to 15%.

Gartner, 2016

81% of consumers want
brands to get to know
them and understand

when to approach them

and when not to.

Accenture, 2017



A  JAEETTNNNE
TWO TYPES OF EMAILS IN ONE STREAM OF VALUED EXPERIENCES

VALUED
EXPERIENCE
S

SUB-BRAND
TRIGGERED EMAILS DIGEST EMAILS EMAILS
Emails from AARP sub-
Timely responses to implicit Build member habits, brands that sit separate
and explicit behaviors and expand repertoire and from the AARP brand.
life events to reinforce drive valued actions within Includes The Girlfriend
valued actions. the AARP ecosystem. and Staying Sharp.
MEMBER
BEHAVIOR
VALUED
EXPERIENCE

S




EMAIL MODULE STRUCTURING

My AARP
Website
HERO MODULE
o SR >
OR
Trigger Emails
o SR >

Engagement with new content,
outside of profile interests would
influence the content served in
their next My AARP email.

The subsequent My AARP email
would serve that new content in
the hero to confirm their interest.

My AARP

If the new content is engaged

with it will remain a regular part
of their My AARP email..

If it remains unengaged with, it
will be de-prioritized and placed
in lower module.

GETTING
STARTED

My AARP

If it remains unengaged with in
lower module, it will be dropped
from the My AARP email
completely.




THREE EMAIL TEMPLATES

TEMPLATE 1

DDDDDDD

[Name], Subject Line

Emily Smith

eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee

CTA

eeeeeeeeeeeeeeee

Brief copy with single
CTA. Good for
transactional emaiils.

TEMPLATE 2

HERO MODULE

CTA

MMMMMMMMMMMMMMMMMM

Single content feature
with single CTA. Good
for announcement or

content feature emails.

TEMPLATE 3

HERO MODULE

CTA

CONTENT L e |

PROMOTIONAL CONTENT
TBD

CONTENT

CONTENT

MMMMMMMMMMMMMMMMMMMMM

Multiple content areas with
multiple CTAs. Good for
newsletters and
instructional emails.

s Wl




CONFIRM OPT-IN TRIGGER

v WIREFRAME

< JOIN

n

< Set expectations by outlining clear Name] SubjectLine

8 immediate next steps. JSRRGEnn B obns 018 11726 AM

L Get new members to take the first step of AARP

o . . _. . . i . ShEDS

= confirming opt-in for email stream. Real Possibiliies EZ!L?STSQZ s | oo RECER g Standard profile header.

‘25 Immediately after providing email

= through the join process.

[

< - Thank them for joining

% F - Explain COI importance - Feedback module

O - Outline immediate next steps with one email CTA.

= Grateful, friendly, to the point Standard social footer.

| - | Standard opt-out and

Unsubscribe from [email title] Email Preferences i

< . : email preference footer.

= Confirm opt-in

o

)

L

8 Links to a web confirmation

o

o

Member acquisition rate

KPIs




CONFIRM OPT-IN TRIGGER

o EXAMPLE
< JOIN
n
- . . .
< Set expectations by outlining clear shapeways*
8 immediate next steps.
L Get new members to take the first step of
8 confirming opt-in for email stream. Activate your Shapeways account
‘25 Immediately after providing email Create Account Verify Email
E through the join process. > Concise directions with clear
timeline iconography.
< - Thank them for joining
Er - Explain COI importance La}rge. CTA b.utton to_
O L : drive immediate action.
o - Outline immediate next steps
|.|ZJ Grateful. friendlv. to th . Get free shipping on your first design
ratetul, rriendly, 10 the poin
IC_) y P Use code at checkout FIRSTFREESHIP
< : :
T Confirm opt-in
*FREESHIPFIRST promo code is good for Free Shipping via our lowest-price carrier. Code is valid once
N per customer and is only valid on the first order of your own designs. If you order a design during the
N promotion period that cannot be printed, we cannot apply discounts to future orders placed after the
wl _ . _ promotion ae;‘lvac (even if these models are repaired). Code cannot be combined with other discounts or
8 Links to a web confirmation offer codes. No cash velua
oc
(o

Member acquisition rate

KPIs




WELCOME TRIGGER

i

G

< WELCOME

@)

= Welcome and onboard them to membership,

8 recognizing their preferences and interests.

