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Retention Progress Report
Editor’s note: This article is the first in a two-part series in which 
business area experience managers share their thoughts on 
retention.

Thousands of Progressive’s approximately 13 million customers call 
each month solely with the intention of leaving. That said, having 
more customers choose to stay with Progressive is at the top of the 
company’s “To Do” list this year. Work has begun and initial results 
show that as of March, policies in force are up 3 percent year-over-
year and new applications are slightly higher as well. 

“We’re starting to see some meaningful activity and some progress. 
Early actions are beginning to take hold. Across the board, we’re 
doing better at identifying and removing poor experiences, particularly 
immediately after someone becomes our customer,” says CEO Glenn 
Renwick. “But there are still huge opportunities for improvement, 
including continuing to find ways to eliminate all hassles for our 
customers, creating reasons for customers to stay, improving the 
renewal event and rate stability, and improving our understanding of 
consumers’ thinking and expectations.” 

He adds, “I think most importantly we, as a company and as 
individuals, have begun to fully accept the need for change and focus 
on retention. Now I expect we can achieve some results to match.”

Improving the customer experience 
Fixing or removing bad interactions, such as stringent proof of 
prior requirements and inconvenient electronic funds transfer (EFT) 
signature processes, is one way to keep more customers. Business 
areas are hard at work identifying these “bad” experiences and fixing 
them.

For example, Agency product managers now meet regularly with 
contact center representatives to listen to actual examples of rules 
PMs design into the product that are hurting customers and result 
in bad profit or bad customer service. Sharena Ali, Agency customer 
experience director, explains, “This kind of ongoing dialogue allows 
PMs to hear about the customer impact firsthand and to think 
through the customer experience. For example, we recently revised 
our proof of garaging address (POGA) process based on feedback 
from customers and agents, which was highlighted by our reps, to 
make the process more flexible, intuitive and customer-friendly.”

Progressive Commercial Auto (PCA) has spent and continues to 
spend time on improving the letters sent to customers requesting 
things like proof of prior insurance. According to PCA Experience 
Manager Karen Palmer, historically, these communications have not 
been particularly clear about what PCA needed and the implications 
of not responding. PCA also has created a cancel-save triage team to 
improve the group’s understanding of why people call to cancel and 
has developed tools to save these policies.

In Direct, the group will begin offering recurring pre-authorized 
checks (PACS). If reps can’t get EFT authorization at point of sale, 
the customer can be put on recurrent PACS and no signature is 
required. Direct also is piloting a cancel-save toolkit and working to 
identify defection predictors (e.g., a customer calling for a copy of a 

declarations page) to help reps address specific reasons why people 
leave. 

Another way to improve our customers’ experience is to meet and 
exceed customer expectations. Claims is testing new processes at 
the service centers to improve the customer experience, and in the 
Central Loss Reporting Units, more interactive scripting tailored to 
address the customer’s needs – rather than reading a full list of 
benefits which may or may not apply to the specific caller – has 
been rolled out. In addition, more robust online claims reporting and 
monitoring now allows both insureds and claimants to go online and 
view the status of their claim in greater detail.

Karen says, “Improving the experience really involves not only fixing 
things that are bad, but also creating things that are good - reasons 
for the customer to stay. By doing both of these things, we can 
positively impact retention.”

Product improvements and packaging
Creating and packaging products that increase convenience and are 
better tailored to customers’ needs is another way Progressive can 
grow business and keep current customers. 

PCA recently began offering comp-only coverage. Comp-only offers 
coverage during the off-season for people with seasonal businesses at 
a very minimal cost, and beginning this fall PCA will offer packages 
that include new tow and truck general liability and cargo coverages. 
The group also is bundling together three new discounts to make 
PCA more competitively priced for preferred and packaged markets. 

A new automatic EFT renewal payment option in the works for Direct 
paid in full customers means the renewal payment is automatically 
taken from their bank account without having to contact Direct, and 
more flexibility in EFT payment due dates is allowing customers 
to move their insurance payment date so that it better meets their 
needs. The group is developing a “paperless” discount for customers 
who opt to receive documents, such as bills and fulfillment materials, 
online.

