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Strategic Management Case Report:
AIA’s Development Strategy



Christine Kuen Yeung

University of Wales Trinity Saint David


Executive Summary 
AIA established since 1919 has an unparalleled platform in Asia built up over many decades and holds market leading positions in the majority of their 18 Asia markets. Their strategic commitment of 100% full focus on Asia only will not change and thus enables them to capture the full growth opportunities available in the world’s most attractive region for life insurance. This focus, combined with the extensive experience of leadership team in Asia, the top-notch quality of people and unrivalled productive distribution channel built over decades, has been an important driver of AIA sustainable success in the past. Now more than ever, customers expect AIA to respond in a new way that is aligned with customer rapid changing mindset for more seamless personalization services through advanced digital technology tools and also for a long-term sustainability purpose for the communities. To cope with this change, AIA having a well-established brand reputation has reinforced their vision purpose of “helping people live Healthier, Longer, Better Lives”, which has set the foundation for formulating AIA’s corporate strategies in shaping the future of AIA. 

Purpose and method of this report
While 2020 was an extraordinary and challenging year, it has made the future of AIA more optimistic. Asian consumers are more aware of the need for financial security and the need to protect the well-being of their families, making insurance company’s propositions even more prominent. AIA has passed its first decade since listing in 2010. It is a good timing to conduct a thorough review of the company and formulate the new strategic priorities for the next decade. 

Recommendations for corporate strategies 
AIA is located in the Aggressive Quadrant of SPACE Matrix, suggesting AIA needs to continues seeking opportunities for horizontal integration (such as recent acquisition of BEA life), continue deepening market penetration in their existing Asian markets, expand its business into new markets if opportunity arises and continue investing in new product development. 

AIA continues to grow on its strengths and substantial competitive advantages. With its clear and compelling company’s vision, AIA will shape a more sustainable future for the communities and create long-term value for all of stakeholders.
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1. Introduction
American Insurance Association (AIA) is the largest listed company on the Hong Kong Stock Exchange which is incorporated and headquartered in Hong Kong and is the largest life insurer in the world in terms of market capitalization. For more than a century, AIA being 100% focused on Asia-Pacific market has its business footprints across 18 Asian markets with leading market position in the majority of the markets. AIA has not only demonstrated its ability to deliver superior financial performance compared to its peers since IPO in 2010, but also has strived to make a significant, positive impact for customers and the communities across Asia. The commitment of helping millions of people live healthier, longer, better lives has been reinforced in the center of every AIA management decision and action taken.

In order to sustain its competitive advantages and continue AIA’s exceptional growth momentum in the next decade, it is worth going through a detailed company analysis to review the past performance, identify growth engines and formulate a series of solid growth strategies for the future. 

1.1 	Company’s vision and mission statement
“We are making a promise. It is at the heart of everything we do and the decisions we make: it is a promise to help people live healthier, longer and better lives.” 

It is AIA employees’ heartfelt commitment to all customers they are serving and the community they are living. Over a century of existence, AIA has served millions of people and generations of families all around the Asia-Pacific region. The purpose guides the decisions and the actions taken as an organization - empowering and enabling people to understand and manage their health, while meeting their long-term savings and protection needs. This strong AIA culture of believing that helping to create a healthier Asia is one of the most important and valuable things they can do for the communities, today and in the future.

For the next decade, riding on the strong solid foundation, AIA continuously grows with the vision of becoming the world’s pre-eminent life insurance provider and the mission of servicing societies and people by playing leadership role in driving economic and social development across the region to help people live heathier, longer and better lives. This vision and mission statements set the foundation for formulating AIA’s future and corporate strategies in business expansion.


1.2	Company business overview

AIA founded in 1920 at Shanghai, China and now headquartered in Hong Kong is the largest independent publicly listed pan-Asian life insurance group with a presence in 18 markets across the Asia-Pacific region across China, Hong Kong, Macau, Singapore, Thailand, Philippines, Malaysia, Brunei, Australia, New Zealand, Indonesia, Korea, Taiwan, Vietnam, India, Sri Lanka, Myanmar and Cambodia. AIA is a market leader holding leading position in most of these markets. In 2010, it was successfully listed on the Hong Kong stock exchange, the third latest IPO ever globally at the time. Since then, AIA has consistently delivered superior performance and outperformed their peers. Its share price increased almost 500% in the past 10 years at average 18% growth per year from $19 initial IPO price to around $100 per share in 2020. 

