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Prudential Does Make It, Why?
Introduction 
In 1963, the Taiwanese government barred new firms from entering the insurance market. In 1987, regulations relaxed slightly and the market opened to two American firms per year. Only until 1994 did the market open completely. Today, due to their deep capital and sound experiences, foreign insurance companies have already gained about 15% of the Taiwan insurance market since its deregulation ten years ago. Foreign firms have different strategies from Taiwanese insurance companies in the Taiwanese market, and among the foreign companies, Prudential Financial’s strategy is quit unique. 
Background and Strategies
The American company Prudential Financial Inc. is one of the world’s largest conglomerate financial institutions. The company has long built professional experiences and an excellent reputation around the world. Taiwan Prudential maintains the company’s traditional stable strategy and insists on the concept that insurance products are for insuring instead of investing. In order to sustainably develop the Taiwan market in the long-run, Prudential upgraded its Taiwan division from a branch company to a subsidiary, allowing much greater capital to better expand in the Taiwanese market. 
The strategy includes the following concepts:
· Reputation – In order to become the insurance company with the best quality, company reputation is more important than profits.
· Customer-Orientation – To sell from the customer perspective by providing customers with the highest quality insurance service and building up a long-term relationship. 
· Employee Value – To emphasize values of trust, respect, and professionalism, and accentuate cross departmental cooperation.
· Product Design – Provide products that place emphasis on the basic insuring concept. 
Results 
Following these strategies, Prudential’s sales representatives performed extraordinarily. Prudential’s average insurance assets for both new and existing contracts are the highest in the industry. Also, the renewal rate for long term life insurance is among the highest compared to competitors. Because contract renewal rate is a key indicator of an insurance company’s sales potential, Prudential’s performance indicates that customers have approved its products and services.
However, Prudential’s insurance asset growth has not been especially outstanding. Although Prudential’s levels have been higher than those of local companies for the past five years, the levels were not as high as several other foreign insurance companies. Also, Prudential’s market share has been surprisingly small, averaging to about 0.45% from 1999 to 2003. This is lower than Metropolitan Life Insurance Company’s 0.75%, which however has a similar capital base as Prudential. This is also much lower than the leading foreign company ING Antai, who has about 8% market share. 
