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Hartford Didn't Make it' Why?
1. Introduction 
In recent years, several foreign property insurance companies withdrew from the Taiwan market. Although their reasons for withdrawal vary, generally speaking foreign insurance companies did not develop very well in the Taiwan market and did not reach expected market potential. This is a phenomenon worth discussing, and American based Hartford Insurances’ withdrawal in 2002 is the subject of this case study.
Hartford insurance Company’s Founding and Operations Strategy 
Hartford Insurance Company is part of the large and long-established American Hartford Financial Services Group. Hartford Insurance Company entered the Taiwan market in October 1980. Foreign companies entering Taiwan only needed a capital of NT$50 million by law; therefore Hartford’s Taiwan Branch had limited capital. The Taiwan market was still very conservative; except for basic motor and fire insurance, demands for other more complicated and skill-intensive insurance products were very low. Hartford Insurance’s Taiwan branch implemented a strategy that included the following guidelines.
1. Emphasize product category innovation – As Hartford Insurance lacked local car dealership and bank channels to sell their motor and fire insurance products, they had to develop new products that did not yet exist in the insurance market to attract customers through innovation. 
2. Place focus on “insurer services” – Build consumer orientation into product design. 
3. Focus resources on the target market and customers – Because Hartford had limited capital and human resources, it was necessary to direct resources and design products to satisfy a more focused target market. 
4. Enforce underwriting standards and increase claims settlement rate – Increase efficiency through the use of Hartford Financial Services Group’s professional underwriting and claims settlement standards.
Operational Results
In their 13 years in the Taiwan market, Hartford operated at a constant loss. Although the company’s strategy was to attract customers with innovative products, the conservative Taiwan market preferences left a lack of demand for Hartford’s products. Meanwhile, the existing fire and motor insurance markets were highly competitive, and price competition made it very difficult to achieve profit in this market. 
In their early years after entering the market, Hartford was very active in expanding sales volume and developing customers. In the beginning, although their market share was quite small, Hartford’s insurance fee income grew very fast. Yet due to unexpectedly high claims settlement amounts, Hartford operated at a loss year after year and slowed market development after 1993. In 1996, after extravagant claims settlement expenses, Hartford’s insurance volume decreased rapidly and they almost completely stopped developing new insurance customers. Although Hartford Taiwan considered shifting focus to re-insurance products, in the end due to the group’s change in operational strategy this did not happen. Finally, Hartford withdrew from the Taiwan market in 2002.

[Discussion]

Imaging you were the manager of a foreign property insurance company in the Taiwan market, please discuss the following. 

1. What do you think is the key obstacle for a foreign insurance company’s development in the Taiwan market?

2. If your company were to stay in Taiwan, how would you develop the market?
[Analysis]
1. Development of Foreign Insurance Companies in Taiwan

In the early 1980s, American insurance companies stated entering the Taiwan market. Most Taiwan foreign insurance company branches were founded in order to provide services to the Taiwan branch of their multi-national company clients. The development of the Asian market was not a major consideration, therefore branches were usually small in capital and in size; thus they were unable to compete with local insurance companies. Also, although foreign companies have long-established underwriting experience and knowledge, due to a lack of marketing channels it was very difficult to develop in the local market, thus impeding foreign companies from maximizing their competitive advantages. 
2. Hartford’s Problems 
Hartford Taiwan’s sales volume was not very big, and they did not actively develop the Taiwan market. Their American parent company’s strategy focused mainly on the group’s comprehensive goals and advantages. Their purpose of expanding into the global market was to better sell their international insurance products, thus they did not put too much focus on developing local markets such as Taiwan. As a result, Hartford did not invest too much capital or provide long-term training for human resources in the Taiwan market. In 1997, the group’s strategy shifted and started withdrawing from many global markets. Because Taiwan’s branch had been operating at a loss, it was only a matter of time before Hartford gave up the Taiwan market. 
3. Future Expectations 
As the Taiwan economy grows, there is still a lot of room for development in the Taiwanese insurance market, especially for more intricate commercial insurance products. European and American-based companies have had long-established insurance experiences and know-how, thus they are relatively more skilled than local companies. As such, Taiwan’s market is still worth developing for foreign companies. For example, AIG and Zurich Insurance adjusted their operational strategies recently to actively develop sales, the success of their strategy is worth noting. 