L Direct them to key onboarding activities,

8 primarily completing their profile.

o Sent after confirming email address via

= COl email.

=

- - Welcome to the community

E ) - Membership info overview

8 - Key onboarding activities (e.g. AARP
Now, RFG, profile completion, etc.)

Ll

CZ) Full of possibility, excited for what’s ahead

=

< .

T Complete your profile

7

u] Links to a profile page with an

8 onboarding experience.

o

Profile completion rate and app downloads

KPIs

WIREFRAME

DESKTOP

Real Possibilities Membership # 12345678 Reward Points 17k ]

GETTING STARTED

AARP Emily Smith ALL STAR MEVBER g5

CTA

CONTENT CONTENT
CTA CTA
CONTENT CONTENT

MY MEMBERSHIP MY ACCOUNT D

A .

N N N

Unsubscribe from [email title] Email Preferences

Feedback module with welcome message
with primary CTA to “Complete Your Profile”.

Key onboarding activities and steps.

Completed activities will not populate.
Placement dependent on known interests
(i.e. if user joined through discounts, discount
onboarding will have priority)

Activity modules with membership info
summary and recent benefits used.




WELCOME DIGEST

ROLE GOAL STAGE

CONTEN TIMING

PROCESS CTA TONE

KPIs

WELCOME

Welcome and onboard them to membership,
recognizing their preferences and interests.

Direct them to key onboarding activities,
primarily completing their profile.

Sent after confirming email address via
COlI email.

- Welcome to the community
- Membership info overview

- Key onboarding activities (e.g. AARP
Now, RFG, profile completion, etc.)

Full of possibility, excited for what’s ahead

Complete your profile

Links to a profile page with an
onboarding experience.

Profile completion rate and app downloads

EXAMPLE

> f ©Ow

New ways to get more
from your money

Find the right card, lower your bills, reach your goals, see your score
and manage your cash — all in one place.

New and tailored to you

Reach your goals

From a sweet trip to a safety net,
our new tools and tips can get you

Master your credit
what you want even faster.
Have an emergency fund J
otire on your terms >

G0

Lower your bills

We've partnered with Billshark to
do the heavy lifting, saving you

money and time.

Yo acc t
acco 2
Get a complete view
P
Link your accounts to see your
Q- cards, accounts, investments and
o loans—in one easy place
nnnnnnnnnn
€"’: 47,000.00

Master your credit score

Your credit score can help get you

better rates on things like loans,

aras and even your mortgage

Let's make your money work harder for you

Get more from your money with the NerdWallet app.

This email was sent to hello@SmilesDavis.yeah. Unsubscribe from marketing emails or
manage your email preferences in your account settings.

NerdWallet | 875 Stevenson St, 5th Floor | San Francisco, CA 94103

>

Onboarding copy written
as benefits to the user.

Infographic-style visuals
add personality and make
content easy to digest.




MY AARP DIGEST

cu; m M
t
n
= Help them increasingly discover and use AARP [ e g
8 AARP benefits and content they care about.
L Recommend content and benefits based off
8 their profile and engagement behavior.
o |
S Cadence (daily, weekly or monthly) to be
= determined by user. Default is weekly. = Content module recommendations
= = Foundation/Advocacy module recommendations
= Community/Events module recommendations

~ | | . o = Benefits module recommendations
i - Content and benefit recommendations » Feedback module with membership action items
% F - Overview of engagement activity
O - Membership action items _Plac.efnent and prpmingnce will be determined by

Promotional module implicit and explicit profile data.

Option to promote PF(OMOTIOTNBA[I)_CONTENT
= Friend| : business priorities to
O riendly, encodraging a larger audience.

CONTENT
= See more
O CONTENT CTA
7
u Links to an AARP.org page with more B e
8 personalized recommendations.
o | Activity modules with membership info
i—— e summary and recent benefits used.