AIA provides long-term savings and protection insurance service needs for both individual and corporate businesses. For individuals, AIA offers life insurance and savings plan, medical insurance and a series of critical illness/accident/disability coverage protection products. For corporate businesses, AIA provides pension MPF services, employee benefits to corporate clients covering employees’ protection on health, death and retirement needs. Through an extensive network of agents, partners and employees across 18 Asian Pacific markets, AIA is serving the policyholders of more than 38 million individual policies and over 16 million participating members of group insurance schemes. Total assets under management amounts to US$326 billion as of 31 December 2020, an increase of 14.8% from US$284 billion last year. 

In addition to insurance services, AIA entered into an exclusive strategic partnership arrangement with Discovery from South Africa in 2012 to creatively promote healthiness and wellness program to customers. The program makes use of the digitalized tool connecting with a syndicate of health and wellness providers to empower customer taking control of their health and to persistently achieve daily health goals set by themselves. Customers can earn wellness points through the program by completing fitness assessments or daily exercise targets, which can be converted into discounts for shopping, travel, entertainment and even premium discounts to their health-related insurance products. 

AIA Group Size and Strengths 
Below is a summary of key highlights of AIA company performance: 

· Being the largest listed company on the Hong Kong Stock Exchange which is incorporated and headquartered in Hong Kong. 
· Being the largest life insurer in the world in terms of market capitalization, focusing 100% on Asia-Pacific
· Having the worldwide largest number for MDRT members
· Serving over 34 million individual policies and over 16 million members of group insurance schemes with total sum assured of US$1.58 trillion.
· Paying over 13 million benefit payments during 2018 helping customers and their families to cope with challenges at different life stages. 

Above information is extracted from AIA website.

1.3  Purpose of this study 
2020 is a difficult year for insurance industry under the unprecedented macroeconomic conditions and the operational challenges caused by the COVID-19 pandemic. On the other hand, now more than ever, Asian consumers are more aware of the need for financial security and the need to protect the well-being of their families, making insurance company’s propositions even more prominent. In addition, AIA has passed its first decade since listing in 2010. It is a good timing to conduct a thorough review and formulate the new strategic priorities for the next decade. Recommendations for AIA’s strategies will be considered based on the results of this study. 

1.4  Scope of this study
This study will adopt the comprehensive strategic management model framework recommended by Fred and Forest (2017) as a strategic analysis tool for this review exercise. The review will include internal/external audit, SWOT/PESTLE analysis and Porter’s five forces model, based on the information collected from AIA annual reports, newspaper and interviews surveys conducted with AIA regional and local management team. According to the audit and analysis results, appropriate strategic options and selection criteria will then be recommended for consideration together with the possible barriers that managements may encounter in implementing the strategic choice. 


2 Internal Audit

2.1 Distinctive competencies and sustainable competitive advantages 
Over the last century, AIA has developed a number of core competencies in the business model. Some core competencies have evolved over time into distinctive competencies which yield sustained competitive advantages, leading to the superior performances over the last decade. According to the resource-based view (RBV), in order for a resource to qualify as a source of sustained competitive advantage, the resource must add value to the firm, it must be rare, it must be inimitable and there must be no adequate substitutes for the resource (Barney, 1991). 

AIA regional and local management team have demonstrated strong execution capabilities to successfully implement important strategies in the past that can improve its operational efficiency and effectiveness to surpass its peer competitors. AIA’s 23,000 employees are a key competitive advantage for the Group and integral to their sustained success. They promote an inclusive and collaborative learning culture that provides a platform for meaningful and rewarding careers with AIA as employees develop, further elevating AIA’s status as an employer of choice. The annual employee engagement survey is a key indicator of the collective efforts across different markets to better understand and support employees. Group’s employee engagement scores increased to the highest ever, placing them in the 88th percentile of Gallup’s global financial services and insurance industry benchmark. AIA was also recognized in the Forbes ‘World’s Best Employers 2020’ list. The human resources capability is one of AIA’s distinctive competency developed over years. It is defined as one of the key resources based on RBV, which is rare and difficult to intimate or replace it by other substitutes. 

