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ABSTRACT
TE 156094

The research titted "Marketing Communication Forms of Life Insurance
Companies after Market Liberalization® was studied about Marketing Communication
forms of the life insurance companies the Thai and foreign share holders. The study
sought to compare between the forms of the Thai and foreign share holders after the
free trade insurance general agreement on services. The research had been collected
the data during 1997-2002 yia in-depth interviewing and analyzing printed media.

The Main objectives of this research are :

1. To study the forms of Marketing Communication of Thai share holders of

life insurance companies.
2. To study the forms of Marketing Communication of foreign share holders

life insurance companies.

3. The comparative study of similarities and differences of Marketing
Communication Forms between the Thai share holders of life insurance companies.

4. The comparative study of similarities and differences of Marketing
Communication Forms between the foreign share holders of life insurance companies.

5. The comparative study of similarities and differences of Marketing
Communication Forms between Thai and foreign share holders of life insurance
companies.

The research had found that the communication marketing of the insurance
company for Thai share holders were as followed : regarding the advertisement, Ocean

Life Insurance Co., Ltd. and Thai Life Insurance Co., Ltd. emphasized advertising
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mainly their institutes to create a positive image and increase sales The two
companies had different intentioned for their public relations. Ocean Life Insurance Co.,
Ltd. wanted to use public relations with marketing while Thai Life Insurance Co., Ltd.
wanted to use public relations with advertisement. Both companies had the same
purposes to help the society. In terms of sales promotion, both companies emphasized
sales promotion with salesperson so that the salesperson can sale more life insurance
policies. Thai Life Insurance Co., Ltd. had two different ways of sale promotion. : First
promoting sales with salesperson and second promoting with customers, Both
insurance companies still considered the personal selling to be the heart of the
company. Ocean Life Insurance Co., Ltd. emphasized the sales to act as financial
consultants. Whereas Thai Life Insurance Co., Ltd. emphasized morality and sales
code of conduct.

There were some differences in advertisement of the two insurance
companies with foreign share holders. Ayudhya Allianz C.P. Life Public Co., Ltd.
emphasized advertising the institutes. The public relations of both companies
emphasized on building positive image via doing activities for the society. Krungthai-
AXA Life Assurance Co., Ltd. emphasized on conserving the Thai tradition. Ayudhya
Allianz C.P. Life Public Co., Ltd. proinoted intemal sales by emphasizing the insurance
representative while Krungthai-AXA Life Assurance Co., Ltd. emphasized intemal sales
promotion with Life insurance agent and external sales promotion by setting up booths
in puolic. The personal selling was still the main importance to increase sales. Training
was provided to improve the sales skills.

In conclusion, The majority of the advertisement for the marketing
communication forms for Thai-and foreign: shares holders the- insurance companies
mainly emphasized the institute except only for Ayudhya Aliianz C.P. Life Publi¢ Co.,
Ltd. that only emphasized the product. These four companies used their
advertisements via newspaper, magazine, radio, TV and billboard. As well as the
public relations of their activities for the social community. The sales promotion of ‘there
four companies were motivating the personal selling to reach the sales target. Thai life
insurance Co., Ltd. (Thai share holders) and Krungthai-AXA Life Assurance Co.; Ltd.
(foreign share holder) had sales promotion for the customers. Both Thai and foreign
share holders insurance companies used mainly the personal selling because the
personal selling were the main importance to increase sales. Krungthai-AXA Life

Assurance Co., Ltd. was using the banking system to increase their sales.