Engagement index

KPIs




MY AARP DIGEST

5 EXAMPLE
2
&

ADELTA %
-l : : : .y 7N
g Help them increasingly discover and use 7
G AARP benefits and content they care about. T e
W Recommend content and benefits based off s
8 their profile and engagement behavior. o W
S Cadence (daily, weekly or monthly) to be XXX
= determined by user. Default is weekly. -
I_ e to Sky Priority® boarding. >>

Recommendations :
. . NS 13 Variety of content areas that

- _ _ directly pertinent to s <N ,. rovided added value
L] - Content and benefit recommendations user needs. D P ’
|— ) o 21 g0 15 n this culnary metng pot :Wﬂmﬁ%iumw
% F - Overview of engagement activity S
O - Membership action items —_— i

STAY INFORMED 42’]
uJ . . ::'::usyunu-l,mnsm
<ZD Friendly, encouraging
- . s :

Business initiatives and offers are visually

B differentiated, but look native to the email.
ﬁ See more Card—no expiration date or fees. >> Alamo®.* >>
0 BOOK A FLIGHT >

BOOK A VACATION PACKAGE >
% RESERVE A CAR + HOTEL >
u Links to an AARP.org page with more e
g personalized recommendations.
o

O O O

2 - STAY CONNECTED WITH US
& Engagement Index UPDATE EMAIL PREFERENCES | PRIVACY POLICY




LIFE EVENT TRIGGER

ROLE GOAL STAGE

CONTEN TIMING

PROCESS CTA TONE

KPIs

]

Help them increasingly discover and use
AARP benefits and content they care about.

Recommend specific content based on a life
change determined by strong signals.

Sent immediately upon detecting a
strong life change signal.

- Content and benefit recommendations

- Email feedback to get specific direction
on content recommendations

Understanding, helpful

Dependent on the trigger content

Links to an AARP.org page with more
content of the same topic area.

Engagement index

WIREFRAME

Emily Smith

ALL STAR MEMBER @

Membership # 12345678 Reward Points 17k <

HERO MODULE

MY MEMBERSHIP
. I . I

Unsubscribe from [email title]

CTA

MY AARP

Email Preferences

Large hero module to draw
focus on life stage content.

Feedback module with primary CTA to
confirm life change trigger relevance.

Activity modules with membership info
summary and recent benefits used.




LIFE EVENT TRIGGER

u EXAMPLE
2
=
) ) shtterfiy.
- . . .
g Help them increasingly discover and use RSB s s s e
&  AARP benefits and content they care about. |
L Recommend specific content based on a life
8 change determined by strong signals.
‘25 Sent immediately upon detecting a WELCOME TO SHUTTERFLY
= strong life change signal. There's nothing more amazing than bringing Warm and understanding
- a new life into the world. As a new parent copy makes user feel
you're going to find more to love, more to understood and Supported_
> . _ give and more to share—~we're here o help
m - Content and benefit recommendations vou every step of the way
% F - Email feedback to get specific direction
O on content recommendations .
Now it's time to send thank you
cards. Find one that matches
your birth announcement
Z Understanding, helpful " THANK YOU CARDS » One CTA for a key activity.
E Dependent on the trigger content
7
3 Links to an AARP.org page with more
o content of the same topic area.
o

Engagement index

KPls




RE-ENGAGEMENT TRIGGER

cu; m WIRSRIE
<
w DESKITOE
< Help them increasingly discover and use
8 AARP benefits and content they care about.
Real Possibilities mily Smith ALL STAR MEMBER @
Membership # 12345678 Reward Points 17k [
L Re-engage them by getting them to update
8 their profile for more relevant content.
Feedback module
S Sent upon detecting a wf)f;.ICTA to update
= - : . profile.
E period of inactivity. oTA
. = Content module recommendations
& - Encouragement to update profile A LA » Foundation/Advocacy module recommendations
Er - Overview of AARP topic areas O . = Community/Events module recommendations
@) : : . .
O - Content and benefit recommendations O - = Benefits module recommendations
Module type and recommendations dependent on
w implicit and explicit profile data.
% Frlendly, enCOuraglng Unsubscribe from [emalil title] Email Preferences
=
< :
T Update your profile
N
7]
m " "
8 Links to profile page.
o
o
L :
o Engagement index
™ 15 [




RE-ENGAGEMENT TRIGGER

u EXAMPLE
=
0 rEC| es . MANAGE PREFERENCES

({p) .
< Pl et 1RSIl eISseer el Lse T e e gt
8 AARP benefits and content they care about. -

allrecipes!