In addition to human resources capability, innovation culture is another key resource defined by RBV, which has always been an AIA strength to enable the company to continually intensify market penetration and support sustainable growth. For example, in China, AIA launched a breast cancer critical illness product bundled with their flagship All-in-One protection that leverages WeDoctor services such as on-line diagnosis and medication delivery. In Singapore, AIA launched a new wealth product to give customers access to exclusive investment funds as part of their fund platform for the first time. Another example of innovation competency is AIA Vitality implemented across 11 Asia markets, which has given AIA a unique platform to strengthen its leadership position in health and wellness through an integrated shared-value proposition that promotes improved health outcomes for customers, while also benefiting customers through lower costs of insurance and other entertainments. The innovation continues to enhance AIA Vitality platform in 2020 to improve services, customer reach and engagement through AI-enabled nutrition coaching services and the support of mental well-being assessments particularly as a result of Covid-19 pandemic.

Another key influential factor to the success of AIA is organizational culture which significantly affects day to day business decisions. AIA started implementing a new initiative about the Organization of the Future program in 2020, which focuses on a stronger, simpler and flat organizational structure with the introduction of agile, open and transparent ways of working and enhancing people capabilities frameworks. Pilot results in some countries in 2020 have achieved simplified, transparent and more customer-centric operating models with agile working practices blending cross-functional specialist teams. AIA plans to test and learn within these pilot countries before scaling up the Organization of the Future program across all other businesses. 

2.2 AIA’s Strategic priorities
AIA has an unparalleled platform in Asia to manage a uniquely diversified business across the Asia-Pacific region with the compelling brand presence and leading positions in the majority of local markets. It is the result of AIA robust cultural strength where AIA has a strong work ethic and an ethical belief of the purpose of company existence, AIA management can effectively implement agile strategic changes in view of dynamic market conditions. This distinctive competency can allow AIA to capture the full economics of growth in the world’s most attractive region for life insurance. In 2020, AIA launched new corporate strategy founded on AIA’s purpose of helping people live Healthier, Longer, Better Lives. 
2.2.1 Leading Customer Experience strategies
Seamless omnichannel customer experience with best-in-class engagement delivered through the three key principles of simplicity, timeliness and reliability. To achieve this, a number of fundamental shifts are necessary including reorienting the organization around customer journeys rather than functions, and embedding data and analytics in every service provided. The step change in technology, digital and analytics across AIA is central to delivering best-in-class experience across the learn, buy, service and claim customer journeys.



2.2.2 Unrivalled Distribution strategies
The unparalleled, proprietary Premier Agency platform with market-leading positions across Asia is an important sustainable competitive advantage for AIA. Premier Agency strategy provides high-quality new recruits with best-in-class training to help them develop a full-time professional and productive career with AIA. They offer clear career progression for agents and next-generation leaders, supported by new technology and digital tools.

2.2.3 Compelling Proposition strategies
The strategy is to focus on next-generation life and health protection products, fully integrated with AIA’s Health and Wellness Ecosystem to address the growing protection gap in Asia. AIA’s Health and Wellness Ecosystem has four components: i) AIA Vitality wellness program; ii) our network of telemedicine and healthcare providers; iii) AIA Regional Health Passport; and iv) expert personal medical case management. Through these pillars, the goal is to deliver improved health outcomes for our customers from prediction and prevention through to diagnosis, treatment and recovery journey.
[image: ]
AIA’s strategic priorities diagram 



2.3   2020 financial ratio analysis of AIA (US$)

	Growth Ratios
	Sales Annualized Premium 
	$5,219m, -21%

	
	Value of New Business
	$2,765m, -33%

	
	Embedded Value
	$67.2b, +3%

	
	EPS
	472.68 HK cents, -17%

	
	DPS
	100.30 HK cents, 7.5%

	Profitability Ratios
	Earnings OPAT
	$5,942m, +5%

	
	Shareholder allocated equity
	$48.0b, +9%

	
	New product margin 
	52.6%

	
	Return on Equity
	12%

	
	P/E ratio 
	26

	Liquidity Ratios
	Leverage ratio
	11.9%

	
	Solvency Ratio 
	489%



AIA is doing well on most financial ratios particularly facing the unprecedented business and macroeconomic conditions resulting from the global Covid-19 pandemic. Although insurance sales and value of new business in 2020 dropped by 21% and 33% respectively, financial discipline and consistent strategic focus on high-quality value business over many years is reflected in continued growth in OPAT, robust and resilient capital position and a further increase in dividend per share. Rapid adoption of new digital tools and the general easing of movement restrictions supported a recovery in sales momentum that has been recorded in the first three months of this year.

