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Feeling the Pressure
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Everyone Is Asking: What Is the Silver Bullet?

01 New & Better 
Audiences

Targeting those most likely to 
respond.

02 Improved 
Relevance 03 Stronger 

Creative

04 Sharper 
Offers 05 Strong Call 

to Action 06 Optimized Cost 
Structure

Personalizing offers 
to resonate deeply 
with recipients.

Captivating designs and 
compelling messaging.

Enticing propositions that 
drive action.

Guiding customers 
to their next step 
(online, phone, etc.).

Efficiency in production and 
distribution.
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Feeling the Pressure...

Uncertainty
in future 

USPS 
incentives

Annual 
postage 

increases 

Fewer  
conversions

Lower 
mail volumes
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Mail = Math

Return 
(Benefit)

ROI
Investment 
(Cost)

Source: corporatefinanceinstitute.com
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Impact of Lower Mail Volumes

Increased frequency 
to our top deciles 

leads to lower 
performance, 

as they are 
over-mailed

When we 
stop mailing 

to lower deciles, 
we stop 
learning 

from them

Fewer 
test cells 
and the  

corresponding 
challenges
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Testing Challenges

Fewer Cells
Premium/pressure on each test cell

Time to Results
Slower iteration = slower growth

Test Cell Quantities
Growing to remain stat sig.

What We Can Learn
Less data = less insight per cycle
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Paradigm Shift…
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Traditional Testing

Paradigm Shift

Title testing High-cost 
learning

Delayed 
results

Reactive 
optimization

Pre-market 
learning

Insight-driven
investment

Time-saving
results

Validation 
testing

Learn First. Then Test.
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Accelerated Marketing Insights

Our proprietary pre-testing platform, Accelerated 

Marketing Insights, predictive insights into what drives 
customers to engage and why.

• Target audience surveyed
• Identify creative preferences 
• Conjoint analysis used to predict winners

Pre-test messages, concepts or 
a combination of variables in 
weeks, not months or years

85%
Success in beating 

the control

Learn and Test

6x Faster
Recognize revenue

V 
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Minimum of 8 and up to 24:
• Messages (multichannel use)
• Envelope messages
• Headlines
• Subject lines
• Envelope messages + designs

Prioritizes strength across all test variables, ranked by your 
target audience preferences.

Minimum of 8 and up to 12:
• Direct mail concepts
• Digital/social ad concepts
• Envelope concepts

Prioritizes strength across all test variables, ranked by your 

target audience preferences.

Up to 7 categories:
• Headlines/subheads
• Imagery
• Color/graphics
• Offers
• CTAs
• Content layout/organization

Identifies a single best combination of variables with over 
2,000 possibilities, plus identifies segmentation 
possibilities based on audience preferences.

Message Study Concept Study Multivariate Study

AMI Overview & How We Use It
Three Ways to Validate and Strengthen Results
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Doing What Marketers Do

Control

Test

Refine

Repeat
OMF

Marketing
Lots of effort, limited 
movement
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From Internal Debate to Audience Informed

8 Challenger Concepts
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8 Challenger Concepts Look-Alike Audience

From Internal Debate to Audience Informed
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From Internal Debate to Audience Informed

The Winning Concept Ranked for Resonance + Motivation

22.7%
Share of 

Preference
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The Winning Concept Ranked for Resonance + Motivation

From Internal Debate to Audience Informed

22.7%
Share of 

Preference

7.10%

Actual
In-Market 

Results 

Lift in 
Response Rate 
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Concept Study – It Changed the Conversation

Internal discussion

Preference and assumption

Which concept do they like?

What resonates in the real world

Clarity and relevance

Greater confidence moving forward

Before What We Learned

1

2

3

1

2

3
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How We Optimized Execution
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How We Optimized Execution
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How We Optimized Execution

Look-Alike Audience
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Building The Strongest Execution

4.58%
Incremental 
Anticipated 

Lift
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4.58%
Incremental 
Anticipated 

Lift

Building The Strongest Execution

5.61%

Actual
In-Market 

Results 

Lift in 
Response Rate 
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The Bigger Impact / A Different Way of Thinking

Learn, then TestTest & Learn

Testing should be the validation step — not the first-place learning happens.
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Shawn O’Neil

VP and Director of Marketing
OneMain Financial
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SVP, Direct Marketing

Quad


	Slide 1: Predict Creative Wins Before You Mail
	Slide 2: Feeling the Pressure
	Slide 3: Everyone Is Asking: What Is the Silver Bullet?
	Slide 4
	Slide 5
	Slide 6: Feeling the Pressure...
	Slide 7: Mail = Math
	Slide 8: Mail = Math
	Slide 9: Mail = Math
	Slide 10: Mail = Math
	Slide 11: Mail = Math
	Slide 12: Impact of Lower Mail Volumes
	Slide 13: Testing Challenges
	Slide 14: Paradigm Shift…
	Slide 15: Learn First. Then Test.
	Slide 16: Accelerated Marketing Insights
	Slide 17
	Slide 18: AMI Overview & How We Use It
	Slide 19: Doing What Marketers Do
	Slide 20: From Internal Debate to Audience Informed
	Slide 21: From Internal Debate to Audience Informed
	Slide 22: From Internal Debate to Audience Informed
	Slide 23: From Internal Debate to Audience Informed
	Slide 24: Concept Study – It Changed the Conversation
	Slide 25: How We Optimized Execution 
	Slide 26: How We Optimized Execution 
	Slide 27: How We Optimized Execution 
	Slide 28
	Slide 29
	Slide 30: The Bigger Impact / A Different Way of Thinking
	Slide 31: Q&A

