
veteran and executive vice president of 

Good2Go. “Before, we had some general idea  

of making things easier for customers, but 

there’s more science in the behavioural 

economics approach, and I think we’ve gotten 

better ideas in the process.

Better outreach equals better outcomes

The Behavioural Research Unit began work 

testing new ways to approach Good2Go’s 

monthly billing emails to customers, paying 

close attention to language. They drafted a new 

subject line and a new email body, with the right 

results. “It’s clear one of the Swiss Re emails is 

performing better than our test email. So we 

have solid evidence that using these principles 

improved our retention. And with the roll-out 

cost involved, it’s gravy.”

Ultimately, the Swiss Re-designed email 

increased retention at Good2Go by 4.98% (or 

1,600 more customers a month).

The end impression

“I was initially worried that a company 

accustomed to working with large organizations 

Here’s a recent example:

Looking for a solution 

Like many companies, customer retention is 

critical for Good2Go Auto Insurance, a direct 

marketer that specializes in non-standard auto 

business. Retaining customers over the long 

term makes a material difference, so continually 

working to improve retention rates is always top 

of mind. 

Why did it engage with Swiss Re’s Behavioural 

Research Unit?

“The big plus of behavioural economics is there 

are established theories about what strategies 

work,” says John Hoey, a 40-year marketing 

might not appreciate the nuts and bolts of 

getting stuff done at a company like ours. But 

that wasn’t a problem at all. We provided the 

team a detailed briefing on our communications 

processes. Then they got to work.”

“Swiss Re’s Behavioural Research Unit is smart 

and bring ideas to the table different from those 

who maybe grew up in insurance or direct 

marketing. The team is practical and reasonable 

to work with,” says Hoey. “They’ve added 

structure to our idea generation, helping us get 

better in a tangible way we can point to.”

P&C behavioural  
economics

A case study in small 
changes leading to  

big results.

Speaking their language
A direct marketer increases customer retention by tapping into 
what makes customers tick. 
 
Behavioural economics asks why people make the decisions 
they do and applies that knowledge to improve business 
results. Swiss Re has a growing track record of employing 
behavioral economics to optimize clients’ business, including 
helping meet or exceed sales goals. Insurers are finding pairing 
their in-depth knowledge of pain points with Swiss Re’s 
expertise can be a powerful combination.

Summary
• Client wanted to improve customer 
 retention rates
• Behavioural Research Unit jumped in  
 with little onboarding needed
• Client improved retention rate by ~5% —  
 at a low cost

Simple
changes

Great
results

Behavioural Economics at 
Swiss Re: 
 
Swiss Re is the leading reinsurer with a 
dedicated global team of BE experts. 

• Behavioural economics taps into what 
 makes customers tick
• Eliminates pain points and influence 
 buying behavior
• Applies simple changes capable of 
 producing surprising improvements

We’re smarter together


