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WINJU ANGSUNIT : THE CASE STUDY OF AN INSURANCE COMPANY'S
STRATEGIC MARKETING PLANNING IN SLOW DOWN ECONOMIC
CIRCUMSTANCES. ADVISOR : ASSISTANT PROFESSOR RUNGSUN
LERTNAISAT, 68 PP.

In 2014, the case study of an insurance company’s market share dropped from
16.74% to 16.26%, and on amount of direct premium decrease by 1.78%. The company
had a negative growth while the insurance industry and some rival had a positive growth.
The objective of this case study is planning to gain back market share as usual. It will
monitor the dynamic change that impact on the insurance industry, secondly examine the
company’s SWOT among the market environment, and find out how to formulate
strategic planning for the competition and the sustained growth of the company.

This case study’s framework will be starting analyze the environment of the
insurance industry, and identify the company's strengths and weaknesses in order to
planning for proper marketing strategies. Alternatively, the promotion strategy one of the
marketing mix, it is the effective ideal that might use to spread the word about the
company’s product or service to reach the customers. Besides, the internal marketing
strategy and customer relationship management strategy also benefit for the company’s
workforce to improve better customer service, so that they are as capable as possible of
providing value to customers, and ensure the customers are satisfied.

As a result of the case study, the company would formulate organizational
strategy by considering the company’s three levels strategic plan, as follows :

1) Corporate Strategy, it concern with market penetration and market
development concurrently, which is the proper strategy to achieve the market share.

2) Business Strategy, choosing differentiation strategy to create innovative
aspect that means both encouraged employees and simplified processes, make a
difference and satisfiable services to meet consumer behavior’s trend.

3) Functional Strategy, using STP Marketing as a segmentation of the market,
then the selection of target market and then finally the implementation of positioning.
The concept of the STP Marketing is to develop and implement of an appropriate

marketing mix.
Graduate School Student’s Signature

Field of Study Executive Enterprise Management Advisor’'s Signature

Academic Year 2014
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1.6 mwa‘i%ﬂuﬁ'ﬂulﬁunu (Capital Requirements)

1.7 ATMIIAFILAZNIZANBRWAT (Access to Distribution)

1.8 a1 ldilIoua1uInan (Absolute Cost Advantages )

1.9 mmvl,ﬁl,ﬂ%'muﬁ’mn’mﬁﬂuj (Learning Curve Advantages)

1.10 nIeansamIaauldandeasinudn (Expected Retaliation)

2. 97W13INN3A87899NKIAMT (The Bargaining Power of Suppliers) Haan?
susAdanumunsalumsdesesnndwlusnwasasdelyil

2.1 ;jfﬂ‘"@mmmmﬂ%'uLﬂﬁimuvl,ﬂvl,ﬁﬁamﬁmLfial,ﬁﬂun”uu%ﬁ'mj%aﬁﬁﬁ
wisuieulARuLana19ns (Supplier Switching Costs Relative to Firm Switching Costs)

2.2 srauenauana1slusasuasdatian (Degree of Differentiation of Inputs)

2.3 ¢ aw%af@]qﬁuﬁﬁmadmLmu"l,@T%%avlsj (Presence of Substitute Inputs)

2.4 MINEINAIVDILIANILAZNNINIZINAIVBILIHN (Supplier Concentration
to Firm Concentration Ratio)

2.5 MIANANFIHNITINAINUYDILIAN (Threat of Forward Integration
by Suppliers Relative to the Threat of Backward Integration by Firms) Forward
Integration wa18dd A0 lIansnsarduiiizesszuuanany M lliuSansling
ﬁ'ugﬂ@i”ﬂﬂmﬂmamn"fu

2.6 @Tuvgu’fmqﬁuLﬁial,ﬁﬂuﬁ’m’mww (Cost of Inputs Relative to Selling
Price of the Product)
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@N319N 4 TOWS MATRIX Lﬂ%ﬂdﬁaﬁmﬂzﬁlﬁaLﬁaﬂ‘l,%naq‘nﬁ

TOWS Strategic Alternatives Matrix

External Opportunities External Threats

(O) ()

1 1

Z 2

3. 3

4. 4
Internal Strengths SO ST
(S) "Maxi-Maxi™ Strategy "Maxi-Mini" Strategy
1
> Strategies that use Strategies that use
3 strengths to maximize strengths to minimize
4 opportunities. threats.
Internal wo wT
Weaknesses (W) "Mini-Maxi® Strategy "Mini-Mini™ Strategy
1 Strategies that minimize i
v, weaknesses by taking Strategies that
3 advantage of minimize weaknesses
4. opportunities. and avoid threats.
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COMPANY
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INTERACTIVE MARKETING -
DELIVERING THE PROMISE
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A Conceptual Model of Service Quality and Its Implications for Future Research.
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