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THE MARKET
State Farm® is the leading insurer of
cars and homes in the United States,
protecting one out of every five insured
cars and one out of every five homes.
State Farm Life Insurance Companies is
ranked fifth in paid-for volume for ordi-
nary life insurance among all U.S. com-
panies. State Farm also offers customers
a wide variety of financial services.
State Farm and its more than 16,000
agents serve households in the United
States and three provinces of Canada
with nearly 70.4 million auto, fire, life,
and health policies in force.

ACHIEVEMENTS
In 2002, State Farm Mutual Automobile
Insurance Company celebrates its 80th
year in business and its 60th year as the
largest U.S. auto insurer. State Farm has
also been the largest U.S. insurer of
homes since 1964. 

The company has consistently been
recognized with the top ratings for finan-
cial strength and claims paying ability. 

State Farm Mutual is a mutual com-
pany, meaning there are no shareholders.
State Farm is the only company in the
top ranks of the Fortune 500 that is not
publicly traded.

In 1995, State Farm became one of
the first major insurers to establish a
Web site on the Internet. Statefarm.com®

has grown from an informational site to an
interactive site that helps customers find a State
Farm agent, get a quote, and in some states, pur-
chase a policy. State Farm has been able to com-
bine the convenience of the Internet with the
knowledge and service of the dedicated State
Farm agent.

The company has also achieved exceptional
customer service through its 24-hour customer
response center. Even when an agent’s office is
closed, customers can receive service around the
clock. State Farm also has a completely bilingual
call center that helps customers both in English
and Spanish.

Headquartered in Bloomington, Ill., the com-
pany is known for involvement with local commu-
nities around the nation. The company provides a
wide variety of educational materials to schools
and community groups. These programs offer
instruction on topics ranging from insurance
basics to fire safety. State Farm Companies Foun-
dation provides grants that further the company’s

commitment to higher education. Various organi-
zations such as the National Council of La Raza,
the United States Hispanic Leadership Institute,
and the Korean-American Coalition have recog-
nized State Farm’s community commitment. 

Latina Style and Hispanic magazines, among
others, have showcased the quality of State Farm’s
working environment. 

Ed Rust Jr., the company’s chairman and
CEO, has been very involved with education. He
served as part of President George W. Bush’s tran-
sition committee on education. State Farm
encourages each employee to become involved in
local community efforts to help improve the qual-
ity of education.

HISTORY
At age 22, George J. Mecherle started farming his
own land near Bloomington, Ill. After he and his
wife Mae Edith had farmed for 20 years, Mrs.
Mecherle’s health began to fail and the couple
moved to Bloomington where George Mecherle

accepted a job selling insurance for a
small company. He was successful as a
salesman, but he did not feel the rates
or business practices of the company
suited the needs of farmers. 

Mecherle believed that farmers
should pay less for insurance because
they drove less and had fewer losses
than folks in cities. When he informed
his employer of this approach to insur-
ance pricing, his employer laughed and
said, “If you think you’ve got such a
good idea, why don’t you start your
own company?”

Mecherle started State Farm in
1922 as a mutual automobile insurance
company owned by its policyholders.

In 1924, some farmers in Indiana
asked if they could buy policies, and in
1925 State Farm began selling in
Indiana and other states. In 1926, State
Farm began selling to people living in
cities and on farms.

In just 80 years, State Farm Insur-
ance Companies has grown from a
small farm mutual auto insurer to one
of the world’s largest financial insti-
tutions. Despite State Farm’s growth,
Mecherle’s original philosophy of
insurance coverage at a fair price
coupled with fair claim settlement
has remained.

THE PRODUCT
State Farm provides many different insurance
products as well as financial services products.

Although known primarily for its property-
casualty lines — such as auto, homeowners, boat-
owners, condominium unit owners, and renters
insurance — State Farm also has a wide range of
financial services products that focus on the var-
ious needs of the client such as investment
options for retirement and college education.
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Attractive rates and reputation for quality
service are the primary reasons people choose
State Farm for their insurance needs. State Farm
handles more than 30,000 insurance claims a day
with special programs that make the claim
process faster. Discounts are available for safe
drivers, good students, and customers with safety
features in their homes or autos, as well as policy-
holders who have multiple policies. 

