
In early 2007, West Bend Mutual Insurance Company hired a small group of experts to rebrand 
the company. 

To be successful, the new brand needed to recognize the hardship people go through in a cata-
strophic event. It needed to empathize, and offer encouragement, while making a promise that 
West Bend would step up and do the right thing.

In the Summer of 2007, Joe Locher wrote the following sentence: 

The worst brings out our best. That’s the silver lining.

More than an insurance promise, it is a statement about the human condition. A universal truth 
about life. It describes a person’s ability during tough times to look inside, and somehow find a 
stronger version of their former selves. 

In a July 2009 Business Journal article, West Bend CEO Kevin Steiner credited the campaign 
for increasing sales by 10 percent in 2008, and another 11.5 percent through May of 2009.

All creative, from the positioning line to the television campaigns, was handled by Locher. 

A LYRICAL SOLUTION: WEST BEND INSURANCE
Property/casualty insurance provider in 7 states

WWW.ALYRICALPLACE.COM



The brand was introduced to all employees in the form of a 7 minute film, which debuted at a 
company-wide event. The film featured interviews with West Bend staff, and numerous indepen-
dent insurance agents. “The Silver Lining” was explained as what the employees provide, and 
what the agents are selling. 

The campaign launched with multiple :60 and :30 TV spots, over a dozen radio spots, print, direct 
mail, posters and several unique sports sponsorships.

You can’t put a cash value
on the Silver Lining.

COVER, VALUE CONTRACT, 2007



T h e  w o r s t  b r i n g s  o u t  o u r  b e s t .

  
  T h a t ’ s  t h e  s i l v e r  l i n i n g .

WEST BEND 
A  MUTUAL  INSURANCE  COMPANY

LAUNCH POSTER, 2007



On television, the launch campaign was a message to all people, 
from small business owners to families. 

 
 One of the things that connects us all together, 
 (and it’s one of the best things about us,) 
 is what happens when we get bad news. 
 It’s not what you’d think. 
 Because when bad things happen, something else happens too. 
 People help each other. 
 We don’t get crushed by adversity; we grow from it.
 We get stronger. 
 We don’t give up, we step up. 
 Rise to the occasion. 
 Maybe we can’t help it when bad news arrives, 
 but we can also take heart. 
 Because the worst brings out our best.
 That’s the silver lining.



An example of a unique sports sponsorship 
could be seen at Miller Park, home of the 
Milwaukee Brewers.

For the duration of the 2008 season, the entire 
left field scoreboard became a video screen, 
which showed mini West Bend commercials 
at every inning break -- over 20 times a game, 
for several minutes each break! This allowed 
us to feature over a dozen different messages 
about business insurance, home and highway 
coverage, and the Silver Lining position.

Brewers’ attendance topped the 3 million 
mark in 2008. 

POSTSCRIPT: The use of our video mon-
tage technique on this scoreboard made that 
space so coveted, Miller Park has since split 
this into a multiple advertiser venue -- with 
multiple messages each break. No single 
brand will ever “own” left field the way West 
Bend did during the 2008 season.



In an alert move, the creative team was able to negotiate and procure the domain name, 
www.thesilverlining.com, from an obscure jewelry sales company. This allowed West Bend 
to replace their previous URL, www.wbmi.com, with a much more memorable calling card. 



After a successful 18 month launch, West 
Bend’s expectations were surpassed. 

In a surprisingly short time, the Silver 
Lining had become a well-known and 
well-respected brand. 

The next challenge was Phase II -- 
bringing clarity, and relevance, to the 
brand.





Executive Q&A: West Bend CEO 
Kevin Steiner says company grew 
stronger during recession
October 14, 2012  •  KAREN RIVEDAL | Wisconsin State Journal