) « The Scoop
H Re_engage them by gettlng them to update Elgéja(;sstthoo(\)vutrot(r)r;ai(aetzgli;(s)fgi)lgzlggsand cooking even easier from site
8 their profile for more relevant content.
Overview of the email

Online Membership Updates streams the user is receiving

You will receive updates on features, tools, contests, and more from the )
(25 Sent upon deteCtlng a Meredith family of sites.
= period of inactivity.
- Alerts

You currently have alert subscription(s). Visit your preference center to

manage your alerts.
< - Encouragement to update profile
Er - Overview of AARP topic areas
O : : |
O - Content and benefit recommendations S st mvour o

o | We'll Keep You
Companyinthe
Kitchen

L : :
cZ) Friendly, encouraging
-

You’ve Got Great Taste

Which is why we think you’ll love these.
E Update your profile

Personalized recommendations to

” reinforce the value the brand brings.
0
8 LlnkS tO prOflle page. Chicken Pierre SD:;?:ﬁggZ:(g;ew Roaséehiiilsamlc
o
ﬂ_ To learn more about the Meredith Family of Sites, click here
2 o Meredith Corporation, 1716 Locust Street, Des Moines, IA 50309
& Engagement Index ©Copyright 2017. All Rights Reserved. Privacy Policy | Terms of Service




RE-DIRECTION TRIGGER

(u; m WS
= —
[Name],Squ:]j:f]t IQiJnoeanﬂ@eman com>
- : : : SRR GYnnBrasn oam> 0 1© 1125 AM
< Help them increasingly discover and use
8 AARP benefits and content they care about.
%® Emily Smith ALL STAR MEMBER @
Membership # 12345678 Reward Points 17k [
L Help opt out of email and opt into
8 preferred communication channels.
‘25 Sent upon detecting a prolonged _
= period of inactivity. - Feedback module with
= one CTA to stay opted in.
- Offer social as other AARP
E - Provide option to opt-out OO communication options.
% F - Suggest other communication streams o
. nsubscribe from [email title mail Preferences
O to opt into or follow Jnsubserbe om Emal e
Ll
<ZD Understanding, helpful
=
= Stay opt-ed in
8]
N
0
8 Links to profile page.
o
o

Engagement index

KPIs




RE-DIRECTION TRIGGER

5 EXAMPLE
>
_ o habitat®
< Help them increasingly discover and use
8 AARP benefits and content they care about. =~ e o
. . . ‘ ',_— - ‘; » B2 "4 - @ g ‘: .J.-)Mgg,‘,.
L Help opt out of err_lall_and opt into B‘Q o e 8%, =] HER" El
8 preferred communication channels. - S & 1wl @ [:J,; =@y
< .nz-,-;;ﬁa.‘aﬁu'a'n BB,
S @8- T L e=e g s @ e
S Sent upon detecting a prolonged Righ ’3"‘-.‘_"}, QJ%\ ¥ ™e o Y8 %_ |
= period of inactivity. e : ‘wm@®t
I_ ’-‘?\,— ") '%.
= ¥ i e
> _ _ f: Love Habitat? *'“ T Opt-out copy written as a
i - Provide option to opt-out t} Is We naticedyo e ntloing our emals ‘ "~>f‘»< L] way to advertise the benefits
=z F - Suggest other communication streams LT R R | T(@ﬂ& of following on Facebook.
8 to opt into or follow L\IL ;. [ Sk M = 3(: ‘
ST TR T
LU e 23 | " m,
3 Understanding, helpful ’-3 — ] - L I -
- ] [ g [ l ~
SBINO e WO
e @OTN % EBle --}l_s:w « 3B
B - p—— — L TR g
= Stay opt-ed in D v e ‘!_T(Q‘.'» R R g 1'(‘»«3
© Eliolz a0 ls s ho ™
o
L
8 Links to profile page.
o
o

Engagement index

KPls




RECOMMENDATION TRIGGER

ROLE GOAL STAGE

CTA TONE CONTEN TIMING

PROCESS

KPIs

Make sharing benefits and positive
experiences with others easy.