3. External Audit 
3.1 Economic forces
Economic factors have the most significant impact on the performance of insurance company in particular for interest rate, exchange rate and inflation. They not only affect the financial stability of the company, but also impact the pricing attractiveness of insurance products. The declining interest rate and long-term corporate bond yield have put tremendous pressure on the company’s statutory capital requirement due to the enlarging gap of liabilities and assets duration mismatching. The company may need to inject extra capital to maintain regulatory minimum capital requirement. Not only the financial book is adversely affected, the declining corporate bond yield backing the underlying return of insurance product to policyholder would need to be re-priced to reflect actual investment return insurance company can achieve from the financial market. 
Among inflation factor, rapid healthcare cost inflation at around 8% every year will lead to regular medical product repricing to reflect the increasing medical costs of hospital and doctor fees, this would inevitably reduce customer’s affordability to pay medical insurance premium, leading to customer dissatisfaction. 

Since AIA has diversified insurance business across Asia region, the fluctuation of exchange rate would affect the stability of its profitability and dividend payout to shareholders. 

3.2 Social, culture, demographic and environment forces
One of the key insurance growth drivers is population growth, in particular the middle-income class. There is a trend of Asia’s unprecedented wealth creation among the middle-income class in the coming decade. Compounding wealth creation will support a near-doubling of Asia’s middle-class population by 2030, an increase of 1.4 billion at a rate faster than the rest of the world combined. In particular, the rapid growing middle-class population in China especially Great Bay Area (GBA) has contributed to consecutive double-digit growth rate for Hong Kong insurance industry since 2013 until the boarder gate was closed down in 2020 where Chinese people cannot travel to Hong Kong to buy insurance. According to 2020 Insurance Authority statistics, around 50% of insurance sales in Hong Kong market are generated from overseas residents of which Chinese residents are the majority.

There is a tendency of consumer mindset shirting to be more health conscious. Wellness, healthcare and higher expectations of quality of life during retirement age are increasingly at the front of consumer’s mind. It leads to significant increase in customer’s awareness of sufficient and tailored protection coverages particularly in view of the unprecedented Covid-19 pandemic. However, there is an enormous shortfall between Asia’s need for financial protection and current provision. These protection gaps continue to grow, accelerated by the increasing prevalence of avoidable lifestyle-related diseases, ageing populations, increasing longevity and rapid inflation in healthcare costs. With so many product options and uncertainty over how much cover is needed, consumers increasingly rely on personal recommendations and choose companies that provide trusted advice with relevant, timely and personalized services.

In the past few years, there is a new voice emerging from the society, requesting corporate company to shift the focus of not only adding values to shareholders but also to all stakeholders involved in the communities. The complexity of Environmental, Social and Governance (ESG) issues prevalent in the communities, including climate change, pollution and lifestyle-related diseases, has been further heightened by the ongoing Covid-19 pandemic. AIA as the largest insurance company in Asia managing total assets of US$326 billion as of 31 December 2020 is expected by regulator and communities’ stakeholders to adequately manage ESG risks to help communities in a way that is aligned with long-term sustainability. AIA continued to respond in the right way by implementing an effective governance framework in financial disclosures and promoting sustainable investment. AIA with an ambition to be a global industry leader in ESG has been performing well in managing the ESG risk where the Sustainalytics rating agency has ranked AIA second for the second consecutive years in the insurance industry, and also in 2020, MSCI upgraded AIA’s ESG rating to A. 

3.3 Political, governmental, legal forces
The Group’s principal operating company is AIA Co., a Hong Kong-domiciled insurer, therefore AIA group regulatory supervisor is the Hong Kong Insurance Authority (HKIA). The company is required to submit annual filings to the HKIA of their solvency margin positions based on their annual audited financial statements. The Group must be in compliance with the solvency and capital adequacy requirements applied by the HKIA to meet the solvency margin requirements of the Hong Kong Insurance Ordinance (HKIO) for a company going concern status. In addition to the local HKIO requirements for AIA Co., the HKIA has been developing a new Group-wide Supervision (GWS) framework with the purpose of aligning with international standards to supervise Hong Kong domiciled Internationally Active Insurance Groups (IAIGs) to assess the required capital position of the Group. Legislation setting out the GWS framework was enacted on 17 July 2020. On 31 December 2020, the Government gazetted the commencement date of the legislation to be on 29 March 2021. In addition, the Insurance Group Capital Rules were tabled before the Legislative Council on 6 January 2021 and will come into operation on 29 March 2021. 