 In 2008, at the height of the recession, West Bend Mutual Insurance Co. decided to 
go bold. It did something it had never tried before — television advertising — and four years 
later, the company is still reaping the benefits of that campaign, as policy count, revenues, brand 
awareness and even employee numbers continue to grow, company leaders said.
 It didn’t hurt that along with the multistate TV campaign was a catchy new slogan 
that reflected and capitalized on the nervous tenor of the times. Known as the “Silver Lining” 
branding initiative, its slogan, now familiar to many, is: “The Worst Brings Out Our Best.”
 “Our message really resonated with consumers during the recession,” said Kevin 
Steiner, president and CEO of West Bend, which now employs about 1,000 people, including 
200 in its Middleton office, along with a network of independent sales agents who work on 
commission. “People found it reassuring to know that if things went awry, and if they needed 
to file an insurance claim, West Bend would be there to help them so they would have one less 
thing to worry about,” he said.
 But one might ask, isn’t that the job of an insurance company, rather than something 
to brag about? Sure, Steiner says, but it was still important to say it, especially at that low point 
in the economy. And it was much better, he added, than the company’s former motto, “Time 
tested since 1894.” “What does (that) tell you?” Steiner said. “It tells you we were old, but it 
really doesn’t tell you what we do as a company.”
 Now ranked among the 100 biggest property/casualty insurance companies in the 
U.S., West Bend’s policy count grew 21 percent between January 2008 and December 2011, 
with a 5.5 percent leap in the first half of this year, to more than 510,000. It added 79 jobs from 
January 2008 to July 2012 — including 60 in Middleton, for an overall 8 percent hiring increase 
— and knowledge of the company among business owners in Wisconsin, Iowa and Minnesota 
rose by 75 percent, Steiner said. Company territory also grew, from seven to 11 states.
 “People went from having little awareness about West Best to learning we had a 118-
year track record,” he said. “They needed to know we were a financially secure company they 
could count on in large and small ways.”
 After the TV campaign, West Bend did a second phase focused on ads at sports and 
entertainment venues, including Miller Park and Lambeau Field. And this year, starting in Sep-
tember, the campaign returned to TV, this time focused on customer stories. Policyholders give 
testimonials describing how West Bend helped after their homes, businesses or other posses-
sions were lost or damaged in storms, theft or crashes.
 

Raised in Granton, Steiner has worked in insurance for 30 years in underwriting, sales, market-
ing and administration. In 2009, he became CEO at West Bend, which he joined in 1994 from 
Citizens Insurance in Grand Rapids, Mich.

Q: Did West Bend not see reduced sales or revenues at any time during the downturn?
A: Annually, it’s been double-digit premium growth, so it’s always been above 10 percent since 
2008, and we continue to see similar growth in 2012. Now on the gross revenue side, certainly 
yes, in recessionary times there’s less business, with less things to insure because people are 
buying fewer homes, less cars are being sold, so the demand for insurance is less. And we felt 
some of that. But at the same time we were working hard to expand our product line. We were 
adding more services — for example, our Waukesha office (which provides workman’s com-
pensation insurance to larger companies). We started that in 2010 and this year we’ll finish with 
close to $40 million in premium income from that.

Q: Did you lay off any employees to cut costs?
A: We’ve had no layoffs since ‘08. We certainly looked at all expenses and like all businesses 
we reduced what we could. And although we still continued to give employee raises, they were 
less than they’ve been in the past.

Q: Why was it important for West Bend to differentiate itself from other companies?
A: Oftentimes, the industry gets a bad name, and it’s because some companies didn’t provide 
the service you should provide. When you buy an insurance product, it’s a promise made that 
if something happens, your insurance company backs you up. I’d like to tell you that happens 
every time, but it doesn’t. We like to think we do it better than the competition, that our associ-
ates do step up and do take seriously every claim they handle. We make sure to do our best so 
the person is put back in the place they were before the loss.

Q: What’s an example of how West Bend tries to be better?
A: We have a practice that after a significant storm, a tornado or a big hail storm, we pull up all 
of our policyholders in those ZIP codes. We call within 24 hours and ask them, No. 1, are they 
safe, and No. 2, did they have any damage. So we are very proactive.

KEVIN A. STEINER
President and CEO of West Bend Mutual Insurance Co.

Degree: Bachelor’s in education from UW-River Falls, MBA from 
UW-Eau Claire

Family: Married, four children

Business founded: 1894

Corporate headquarters: West Bend

Other offices: 8401 Greenway Blvd. in Middleton; Waukesha

Employees: 1,066, including 200 in Middleton

Gross revenue: $707 million at end of 2011

Territory: Wisconsin, Minnesota, Iowa, Indiana, Illinois, 
Michigan, Ohio, Kentucky, Kansas, Missouri and Nebraska

Policies: Personal auto and home, commercial including gen-
eral liability, property and auto

Net income: $25 million in 2011

Total assets: $1.5 billion

Web: www.thesilverlining.com



 Phase II of the campaign uses TV spots, and 5 minute films, of 
 customers who have experienced the Silver Lining -- like an 
 Appelton, WI body shop that burned to the ground.

 It took you 38 years to build this business.
 And it cost you something, too.
 Something you can’t afford to lose. 

 This is the story of Tim’s Body Shop, and the silver lining. 



 The tornado that stormed through the small town of Hartford, WI
 is the topic of another spot. The story follows the heroic exploits
 of a West Bend adjuster, who climbed up on the roof, examined 
 the damage, and left a check in the mailbox -- the same day the
 storm hit.

 You can’t really tell what people are made of on a sunny day. 
	 No	.	.	.	we	find	our	true	selves	in	the	storm.

 This is the story of the Margraf Family, and the silver lining. 



 One spot features a man whose condo was flooded the day before 
 Christmas, yet West Bend made sure it was still a happy holiday. 

