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never purchases additional policies or
coverage, annual costs associated with
selling and servicing the policy generally
go down over time while revenues and
profits remain constant or increase.

Finally, your company’s history and your
agent’s relationship with lost customers may
make it easier to win them back than it is to
attract a new prospect you know little or
nothing about. And by regaining the loyalty
and goodwill of lost or unhappy customers,
the negative word-of-mouth associated with
defecting customers is minimized.

To win them back,

start by asking

Some companies assume that the reasons
customers leave are beyond their control.
Actually, one survey found that nearly 70
percent of defecting customers leave for
“no special reason.” You might save many
of these customers by simply asking for
their business again and communicating
how important their relationship with your
company is to you. Here are some other
strategies that can help:

* Identify at-risk customers before
they defect. Look for customers
who’ve had negative experiences such
as premium increases, claim denials
or customer service issues. Make an
extra effort to communicate with those
customers and fix any problems you
uncover. Customer satisfaction surveys
can help, but you should also conduct
surveys of inactive or lost customers to
understand their motivations for leaving,
and suggest tactics for repairing at-risk
or broken relationships.

« Stay in touch. If losing the customer
is inevitable, try to part on a friendly
note and leave the door open for future
business. Then, continue to communicate
regularly. Your newsletter or occasional
targeted e-mails can help keep your
company top-of-mind and educate lost or
inactive customers about new products or
special offers. By providing opportunities

to respond, these communications allow
you to gather additional information
about lost customers and make it easy
for customers to return if their needs have
changed or they’ve changed their mind.

» Make coming back worthwhile.
Win-back promotions often feature
discounts, but the long-term effectiveness
of discounting is questionable. Customers
you win back with a lower price may be
customers you’ll lose again to a lower
price. Instead, use your major competitive
advantage — the information you have
about your customers. With the personal
data, purchase histories and other
information acquired throughout the
customer lifecycle, you can create sales
messages or offers that are more relevant
to individual customers. Personalized
messages also remind lost customers
that your company knows them and
understands their needs.

« Celebrate their return. A “welcome back
communication can create excitement,
reemphasize the value of the relationship
and let customers know that you appreciate
their business. It can also communicate
how you’ve solved any problems and offer
additional avenues of access for expressing
future concerns.

Though some customer attrition is inevitable,
relationship marketing strategies can help you
win back many lost customers. In addition,
the process of reconciliation may provide
new information and insights that allow you
to develop a deeper understanding of the
returning customer’s individual needs and
communicate with even more personal,
compelling messages. As the lifecycle begins
again, you have new opportunities to grow
profitable, loyal customer relationships.

Progressive Impressions International offers
customer communications expertise combined
with the latest technology to provide marketing
solutions for every stage of the customer
lifecycle. For more information, please
contact salesinfo@whateverittakes.com

or call 800.736.0145.

Politics & Policies

Commission recommendation would
mean fewer choices and.higher rates

The Property Casualty Insurance Association
of America (PCI) says repealing the industry’s
exemption from antitrust liability provided

by the McCarran-Ferguson Act would reduce
competition and leave consumers paying higher
rates with fewer insurance choices. According
to PCI, a recommendation by the Antitrust
Modernization Commission to review the
exemption shows that commissioners

don’t understand the exemption’s limits.

The McCarran-Ferguson exemption only
allows insurers to share specific loss data
without which small- and medium-size
companies would be unable to compete

with larger insurers. m

Insurers support tax-free
disaster savings

A proposal introduced in Congress that would
allow homeowners to create tax-free savings
accounts for natural disasters is receiving

strong support from the National Association

of Mutual Insurance Companies (NAMIC). The
proposed accounts would be structured like

the current health savings accounts with
tax-free contributions allowed up to specified
limits and a rollover feature for unused balances.
Homeowners could withdraw the funds without
tax penalty to pay for qualified disaster expenses.
The proposal would also reward consumers who
purchase higher deductible policies with higher
limits on tax-free contributions. m

New rule will require Electronic
Stability Control on all cars

By 2012, Electronic Stability Control (ESC) will
be required on all new passenger vehicles sold
in America, according to a rule announced by
the Department of Transportation. ESC uses

a computer-aided braking system to help
drivers maintain control and reduce deadly
vehicle rollovers. The government estimates that
the new requirement could save up to 10,000
lives each year. Manufacturers will be required
to begin equipping passenger vehicles in model

year 2009. = . :
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