RECENT DEVELOPMENTS
Over the past few years State Farm has made an
aggressive move toward financial services by
offering products to meet the needs of customers. 

PROMOTION
In 1953, State Farm’s logo was created, and with
it came the creation of one of America’s strongest
brands. In 1971, the slogan Like a Good Neighbor,
State Farm is there® was born; it has since
become one of the most recognizable taglines in
the advertising industry.

State Farm commercials are unique in show-
casing real State Farm agents. State Farm’s
advertising is also focused on the customer.
State Farm’s marketing approach is to show
how the company can serve the individual cus-
tomer, whether he or
she is just beginning
to drive or preparing
for retirement.

State Farm has had
a keen interest in high-
way safety since the
1950s, when it helped
found the Insurance
Institute for Highway Safety. State
Farm has worked with the institute
on a number of safety efforts, includ-
ing eliminating roadside hazards, encouraging
the use of seat belts and the installation of air bags
in cars, and pointing out the need to make head
restraints more effective. State Farm sponsors the
Advocates for Highway and Auto Safety, a group
devoted to promoting a broad array of auto safety
measures. State Farm also works with automakers
on improving damage resistance and other safety

features of cars. This approach demonstrates the
company’s desire to protect people and to do good
within communities beyond its customers. 

In 2001, State Farm compiled new lists of the
most dangerous intersections in the United States

and in many individual states, the District
of Columbia and the Canadian province of
Ontario. These lists were based on crashes
that resulted in claims for State Farm 

policyholders in 1999 and
2000. State Farm per-
forms these analyses to
focus attention on a new
way of evaluating inter-
section design by analyz-
ing driver behavior and
placing greater emphasis
on safety-driven solutions

to intersection problems. The company is making
$5 million available to communities to study and,
in some cases, make physical changes to enhance
safety at specific intersections.

State Farm has also partnered with The
Children’s Hospital of Philadelphia to find out
why and how children are injured in vehicle acci-

dents. Besides funding the
study, State Farm provides 
a link between hospital
researchers and customers
whose children have been in
crashes and who are willing
to share their experiences.

In a move that reinforces
State Farm’s commitment
toward branding the com-
pany as an integrated insur-
ance and financial services
provider, a new advertising
approach, We Live Where You
Live™, was launched in 2002
to unify the brand across
insurance and financial serv-
ices product lines and mar-
ket segments. The “We Live
Where You Live” campaign
does not replace the State
Farm “Good Neighbor” slo-
gan, but builds on its strength. 

BRAND VALUES
State Farm’s business philosophy is to be a good
neighbor. People come to State Farm for solutions,
not just insurance protection. State Farm takes
pride in helping its customers move safely and
securely through different stages of their lives. 

State Farm is part of the American fabric. The
company evolves with customers as they grow
and understands its customers’ needs. State Farm
connects with customers not just as individuals
and families, but through neighborhoods and
communities of every kind. The promise of being
a good neighbor is at the heart of State Farm’s
brand. The company is built on a foundation of
shared values: quality service and relationships,
mutual trust, integrity, and financial strength.

State Farm employees bring diverse talents and
experiences to their work of serving the customer.
The vision for the future is to be the customer’s
first and best choice in the products and services
State Farm provides.

❍ State Farm has been the number-one insurer
of cars in the United States since 1942 and
homes since 1964.

❍ In 1971, Barry Manilow wrote the music
for the jingle “Like a good neighbor, State
Farm is there,” and the words were written by
Keith Reinhard, ad legend and co-chairman,
DDB Worldwide, State Farm’s long-standing
ad agency.

❍ State Farm has given more than $100 mil-
lion in loans to revitalize low-income
neighborhoods.

❍ Within 48 hours after the 1994 Northridge,
Calif., earthquake, 600 claims specialists
from across the United States and Canada
joined local claims people. Two DC-8 jet
freighters loaded with more than 217 tons of
office supplies promptly arrived. Five mobile
catastrophe offices handled 3,414 phone calls
in the first two days of operation.

THINGS YOU DIDN’T KNOW ABOUT 
STATE FARM