Help them effortlessly share content and
benefits that they have found valuable.

Sent upon frequent or significant
use of a content or benefit.

- Offer rewards to encourage sharing

F - Solicit feedback on content or benefit if they
don’t want to share

Supportive, empowering

Share with a friend

Links to a referral page.

Advocacy rate

DESKTOP
[Name], Subject Line
1920 <Joapn1b1@ema1”3'ccz)811>8 11:25 AM
:Jrgﬁﬁdgﬁé'hn rrauggg}/conb ’
~ Real Possibilities Emily Smith ALL STAR MEMBER @
Membership # 12345678 Reward Points 17k [
CTA
MY MEMBERSHIP
Unsubscribe from [email title] Email Preferences

Feedback module with one
CTA inviting user to share with
friends after actions like:

= Redemption of benefits

= Donation to the Foundation
= Usage of AARP programs

Activity module with recent
activities or benefits redeemed.




RECOMMENDATION TRIGGER

EXAMPLE

STAGE

INDIEGOGO

You’re making a difference!

Make sharing benefits and positive
experiences With OtherS easy- Good Night Stories for Rebel Girls

GOAL

Really Good Emails, thank you for contributing to

Drive more support by telling your friends.

Provides several easy ways to
Help them effortlessly share content and immediately share wi¥h frignds.
benefits that they have found valuable.

ROLE

Contribution Confirmation

Sent upon frequent or significant

use of a content or benefit. S e X0 XX, 00 Provides confirmation

Payment Method: . . .
Contribution: $XX.XX USD d t I f t ty
Shipping: $X.XX USD e al S O aC IVI -
Total Contribution: $XX.XX USD

TIMING

View order details

- Offer rewards to encourage sharing o o et e et o s
F - Solicit feedback on content or benefit if they
don’t want to share

CONTEN

You've funded 3 Indiegogo campaigns.

Help bring more ideas to life!

Supportive, empowering

TONE

109% 29 days left 835%

CASE Remote Air: smallest Next Station: Hong Kong MTR-

Share With a friend WiFi camera controller themed Playing Cards Recommends Other
N120360 ' ways to keep engaging.

!L\’,

Links to a referral page. W Qo e AR

CTRL XC: the Fastest LCD-tint The World's Smallest 360
changing Sunglasses Camera - Nico360

EXPLORE CAMPAIGNS

Feeling inspired? Start a campaign!

CTA

PROCESS

Advocacy rate

KPIs




MEMBERSHIP ANNIVERSARY TRIGGER

REINFORCE

ROLE GOAL STAGE

CONTEN TIMING

PROCESS CTA TONE

KPIs

Reinforce that AARP made a
difference in their life.

Show all the tangible ways they
benefitted by being an AARP member.

At the end of every
membership anniversary.

- Summary of membership activity (e.g.

benefits redeemed, money saved,
articles read, RFG points earned, etc.)

Celebratory, grateful

Explore more possibilities

Links to an AARP.org page with more
personalized recommendations.

NPS customer survey

WIREFRAME

HERO MODULE

CTA

CONTENT CTA

CTA CONTENT

CONTENT CTA

PROMOTIONAL CONTENT
TBD

CONTENT

CONTENT CTA

CONTENT

MMMMMMMMMMMMMMMMMMMMMM

Email Preferences

Feedback module encouraging renewal if
membership is almost up.

Activity module summary of
membership activity and
encouragement to keep exploring.

Activity module membership updates.




