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Sharpen Marketing Creative

Break Through the 
(Creative) Noise
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A senior marketing executive at Voya approached the 
Consumer Insights & Research team to discuss engagement 
in our category – a low involvement category overall

The question: 
What can we learn from principles in 
advertising on breakthrough/engagement 
that can be applied to retirement and 
employee benefits? 

The best 
ideas come 
from research 
conferences! 
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Which types of messaging/creative elements 

break through and drive outcomes?

Can we identify

best practices?

What is best combination 
of messaging/creative elements?

Can we further validate 
the findings?

The (Research) Ask
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Future roadmap
For a/b testing based on research results; allowed 

for efficient and effective in-market testing; 

behavioral finance concerns mitigated

Which journey(s) to focus on
Chose two journeys that have the biggest 

impact from a profitability / revenue 

generation standpoint
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If copyright line, disclaimer, slide #, 

etc. are missing:

1. Go to View > Slide Master

2. Copy missing elements from Layout Master

3. Close Master View

4. Paste on slide

To replace existing image:

1. Right-click image placeholder

2. Select Change Picture

3. Select desired image file (.jpg, .png, .gif)
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Evaluate creative variables in 

combination and in isolation to 

understand how each drive 

engagement

Test only the best comms in-

market and prove out results in 

driving action

Conjoint was the ultimate choice

Research plan
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Aligning on variables to test AND 

determining practicality of including certain 

variables in the testing

We had BIG ideas, but feasibility 

was an issue

With the help of NielsenIQ, we were able 

to narrow the variables down

A heavy task for marketing to create for us

The next big challenge



4
col

4
col

2 / 4
col

3
col

3
col

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Rotating elements 
included variations 
of imagery, headers, 
themes, and calls to 
action

Conjoint Exercise
3 tips to 

help your 

financial 

future

Take one small step toward your future by logging in to your 

retirement account and increasing your savings

60% of 

Americans...

Are you on track for the retirement you dream of? 

Take two minutes to kick-up your savings and take charge of 

your future.

15-minute Online Survey with 

conjoint exercise

• Each respondent randomly 

assigned to a survey path

• Then exposed to different 

combinations of marketing 

variables over 12 screens

• Finally, they evaluated each 

static concept in terms of 

engagement / motivational 

impact
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Header

Imagery

Core
Theme

Call-to-
Action

Highest score Lowest score

Journey A: Likelihood of Taking Action 
% Selected Very/Somewhat Likely

+12%

+7%

+3%

+2%

#1

#5

LP

       None

#1

#6

2

0

CTA 1

+11%

+5%

+3%

+2%

#1

#5

LP

None

#1

#6

2

0

CTA 2

The Core Message Theme 
and number of Call-to-
Actions make little 
difference

The Header is most likely to 
drive engagement with 
Header #1 having the greatest 
impact for both CTAs
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Without a specific type of framing that might be 
sensitive, the likelihood to take action declines

Impact on CTA #1 Impact on CTA #2

With 

framing

Without 

framing

-5

-7

With 

framing

Without 

framing
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Flexibility to cut 
data for pre-testing

Save time 
and money
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Implementing best practices in 

marketing communications

Designing A/B testing based on 

research results  

Building out a large-scale 

behavioral finance study 

Putting insights into action 

across marketing

So, 
what now? 
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Voya’s New Approach to 
Sharpen Marketing Creative

Break Through the 
(Creative) Noise

Thank you for attending…

Visit us at booth

227
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