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ABSTRACT

The objective of this research is 1) to study market structure of the life insurance business
in Thailand 2) to study a strategic management of the life assurance business in Thailand and 3)
to study trends to 2016 in life insurance business. This research employs the qualitative
methodology by documentary survey, in—depth interviewing, and focus group discussion. The
executives in the life assurance field, and government officers were involved in the study to get a
real picture of the life assurance and figure it out the strategic management.

This study finds the market structure of the life assurance business is that of a tight
oligopoly. It is quite difficult for new businesses to gain entrance to the market because of high
investment requirements. The products are more or less the same and can be substituted for one
another with emphasis falling only on differences in product brands and the quality of service. An
analysis of the situation of the life assurance business indicates that the business could expand its
market at a high level if calculated on the basis of only thirty-four percent of the nation’s
population holding life assurance policies. In addition, consumers have begun to find new ways
of investing and have a greater understanding of the life assurance business. These engaged in the
life assurance business must constantly make adjustments attendant upon often untoward
circumambient economic factors so as to maintain unceasing expansion.

The analysis of business competition indicates that in regard to price competition, major
business can reduce the premium rate more easily than small business as a consequence of
economies of scale. In regard to personnel, there is competition for personnel with expertise and
business experience. In regard to pubic relation, there is competition in regard to constructing and
maintaining a good image through utilizing an array of communications media. This last is for the
purpose of inducing customer recall of the product brand. There is additionally competition in the

aspect of before and after sale services, such as investing in customer service systems and the



offerings of special privileges to certain groups of customers, etc. The strategies are (1) Multi-
Chanel Distribution Strategy (2) Multi-Product Strategy (3) Strategic Alliance Strategy (4)
Existing-Chanel Growth Strategy (5) Customer Retention Strategy and (6) Differentiation
Strategy

A marketing mix analysis indicates that the products of life assurance have a
commonality with other major products in tandem with a need to develop new products without
surcease. An example of a new product in this business is Unit Link, a life assurance policy which
has been combined with investment in mutual funds, among other examples. The sale of life
assurance via company representatives is still the major business channel. The sale of life
assurance via financial institutions and via telephones has begun to become a channel yielding
high premiums. Sales promotion emphasizes the construction of an image intended to be
internalized in tandem with an associated product brand. The emphasis is on quality of service
and concomitant activities. The determination of the premium rate varies in accordance with
particular target groups.

The life assurance business is a financial institution which plays an important role in the
economic and social development of Thailand. In addition, it is an institution incurring risks and
yet helping to provide fundamental stability for individuals, families, and businesses. The life
assurance business is also a significant financial institution involved in the maintenance of long-
term savings programs in the country. Moreover, it plays a in securing the savings structure of the
country so that it will be congruent with guidelines for economic development. This last role
pertains to the allocation of investments in such a manner that funds for investments can be taken
from savings, thereby promoting the productive capacity of the nation. Even though in 2014 the
life insurance business is faced with the problem of an economic downturn as a result of the

political situation, the life insurance business has still been swiftly and continuously developing.