The new capital requirement regulation will come into effect soon in 2021 and it has created additional regulatory and financial risks to AIA group. If the company is not able to meet the minimum statutory solvency margin requirement, HKIA has the regulatory power to stop insurance company from conducting any new business and even take over the management of the company. Thus, it is the most important regulatory risk for insurance company.

On the positive side of regulation changes, the launch of taxation deductible product scheme such as Voluntary Hospital Insurance Scheme (VHIS) and Qualified Deferred Annuity Plan (QDAP) have tremendously helped insurance industry to promote medical and retirement savings products coupled with taxation deductible incentives. It has helped the industry sales increase in 2019 and 2020.  

3.4 Technological forces
The general trend of pervasiveness of new technologies has created new products and markets opportunities and the use of AI technologies has opened up increasing opportunities for greater customer connectivity, scale and efficiency, driven by deeper customer insights and analytics. 

A quantum change in technology, digital and analytics is at the heart of AIA transformation strategy. AIA is committed to upgrade their technology to world-class modern architecture and systems to support the efficient and rapid scaling of strategic initiatives, achieving greater growth and efficiency. It will also transform the experience of customers, distributors, partners and employees to meet the increasing expectations for efficient and seamless experiences anytime and anywhere. Embedding AI-enabled data analytics into business processes will deliver superior personalized experiences and greater customer engagement. AIA goal is to position themselves as industry-leading in the use of technology globally.

3.5 Competitive and insurance industry forces 
Assessment of market competition condition is an important part of an external audit process, in particular identifying rival firms and determining their strengths, capabilities and strategies, assessing the impact of competitors’ strategic action would have on the industry or possibly endanger the company’s position in the market. 

3.5.1 The Michael Porter’s five force model
Michael Porter’s five forces competition model is very useful in evaluating the extent of five key aspects of competition forces in the market. 

3.5.1.1 The threat of existing competitors
The most powerful force among the five competition forces is the threat from rival competitors. The competition of Hong Kong insurance industry is rigorous since the insurance penetration rate is high in Hong Kong and it is considered as a mature saturated market. Although AIA has its long historical presence in most of the local markets, there are a few large international insurance companies competing with AIA, such as Prudential, AXA and Manulife. They have similar competitive advantages of having international insurance business exposures, leveraging on a proprietary agency channel and benefiting from the economies of scale with the trusted brand name built over years in market. 

In addition to those international insurers, there are another type of competitors who are bank associated insurance companies such as HSBC, Hang Seng and Bank of China. Their biggest competitive advantage is the large bank customer database where they can segment customer needs with different type of insurance products, driven by deeper customer insights and analytics. Through the advantages of trained in-house bank staff, they position insurance product as an alternative replacement choice to term deposit for general bank customers. 

The third category of insurance competitor is the new entrants from China giant insurers who originated its insurance business in China market, such as China Life and Tai Ping Life. Their main competitive advantages are the unique cross broader customer base in both Hong Kong and China market. In addition, their system infrastructure and specialists on technology knowledge are in general superior than Hong Kong insurers. From investment perspective, they also have exclusive access to China investment capital market.  
	
3.5.1.2 The threat of new entrants 
The barriers to enter insurance market is theoretically high to new entrants due to large capital requirements, lack of a robust distribution channel which is costly to build over time, a long time to build up a profitable business model to gain economies of scale, lack of experienced know-how expertise and absence of customer loyalty and confidence towards a new insurance brand. Therefore, it is extremely difficult for new entrant to enter insurance market. However, Insurance Authority (IA) has recently lowered the entry barrier for those newly set up tech-savvy insurance companies to start on-line operation. IA wants to promote the diversity of insurance companies in order to better serve the young customer segment with unmet needs. The threat from those on-line insurance companies is limited because of different distribution channel and business model. 

On the other hand, the threat of new entrants from China giant insurer is significant. They have very strong financial position and have gained the huge economies of scale due to the breadth of China insurance market.
3.5.1.3 The threat of substitutes 
Since insurance products are quite unique in nature, the likelihood of developing substitutes to insurance product is limited. 