 This shoot posed special challenges, since it needed to feature a
 cold and snowy look -- yet was shot in Wisconsin in the month of 
 June!

 You know, everyone has bad times.
 But maybe we need a little darkness, in order to see the light.
 Because the worst brings out our best.



 Perhaps the most emotional story from the campaign tells about 
 the plight of Bill Ester, a truck driver whose tanker full of gasoline 
 exploded, burning him alive. Yet West Bend paid for numerous 
 surgeries on his hands, so this truck driver could continue to 
 practice his hobby: playing the piano.

 
 That’s the thing about the silver lining.
 And that’s the thing about people.
 The worst brings out our best.



Recently, West Bend was 
named a Top Workplace 
by the Milwaukee Jour-
nal/Sentinel.

As part of their coverage, 
reporters asked employees 
to make comments about 
their company. 

A telling comment is seen 
in the blue box below.

Rebranding a 100 year old 
company is often a delicate 
matter internally -- many 
resist change. But this 
comment illustrates that 
we have achieved “buy-in” 
from the troops.



 
by Stacy Vogel Davis, Reporter      October 12, 2012

 “The silver lining” has been a gold mine for West Bend Mutual Insurance 
Co. The company launched its silver lining advertising campaign with the slogan “the 
worst brings out our best” in 2008. Since then, the company has grown its policy count 
by more than 26 percent and added 79 full-time jobs.
 “It was wildly successful,” Kevin Steiner, president and chief executive of-
ficer, said of the campaign launch.
 West Bend has been a regional insurance company for 118 years, but it want-
ed to increase its visibility among potential customers and the agents who sell its 
products, Steiner said.
 It was a task Steiner was well suited for, coming from the sales and market-
ing side of the business before becoming chief operating officer and then CEO in 
2008. Around that time, the company hired its first marketing director, Kevin Rausch, 
and commissioned Advertising Resources & Consulting, Brookfield, to create what 
became the silver lining campaign.
 The campaign offers real-life stories of clients dealing with disasters. It de-
scribes how West Bend helped them put their lives back together, offering a “silver 
lining” to a bad situation. For example, a recent TV ad features victims of the Eagle 
tornado of 2010, including Mary Matuszewski, owner of the Hen House Café.
 “We showed up before she even called and helped her power up her busi-
ness,” Steiner said. “She never filed a claim.”
 While several national companies such as Geico and Progressive Casualty 
Insurance Co. use humor in their ads, West Bend decided to play it straight, said Tim 
Noonan, owner of Advertising Resources. “Insurance is an important thing for peo-
ple,” Noonan said. “We used a lot of real people most of the time, and I think people 
just relate to that.”
 The company has aired TV and radio ads in Wisconsin, Minnesota, Iowa and, 
recently, central Illinois and also sponsored professional sports teams as part of the 
campaign.
 West Bend insurance is sold entirely through independent agents, but the 
company wants to become a household name to potential customers so they ask their 
agents for quotes. It also wants to let the agents know it’s committed to growth and 
become the company of choice for agencies, Steiner said.

‘Silver lining’ pays off 
for West Bend Mutual

 “When they get a prospective client in their building, we want them to sell us 
first,” he said.
 Jackson Kahl Insurance Agency LLC, based in Fond du Lac, has grown its 
premiums with West Bend by $2 million since the silver lining campaign began, prin-
cipal Mitch Kahl said. “The only way people knew about West Bend (before) was 
through our agency and referrals,” he said. “Now it’s common that we’ll get people 
who have seen or heard their radio or TV commercials and they ask for a quote.” Kahl 
likes the strong message in the campaign, he said.
 “The silver lining really communicates what they believe insurance is about 
and that’s taking care of the customer,” he said.
 Part of West Bend’s growth has come from new lines of business, Steiner 
said. It launched Argent, a division selling workers’ compensation insurance to large 
companies, in 2010, and it now represents 5 percent of West Bend’s business. The 
company has seen strong growth in its NSI division based in Madison, which offers 
specialty insurance to businesses such as day cares and health clubs. It now makes up 
22 percent of West Bend’s business.
 The company now has more than $1.5 billion in assets, and revenue has 
grown by 12 percent in the first half of 2012. Steiner sees continued strong growth for 
the company and expects it to become a bigger regional player in the years to come, 
he said.

Kevin Steiner...
“We showed up before she even 
called and helped her power up her 
business. She never filed a claim.”

West Bend Mutual Insurance Co.

Headquarters: West Bend
CEO: Kevin Steiner
Employees: 1,066
Founded: 1894
Assets: $1.5 billion
Policy count: 510,000

NOTE: JOE LOCHER WAS CREATIVE DIRECTOR, WRITER, ART DIRECTOR AND BROADC AST PRODUCER ON THE S ILVER L INING C AMPAIGN.


