Case Study:

Mercy Super:
Health Check Campaign
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Mercy Super is a superannuation consultant in Queensland, Australia. Mercy Super
executed a data-driven direct mail campaign in a bid to engage with their members,
providing personalised interaction and information to target members with a balance of
S500 or more in their Super account.

Objective:

Mercy Super sought to stimulate

engagement with their members -

and customers, amidst an industry 1 N sIEEéll_A

landscape where interest and < J AWARDS
engagement is traditionally low.

The consultancy aimed to develop

ongoing communication with members M E Rcv s u P E R
by sharing knowledge, congratulating HEALTH CHECK CAMPAIGN
them for positive financial actions, . )

and encouraging them to take further i
personal actions allowing them to
maximise their super balance. >>
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Mercy Super’s
Innovative direct
mail campaign set \

a new standard for
engagement in the
superannuation
mdustry.

ﬂ C5 envelope for greater impact
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ﬂ First fold opens to reveal the stories on each panel
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Method: Results:
Mercy Super designed a ‘report card’ The piece succeeded in becoming a
like superannuation statement, to conversation starter for members,
Scheduled be distributed through direct mail encouraging many to visit Mercy Super
s and engage customers, distributed to discuss their scores or other concerns
communications at two varying times. At members they had. It became an ongoing
windows - birthday birthdays, to ensure the campaign communication piece, allowing
and new J ob is spread throughout the year and Mercy Super to reinforce key messages
informs members about the updates with members who became familiarised
= deployed to their insurances occurring on a with their brand and content. ®
data-driven and birthday, and at times that a member

changes employers or makes changes
to their account improving their health
check score. The campaign provided
personalised insights to its members,
including a member’s overall score, key
milestones, personalised graphs, and
data driven calls to action.

relevent content
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