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	Follow their lead
A personal look at how some employees contribute to the corporate incentive program 


	The corporate incentive program checks were distributed last February, and much of the excitement about them may have faded in your mind; but the goals of the corporate incentive program are ever-present. As we're all busy with day-to-day work, it's important to consider our own daily contributions to the program's success. It's the work we do now, well in advance of those checks, that contributes to those exciting checks in February. So take a moment and make a plan for what you can do – or continue doing – to keep us all on the road to success.

To recap, the four measures of the corporate incentive program are customer retention, policy growth, return on equity (ROE), and incentive and thrift. (See the tint box below for more information.) We are faced with nearly endless opportunities each day to positively impact these measures, but it's not always easy to know if we're making a difference. 

Read on for some stories of employees who found ways to do their jobs well and, at the same time, make a difference in reaching the corporate incentive program goals.

Claim success
It's no surprise that many of our Claims employees practice commendable customer service every day. And while they may consider this just business as usual, their close contact with customers provides them with unique opportunities to successfully reach those corporate incentive program goals of customer retention and growth. 

Chris Bergman, property claim examiner, strives to make customers feel good about their interaction with her and with the company. One customer in particular was quite impressed with her work and sent a letter outlining how her efforts led to retention. The letter said, 

"Chris, how do I say thank you for all your help? You went way beyond the call of duty for us. Not only did you handle everything efficiently and effectively, but you did it with kindness and compassion. I will be with American Family the rest of my life and will continue to tell people how wonderful we have been treated. You have exceeded my expectations, and that indeed is a tough thing to do."
What magic did Chris employ to retain this customer for a lifetime? "Well honestly, I just did what I always do," says Chris. "I treated this family in a time of crisis exactly as I would hope to be treated. I'm pleased to know it helped them feel good about our company. Our jobs offer us many opportunities to genuinely impact customers' lives; I simply seek to make the most of those opportunities."

Strengthening customer bonds
Retaining customers and affecting policy growth can happen anytime you're in contact with customers. American Family Financial Services (AFFS) credit specialists are another group who, in the course of their daily tasks, increase loan volume and provide value by enhancing loan requests. 

For example, when a request for a car loan comes in, a consumer credit specialist follows up with the applicant. During the conversation, the credit specialist may hear an opportunity to offer an additional financial option that could save money. While the customer and agent may have discussed one need, they may not have discussed other potential needs. Credit specialists frequently increase loan volumes and products per household in this way and provide the customer with needed financial services. This process further strengthens the bond between company and customer, as well.

Those strong bonds with loan customers can lead to policy growth, too. Kate Winter, credit specialist, has shown how to turn business as usual into an opportunity to grow policies. 

"Last year I took a phone application from a woman who was looking for car financing," says Kate. "When I asked the name of her American Family agent, she said she wasn't insured through us. In talking with her about the auto loan, I asked if I might refer her to an American Family agent for her insurance. I found an agent in the customer's area who then contacted her for a personal insurance review. As a result, she moved her home and auto insurance to American Family." 

Adding value and saving money
Within the Information Services (I/S) Division, the Vendor Management Services (VMS) Department helps the division negotiate the sometimes tricky world of I/S purchases. Whether they are helping clarify needs, reading the fine print on a contract, negotiating for the best price or analyzing the risks involved with selecting one bid over another, VMS consultants partner with I/S staff to ensure we get a good deal in every sense of the word. 

Kim Whitmore, technology vendor management specialist, specializes in product purchases so we receive quality products to meet our needs. "As specialists, we work closely with the person or team making the purchase to help them optimize the process," he says. "We work with the purchaser to define criteria, explore needs, consider vendors and help along the way. There can be a lot involved, especially with a major strategic purchase. We ensure no items are missed, that the contract stipulates the correct deliverable and that we've gotten the best possible price."

Kim was part of a team whose work selecting a telecommunications provider saved the company more than $1 million over three years. A few key steps enhanced the team's success:

· A position paper was used throughout the process to keep management informed. 

· An objective scoring method allowed fair evaluation of each request for proposal response and expedited the evaluation process. 

· All items were negotiated with multiple vendors to maximize competition and ensure the best possible price.

The end result was a fair price for the services which was significantly lower than our previous contract.

"We work to maximize value," says Kim. "It's not just about the lowest price. The least expensive choice is not always the best bargain. Finance often works with us to do a careful risk analysis so we know what a low price really could mean in terms of long-term cost. In this case, we found that significant dollar savings could be had while not losing any service quality."

The work of this group in this one instance impacts the incentive measure ROE, since any place we can reduce expenses ultimately impacts company profit.

Opportunities may present themselves to you every day for making the most of the corporative incentive program. What can you do today to help meet our goals? 

	You probably recall that corporate measures for the corporate incentive program are customer retention, policy growth, return on equity, and incentive and thrift. In case you need a reminder, here's what each of those measures means:

Customer retention
Customer retention reflects the percentage of in-force policies we want to retain and is measured by tracking the policy-retention rate for American Family Mutual Insurance Company. It's our best indicator of the value we provide policyholders, and it shows if people want to continue doing business with us.

Policy growth
Policy growth is a reflection of how well we're providing products and services to meet current and prospective customers' needs. It's measured by the annual percentage growth in policies and loans in force. 

Return on equity
Equity is a measure of our company's net worth. It reflects our financial strength and shows we have more than enough available funds to keep the promises we've made to our customers. Return on equity is measured as a percentage by tracking our change in equity during the past 12 months and dividing it by the amount of equity we started with.

Incentive and thrift
Our measure reflects American Family's annual operating results. Factors influencing these results and the incentive and thrift contribution include product pricing, claim losses and overall expenses.

	