3.5.1.4 Bargaining power of suppliers 
The supplier to insurance companies is reinsurer. The bargaining power of supplier is moderate as the competition among reinsurers is not as rigorous as insurers due to a small number of reliable reinsurer in market and no substitution of reinsurer’s role. The key is to maintain a good and reliable relationship with reinsurer and help them manage the risk taken together in an effective way.

3.5.1.5 Bargaining power of buyers 
The bargaining power of customers are high because of many insurance companies with good brand available in market. There is a trend of increasing demand for high quality standard of differentiated product and service to meet an increasing expectation of customers. To fulfill customer needs, AIA has implemented a number of fundamental shifts including reorienting the organization around the end-to-end customer journeys rather than functions and embedding data and analytics in everything they do. The step change in technology, digital and analytics across AIA is central to delivering best-in-class experience across the learn, buy, service and claim customer journeys. AIA has made significant progress in 2020 in automation and straight-through buying processing and this will accelerate in 2021. 

3.5.2 	Industry analysis using Competitive Profile Matrix (CPM) 
The CPM help the company to identify rival competitors and tabulate their strengths and weaknesses in relation to the critical success factors or significant strategies employed by key competitors. The critical success factors includes both internal or external issues. The top three insurance competitors namely Prudential, Manulife, HSBC are selected for comparison in CPM. 


	
	AIA
	Prudential
	Manulife
	HSBC

	Critical Success Factors 
	%
	Rating 
	Score
	Rating
	Score
	Rating 
	Score
	Rating 
	Score

	Product Quality
	10
	4
	0.4
	2
	0.2
	3
	0.3
	1
	0.1

	Competitive Price
	5
	2
	0.1
	2
	0.1
	3
	0.15
	1
	0.05

	Robustness of Sales Channel
	15
	4
	0.6
	3
	0.45
	4
	0.6
	3
	0.45

	Advertising or Branding awareness
	5
	2
	0.1
	4
	0.2
	2
	0.1
	1
	0.05

	Technology Advancement
	10
	3
	0.3
	3
	0.3
	2
	0.2
	1
	0.1

	Management 
	15
	4
	0.6
	2
	0.3
	3
	0.45
	2
	0.3

	Financial Position
	5
	3
	0.15
	4
	0.2
	3
	0.15
	3
	0.15

	Customer Loyalty/ experiences
	10
	2
	0.2
	2
	0.2
	4
	0.4
	4
	0.4

	China Development Strategy
	20
	3
	0.6
	4
	0.8
	2
	0.4
	1
	0.2

	Global Expansion
	5
	4
	0.2
	2
	0.1
	2
	0.1
	1
	0.05

	Total
	100
	
	3.25
	
	2.85
	
	2.8
	
	1.85



From above CPM analysis, AIA has the highest score implying a stronger competitive positioning than its peers. The three most important success factors in the industry are “China development strategy”, “Management” and “Robustness of distribution channel”, as indicated by weights of 0.2, 0.15 and 0.15 respectively. Although Prudential got the highest score in “China development strategy”, AIA has a higher score in the management effectiveness and a more balanced score in the overall success factors. Other than HSBC, AIA, Prudential and Manulife have their own proprietary agency distribution channel which is the most critical success factor for traditional life insurance companies. For customer loyalty and experiences’ perspective, Manulife and HSBC both got the highest score reflecting their consistent customer focus strategy over the past few years leading to positive customer feedback received from market. AIA has a relatively lower score in “Pricing Competitiveness”, “Advertising” and “Customer Loyalty/Experience” to its peers.


3.6 China Government Regulatory forces 
China insurance market development is the most significant strategy and the largest growth engine country for AIA group. However, it is highly dependent on China regulator’s approval on opening up new branch in China. In 2020, AIA has successfully obtained regulatory approval from China Banking and Insurance Regulatory Commission (CBIRC) and completed the conversion of Shanghai branch to become the first wholly foreign owned life insurance subsidiary in Mainland China. AIA has also received approval from CBIRC to prepare their newest branch in Sichuan where Sichuan is the sixth largest province by GDP in Mainland China and the fourth largest by population, representing a significant long-term growth opportunity for AIA.

4. SWOT analysis
SWOT analysis is an effective strategic planning tool to analyze the company’s competitive positioning by scanning through companies’ internal Strengths (S) and Weaknesses (W) followed by the identification of external Opportunities (O) and Threats (T) that the company is facing in its current business environment. AIA management can then critically analyze SWOT matrix results to make key strategic decisions, for example exploiting external opportunities, avoiding threats, enhancing AIA’s strengths and improving its weaknesses. SWOT analysis an immensely interactive process and requires effective communication among internal departments such as marketing, finance, operations, human resource, management information systems and strategic planning.