MEMBERSHIP ANNIVERSARY TRIGGER

5 EXAMPLE
< REINFORCE
; F -
- . Sprint .
< Reinforce that AARP made a
o di i T .
ifference in their life.
Your Sprint Year in Review
- Show all the tangible ways they -.b_‘é"‘ = -
o benefitted by being an AARP member. -
Congrats on a great JEZ); together, Jenny!
You made the most of 2017 by connecting to the people, websites and

(ZD At the end Of every apps you love—all thanks to your Unlimited plan. Check out these stats!
= membership anniversary.
= Connections

Sharing
= : . @
< - Summary of membership activity (e.g.
= benefits redeemed, money saved, 67.58 GB
O g 5 used liking, swiping, watching, navigating,
O articles read, RFG points earned, etc.) R enitg mnd searcng. e

Talking

Q
W .. .
= Celebratory, grateful 4,971 minutes Activity summary copy vyrltten to
o o . show tangible and emotional value.
- spent talking to friends and relatives.

Texting
< E ]
= Explore more possibilities
o 1,264 texts

sent and received, pictures and memories shared.

7
u Links to an AARP.org page with more
e ersonalized recommendations. :
E P Thank you for your business. Copy written to encourage and add

We look forward to an amazing 2018! excitement for another year with the brand.

NPS customer survey . .

KPIs




RENEWAL REMINDER TRIGGER

u WIREFRAME
< REINFORCE
w DESKTOF
_ ' S?htijhp HBEDALIT: 1:25 am
= Reinforce that AARP made a
8 difference in their life.
%ﬁw Emily Smith ALL STAR MEMBER @
Membership # 12345678 Reward Points 17k [
L Remind them that renewal is coming up,
8 along with more exciting things from AARP.
Feedback module with one
o . CTA to visit their profile to
é Sent a week before end of membership. oview membersrﬁ)i dotails
= CTA P '
E i o MY MEMBERSHIP
= - Reminder that renewal is in a week = —
pa
(@) - Sneak peek content or teasers = Content _module teaser
O N H = Foundation/Advocacy module teaser
= Community/Events module teaser
= Benefits module teaser
L : :
% EXCIted, encouraglng Unsubscribe from [email title] Email Preferences Module type and I’ecommendatlons
" dependent on implicit and explicit profile data.
E See your membership details
)
0
8 Link to profile page.
o
o
0
o NPS customer survey
X 23 i




RENEWAL REMINDER TRIGGER

u EXAMPLE
< REINFORCE
(/)]
= Reinforce that AARP made a
& difference in their life. ¢)p SQUARESPACE
L Remind them that renewal is coming up, _
Q along with more exciting things from AARP. Your Squarespace Account Renews This
o Week
Hi Matthew Smith,
(5 ) Thank you for choosing Squarespace for your website, http://debbie-
é Sent a week before end of membership. duarain.sauarespace.cony.
|: As a friendly reminder, your account will be renewed for $96.00
on January 22, 2015. If you wish to keep your account with us, no
action Is required.
= M)f/.e,':tire telam is ied[cated to e?suringyouquuarespace etxperience Frlendly COpy InfOFmS users they
. . . is first rate. If you have any questions, comments, or suggestions, . .
I.|I—J I = Remlnder that renewal |S IN a Week please let me know. Simply reply to this email and I'll make sure you Can S|mp|y I’ep|y tO the ema” tO
< receive a prompt response. T
o - Sneak peek content or teasers prompLese ask any renewal questions.
U Thank you again for choosing Squarespace.
Sincerely
Cory Taylor Addressed copy makes renewal feel
L . . Customer Care Manager .
> Excited, encouraging Souarespace less transactional and more personal.
o
Th fumaspace. Loans
E See your membership details
4p]
0
8 Link to profile page.
o
(a 8

NPS customer survey S

KPIs




RENEWAL THANK YOU TRIGGER

g m e
= —
[Name],Squ:]j:f]t I<_moear111@email com>
:tl SRR GYnnBrasn oam> 0 1© 1125 AM
o Reinforce their decision to renew.
)
Real Possibilities mily Smith ALL STAR MEMBER @
Membership # 12345678 Reward Points 17k <
L Thank them and get them excited for
o .
& another year with AARP. Copy should emphasize
appreciation for renewal.
S
< Sent immediately upon renewal. _ _
E — Action module with CTA to
update profile for the new year.
5 - Thank them for renewing
= : :
z F - Remind them to update their N —
o profile for the new year
m [}
<ZD Grateful, excited
=
E Update your profile
N
7]
m (] .
8 Link to profile page.
o
o

Customer retention

KPIs




RENEWAL THANK YOU TRIGGER

T EXAMPLE
I
[
m T s for your pay nlin
EI verizon‘/ Shop Support My Verizon
o Reinforce their decision to renew.
(O

Your plan has been renewed.
L Thank them and get them excited for Mobile number ending in #4898.
o another year with AARP.