Agency also is piloting customer-selected due dates for EFT and plans 
to offer a 5 percent “paperless” discount. The group is offering a five 
year accident-free discount and has added a multi-policy discount 
for auto customers who purchase a special lines or commercial auto 
policy.

Both Direct and Agency are piloting packaging homeowners insurance 
with auto insurance through partnerships with Homesite (Agency 
and Direct) and Liberty Mutual (Direct), and all business areas are 
ramping up cross-selling efforts. Agency and Direct have increased 
efforts to cross-sell Special Lines, and Special Lines and PCA are 
working harder to cross-sell auto policies.

Bob Rose, Direct customer experience manager, notes, “As we think 
about product improvements, we must also think about how we’d 
explain the improvements to customers and how we’d market them. 
If it’s something that’s too complicated to explain succinctly, it’s 
probably not going to result in a positive customer experience.” 
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Renewal rates matter – a lot
Rates	 take	 center	 stage	when	 it	 comes	 to	 customer	 expectations.	
Fall	short	of	expectations,	and	you’ll	 likely	lose	the	customer.	This	
is	supported	by	early	results	from	our	customer	Net	Promoter	Score	
(NPS)	surveys,	which	show	that	unexplainable	rate	changes	are	very	
toxic,	according	to	Bob.	“So	often	rate	changes	do	not	match	up	with	
customers’	expectations.	We	need	to	provide	rate	stability	and	better	
explain	when	rates	do	change.”

Business	areas	across	the	company	are	involved	in	a	corporate-wide	
rate	stability	 initiative,	 led	by	Product	Manager	John	Curtiss.	John	
says,	“We’ve	assembled	a	cross-functional	team	to	research,	develop	

and	 implement	a	 rate	stability	solution.	The	 team	 is	comprised	of	
representatives	from	Agency,	Direct,	Special	Lines,	Commercial	Auto	
and	IT,	and	our	goal	is	to	have	our	rate	stability	solution	implemented	
in	at	least	one	state	for	Agency	and	Direct	in	2007.”	

Stay tuned for next month’s article, where business area experience 
managers and others will talk about the role delivering on our brand 
plays when it comes to retention, as well as our latest thinking 
about the importance of understanding customers and consumers. 
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Celebrating 70 Years: Progressive’s Art Collection Sets Us Apart 

features
Art	 challenges	 you	 to	 react,	 think	 and	 grow.	 Art	 engages	 you.	
Experiencing	art	changes	you.	These	were	among	the	reasons	then-
CEO	Peter	B.	Lewis	began	Progressive’s	corporate	art	collection	more	
than	30	years	ago.	He	 felt	 that	 experiencing	art	 in	 the	workplace	
would	inspire	employees	to	be	more	creative	and,	at	the	same	time,	
more	productive.	

“When	you	live	most	of	your	day	with	work	created	by	the	seers	of	
society	–	artists	who	are	thinking	of	things	in	ways	that	have	never	
been	thought	of	before	–	then	it	tells	you	it’s	okay	to	think	outside	
the	lines,”	Peter	said	about	the	collection	in	1998.	“I	have	always	
seen	parallels	between	artists	and	the	people	who	work	for	us.	Good	
art	 is	 really	 quite	 provocative,	 encouraging	 creative	 thinking	 and	
influencing us to see reality in totally new ways.” 

Many	 companies	 around	 the	 world	 have	 realized	 that	 art	 in	 the	
workplace	can	promote	positive	morale	and	stimulate	creativity	and	
communication.	 Progressive’s	 art	 collection	 is	 recognized	 as	 one	
of	the	best	contemporary	art	collections	in	the	country,	embodying	
the	 company’s	 commitment	 to	 change	and	 the	 value	 it	 places	 on	
creativity.	

Controversy creates deeper understanding
In	 1974,	 with	 Vietnam	 tensions	
still	high,	Peter	acquired	a	portrait	
set	 by	 famous	 pop-artist	 Andy	
Warhol.	The	subject	of	the	portrait	
was	 Chinese	 Communist	 Party	
leader	 Mao	 Tse	 Tung.	 Offended	
by	 what	 they	 perceived	 as	 the	
company	sanctioning	the	ideals	of	
an	enemy	of	the	state,	all	but	one	
of	the	company’s	employees	at	the	
time	signed	a	petition	demanding	
that	Peter	remove	the	piece.