4.1 	AIA’s strengths
AIA being the leading organization in insurance industry has many significant strengths that differentiate them from their competitors. These strengths not only help AIA to protect its market share in existing markets but also help in penetrating new markets.

4.1.1 Leading market position in the majority of Asia markets and unique opportunity in China market
AIA has an unparalleled platform in Asia built up over many decades and hold leading positions in the majority of Asia markets. Their 100% focus on Asia will not change and enables them to capture the full growth opportunities available in the world’s most attractive region for life insurance. This focus, combined with the extensive experience of our leadership team in Asia and the quality of our people, has been an important driver of our success.

AIA converted Shanghai branch into a subsidiary and became the first foreign company with a wholly-owned life insurance subsidiary in Mainland China. They have also received regulatory approval to prepare the newest branch in Sichuan. AIA has a unique opportunity in Mainland China with enormous growth potential in both their existing footprint and as they expand into new geographies.

4.1.2 Strong brand with customer satisfaction
For over a century, AIA with a strong brand reputation as a trusted partner to customers, providing peace of mind when they are concerned about the financial security and well-being of their families. It has made a positive historical presence on the lives of customers in Asia. This makes its brand awareness very high and AIA continues building up this strong brand reputation, which can be extremely useful if AIA wants to expand into new markets or product categories. 

4.1.3 Good talent attraction and retention program
AIA has invested extensively in the training of its employees resulting in attracting talent pool from market and retaining experienced and motivated employees in the company. AIA has a diversified workforce with people of many geographical, cultural and educational backgrounds that help the company by bringing in diverse ideas and methodologies of doing things. 

4.1.4 Strong free cash flow and financial position
AIA has a strong financial position with consecutive profits generating over years along with strong free cash flow that facilitate AIA to finance future expansion projects. AIA has successfully demonstrated its ability to generate good returns on capital investment on various new projects in the past. In addition, AIA’s low-cost structure benefit from large economies of scale has helped the company on cost efficiency and savings.

4.1.5 Unrivalled distribution network 
AIA has built a reliable and professional trained tied distribution network in most of AIA’s markets that can reach majority of its potential market. This unrivalled distribution provides direct access to customers, delivering high-quality professional advice to help address the significant and growing long-term protection and savings needs of consumers in Asia. In addition, AIA has built strong partnership distribution such as Citi bank and Bank of Thailand.

4.1.6 Diversified and innovative product portfolio 
AIA has a large diversified product portfolio where it provides products in a large range of categories with a proven track record of developing innovative new products. It has a number of unique product offerings that are not provided by competitors such as AIA Vitality and Medix. 

4.1.7 Strong localization structure with empowerment 
The decision-making process is highly localized to ensure decision made is responsive to local market and best fit to local specific condition. This can increase efficiency in operations by reducing time-consuming communication. AIA also encourages innovation by establishing a center of excellence to leverage the best practices of each countries through knowledge sharing. 

4.1.8 Strong strategic partnership on Health and wellness Ecosystem
AIA has exclusive strategic partnership relationship with Discovery, Medix and WeDoctor to integrate products into an end-to-end health and wellness ecosystem from prediction, prevention through to diagnosis, treatment and recovery.  

4.1.9 Advancement of new technology 
AIA has a well-established IT system which has enabled AIA to be a global leader in the use of technology, embracing greater connectivity, scale and efficiency and transforming AIA into a simple, faster, more customer-centric organization. The advancement of technology, digital and analytics enables transformed experiences for our customers, distributors, partners and employees. 

4.1.10 Strong execution capability to new markets 
AIA has demonstrated a strong execution capability and has built expertise at entering new markets and making success with a consistent and clear value creation strategy over years. The expansion has helped the organization to build new revenue stream and diversify the economic cycle risk in the markets it operates in.


4.2 AIA’s weaknesses
Weakness are the areas that AIA can improve upon to turn its weakness into strengths.

4.2.1 Limited online presence
AIA seems to have limited online presence especially those social media platforms attracting young generation. AIA needs to invest more time and effort in transforming their image and brand into the heart of young segment to better prepare for future generation of customers.

