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THE CASE STUDY OF AN INSURANCE COMPANY'S STRATEGIC MARKETING PLANNING IN
SLOW DOWN ECONOMIC CIRCUMSTANCES
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Abstract

The objective of this 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. 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.

Keywords : Marketing mix strategy.
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