Peter refused at first, stating that 
good	 artwork	 should	 offend	 or	
irritate	 people	 initially	 since	 this	
is often the first step toward a 
deeper	 understanding	 or	 a	 new	 way	 of	 looking	 at	 the	 world.	 The	
prints	eventually	were	taken	out	of	the	entrance	lobby	and	hung	in	
a	 different	 location	 until	 Peter	 bought	 them	 from	 the	 company	 in	
1978.	A	second	set	of	 the	same	prints	was	purchased	as	part	of	
the	Corporate	Art	collection	in	1988.	Both	sets	reside	at	Cleveland’s	
Campus I (one at the first floor of the East Building and one in CEO 
Glenn Renwick’s office) and have become modern classics. 

“Peter’s firm belief that artwork should offend and should make 
people	really	think	gave	this	art	program	the	muscle	it	would	need	
to	 help	 shape	 Progressive	 culture	 and	 its	 very	 identity	 for	 years	
to	 come,”	 says	Corporate	Art	Curator	Scott	Westover.	 “Art	 should	
inspire	opinions,	whether	positive	or	negative,	and	it’s	important	to	
share	these	opinions	–	that’s	how	dialogue	begins.	Each	artwork	has	
many	layers	of	meaning	and	deserves	a	close,	slow	read.”	

Collaborating with our artists
One	of	the	most	unique	aspects	of	The	
Progressive	Art	Collection	 is	 that	 the	
Corporate	 Art	 department	 strives	 to	
stay	in	touch	with	and	even	collaborate	
with	 the	artists	 they	work	with.	One	
of	 these	artists,	Sharon	Louden,	was	
commissioned	 in	 2004	 to	 re-create	
an	 installation	 piece	 called	 “The	
Attenders”	for	the	Phoenix	call	center	
that	had	previously	been	displayed	in	
the	Kemper	Museum	of	Contemporary	
Art	in	Kansas	City,	Mo.	

“It	was	Toby	Lewis’	vision	to	see	this	
piece	 in	 the	 specially	 designed	 foyer	
of	the	call	center	in	Phoenix,	and	after	
she	retired,	Scott’s	management	and	
guidance	 helped	 see	 the	 installation	
through,”	 says	 Sharon.	 “Progressive’s	 dedication	 to	 its	 thriving,	
active, alive art collection, which is a reflection of their philosophy of 
being innovative and contemporary, was exemplified for me when I 
asked and was encouraged to reconfigure and add to my piece. This 
would	have	been	unheard	of	from	other	big	companies.	As	an	artist,	
I	feel	personally	vested	in	Progressive’s	collection,	having	a	dialogue	
through	my	work	with	the	employees	every	day.”

The	idea	of	connection	and	collaboration	with	artists	was	emphasized	
again	in	2005	when	artist	Barbara	Westermann	was	commissioned	
to	 create	 an	 installation	 piece	 called	 “Connectors”	 in	 Cleveland’s	
Campus	II.	

“Working	 with	 Progressive	
on	 the	 ‘Connectors’	 piece	
was	a	breath	of	fresh	air	for	
me,”	 says	 Barbara.	 “I	 was	
trained	as	an	urban	planner	
in	 Europe,	 where	 I	 think	
there’s	 more	 public	 support	
for	 art	 projects,	 and	 in	 that	
environment	 I	 was	 free	 to	
work	 with	 others	 to	 create	
art	 in	 the	 social	 sculpture	
tradition.	 I	 got	 the	 same	
feeling	of	an	almost	European	
validation	and	comfort	as	an	
artist	in	my	collaboration	with	Scott	and	[Manager	of	Art	Education]	
Kristin Rogers at Progressive, which I think is a great reflection of the 
company’s	values.”	

In	 addition	 to	 commissioning	 artists	 to	 create	 art	 pieces	 for	
specific Progressive locations, since the 1970s the company has 
commissioned	a	different	artist	or	group	of	artists	 to	create	art	 for	
the	 annual	 report.	 Each	 year	 the	 art	 relates	 to	 a	 different	 theme	
embodying	the	character	and	philosophy	of	the	company.	Much	of	

(cont. on next page)
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