You're all set through 03/01/2018. Visit My Verizon at any time to review your Details of renewed plan Clearly

account details. . .

and simply articulated.

(©)
= Sent immediately upon renewal. AU IRt
=
=

Thanks for choosing Verizon Wireless.
& - Thank them for renewing
= : :
Z F - Remind them to update their Tools to stay on track.
o profile for the new year

S

5= G
u Save time with Auto Pay. My Verizon Mobile. Recommends other tools to
2 Grateful, excited SO D e get the most out of your plan.
= L pp

earn more Download a
E Update your pI‘OfI|e Plans | Phones | Tablets | Accessories | Locations

2018 Verizon Wireless

N
0
8 Link to profile page.
o
o

Customer retention

KPIs




ACQUISITION ONBOARD USE & ENGAGE LOYALTY & EVANGELISM

m

[ REGISTER ]

ICON KEY

Daad Digest EM
PAv{ Trigger EM

® Did Not Engage

® Behavioral Trigger

@ Life Event Trigger

@ Regular Cadence Email

WELCOME

\

Did Not Engage

RECOMMENDATION
TRIGGER

LIFE EVENT
TRIGGER

MY AARP

<, .,
MY AARP MY AARP ANNIVERSARY RENEWAL RENEW
\ / ROLL-UP REMINDER THANK YOU
LIFE EVENT BEHAVIORAL
TRIGGER TRIGGER

MY AARP

N

Did Not Engage

<

RE- ENGAGEMENT

N

Did Not Engage

[ OPT OUT ] """""""" M --------------- [SOCIAL MEDIA]

RE-DIRECTION

27 Ml




JOAN, 50
NEW MEMBER

HER SITUATION

m Lives with her husband, two sons
and mother

m Loves to run on weekends
m Works full time as a teacher
m Recently turned 50

m Has hard time meeting friends
and jogging partners

HER DIGITAL HABITS

m  Adapts to new technology
m Uses meditation and health apps

m  Active on Facebook, Instagram
and Pinterest

m Reads blogs and community
reviews to verify her purchases

WHY AARP

m Heard about AARP through
online research

= Clicked on AARP paid ads on FB

= Wants to be able give back to the
community

HER DESIRES

m Eager to learn about how AARP
can transform and improve her life

m  Attain a healthy lifestyle

= Meet other women like her to
participate in health and wellness
activities

Sources: Marketing to Gen X (Mintel 2016), Gen X Snapshots (AARP Research 2015), Social Media Report (Nielsen
2016) , Gen X @ 50 (Sparks & Honey 2016), EMU Members vs. Non-Members (AARP), New Member IDIs (AARP

2017)
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GREG, 62
NEW MEMBER

HIS SITUATION

s Currently working in finance
m  Adult kids are out of the home

m Concerned about retirement
savings

m Planning for the next step in his
life: RETIREMENT

m Budget price conscious

HIS DIGITAL HABITS

= Basic use of technology/apps
m Has FB but not active
m Reads online news via his PC

m Searches travel deals and
destinations with his wife

m  Uses Skype to chat with kids and
grandchildren

WHY AARP

m Friends are members of AARP

m Sees AARP as a good source for
50+ discounts

= \alues time and money saving tips

= \Want to live a more colorful and
active life post-retirement

= Exploring healthcare options

HIS DESIRES

=  Maintain healthy physical and
mental state

m  Having Social Security and
healthcare

= Maximize retirement savings
= Make the most of AARP offers

m Get updated news and
relevant content to his life

Sources: Marketing to Baby Boomers (Mintel 2014), Conversation About Age (AARP Research 2016), Introducing Boomers (Nielsen
2012), EMU Members vs. Non-Members (AARP), New Member IDIs (AARP 2017), Simmons (2016)
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