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Abstract

The purpose of this research was to investigate the effects of strategic marketing capability
on performance of non-life insurance agents businesses in Thailand. A questionnaire was used as
the instrument of the research and data collection was conducted from 96 executives of non-life
insurance agents. Statistics used for analyzing the collected data are multiple correlation analysis
and multiple regression analysis. Hypothesis of the research is strategic marketing capability which
is correlated with performance of non-life insurance agents businesses. The results showed that
:1) Strategic marketing capability for strategicplanning is positively correlated with performance;
2) Strategic marketing capability for strategic implementation is positively correlated with performance;
3) Strategic marketing capability for strategic control and evaluation is positively correlated with
performance. Therefore, the businesses should take into consideration these research’s findings
and use them as a guideline for issuing strategies by determining directions, methods, and
management control in order to prevent their organization from various threats. This would as
a result increase the competitive capability, enhance good performance, and enable them to

implement the goal of the organization in the future.
Keywords: Strategic marketing capability, performance,non-life insurance agents businesses
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