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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. 
[Discussion]
Prudential’s insistence of selling insuring-function-oriented products is better for the stability and health of the Taiwan insurance market and should be promoted. However, from the view of the company, it is essential to consider the stockholder’s return on investment. Therefore, whether or not Prudential’s current strategy can be maintained in the long run will be determined by the challenge of expanding sales of products and services. If you were the manager of Prudential Taiwan, what would you do to solve the following challenges?
1. How to increase Prudential’s market share in Taiwan?
2. If Prudential’s market share remains below 1%, how long would you maintain the current strategy?
[Analysis]
1. Taiwan’s Insurance Market 
In general, the open market policy of Taiwan has created a positive impact on the Taiwan insurance market. Foreign firms’ professional skills and managerial skills facilitated the innovation and development process of local insurance companies. As a result, new insurance products are continuously developed, and the professional marketing and sales system greatly improved the consumers’ perception of the insurance industry, thereby increasing the demand for insurance products. Taiwan’s insurance market grew markedly; the ratio of business in Force has more than doubled in the last ten years. These market trends all indicate a positive and optimistic development path for insurance companies. 
2. Prudential’s Problem 

Prudential’s strategy is well-received by some customers – Prudential has the leading re-insuring rates and highest insured sum in the high income and high education market segment of Taiwan. However, this market segment is quite small in Taiwan, thus Prudential’s growth of insurance assets and market share has not grown significantly. Competitor ING Antai follows a complete different strategy – localization of marketing strategies and product design. This strategy has been successful and ING Antai so far has quickly increased their product sales and built up high levels of awareness in the market. In face of such a successful competitor, Prudential may have to reconsider its strategy. 
3. Future Developments 
In the ten years since its deregulation, Taiwan’s insurance market has become more and more mature as a result of free market competition. In the past few years, government has opened up the market even more, aiming for complete deregulation and internationalism of the Taiwan market by passing insurance related regulations. Also, Taiwan’s fast changing economic and social trends have become the greatest challenge for the insurance companies. Therefore, a company’s strategy must include both professional skills that build customer confidence and innovative new insurance products that can satisfy the customers’ needs. 