4.2.2 Lower in customer loyalty
AIA was a traditional insurance company with product strategy focused and distribution channel driven company. Not until recently that AIA wants to transform into a customer-oriented insurance company and put customer needs in the heart of every decision made. However, due to a large and complex hierarchy organization structure, customer feedback may not be easily heard when formulating strategies around customer experience and satisfaction. AIA has to build internal feedback mechanism directly from sales team on ground to counter these challenges.

4.2.3 Non-adaptive to niche markets
There are some countries, for example South Korea, Taiwan and China where AIA is still a relatively minor player. AIA is not yet able to tackle the challenges facing a new entrant in the segment and has lost some market share in the niche categories.

4.2.4 High attrition rate in workforce 
Comparing to other organizations in the industry, AIA seems to have a higher attrition rate especially for insurance talents, and need to spend more time and effort on training and development of employees to retain talents. 

4.2.5 Product value proposition is not clear
Even though the products are successful in terms of sale volume, the value proposition of products for target customer segment is not clearly defined which can lead to the attacks in this segment from the competitors. In addition, there are gaps in the product range currently sold by on-line insurance competitors. This lack of choice can give a new competitor a foothold in the market. 
4.2.6 Lower investment in R&D project
Increasing investment in research and development project for future generation is a fastest growing strategy in the industry. Even though AIA is spending some on research and development project, it has not been able to compete with the leading player in the industry in terms of innovation. 

4.3 AIA’s Opportunities 
Asia insurance market is growing fast. AIA’s 100% focus on Asia market enable them to fully capitalize its potential of expansion.
4.3.1 Unprecedented wealth creation for middle-income class in Asia
The population and average household income in particular middle-income class has been growing and there is a trend of Asia’s unprecedented wealth creation in the coming decade. In particular, the rapid growing middle-class population in China especially Great Bay Area (GBA) has contributed to consecutive double-digit growth rate for Hong Kong insurance industry since 2013. This is beneficial for AIA as there will be an increase in the number of potential new customers that can be attracted towards the business. 

4.3.2 China unique market position for expansion 
AIA has successfully completed the conversion of Shanghai branch to become the first wholly foreign owned life insurance subsidiary in Mainland China. AIA has also received approval from CBIRC to prepare their newest branch in Sichuan representing a significant long-term growth opportunity for AIA.

4.3.3 Rapidly shifting customer mindset for personalized protection
There is a tendency of consumer mindset shirting to be more health conscious. Wellness, healthcare and higher expectations of quality of life during retirement age are increasingly at the front of consumer’s mind. However, there is an enormous shortfall between Asia’s need for financial protection and current provision. These protection gaps continue to grow, accelerated by the increasing prevalence of avoidable lifestyle-related diseases, ageing populations, increasing longevity and rapid inflation in healthcare costs. 

4.3.4 Pervasiveness of new technologies
The general trend of pervasiveness of new technologies and the use of AI technologies has created new products and markets opportunities for greater customer connectivity, scale and efficiency, driven by deeper customer insights and analytics. It will also transform the experience of customers, distributors, partners and employees to meet the increasing expectations for efficient and seamless superior personalized experiences anytime and anywhere. 

4.3.5 Taxation deductible incentives
The launch of taxation deductible product scheme such as Voluntary Hospital Insurance Scheme (VHIS) and Qualified Deferred Annuity Plan (QDAP) by HK government have tremendously helped insurance industry to promote medical and retirement savings products coupled with taxation deductible incentives.

4.3.6 Increasing usage of Social media
There has been an increasing number of active social media users worldwide. The three popular social media platforms are Facebook, Twitter and Instagram. It means that there is an opportunity for AIA to expand their presence through on-line interaction with customers. AIA has invested to build online platform over years which has opened up new sales channel. AIA can leverage this opportunity by knowing its customer better and serving their needs using big data analytics.

4.4 AIA’s Threats 
4.4.1 Persistent declining interest rate and increasing healthcare cost
Economic factors have the most significant impact on the performance of the insurance company. The persistent declining interest rate has put tremendous pressure to AIA on statutory capital requirement and product re-pricing. In addition, rapid healthcare cost inflation will lead to medical premium re-pricing leading to customer dissatisfaction. 

4.4.2 Stringent regulatory governance framework 
HKIA has been developing a new Group-wide Supervision (GWS) framework with the purpose of aligning with international standards to supervise Hong Kong domiciled Internationally Active Insurance Groups (IAIGs) to assess the required capital position of the Group. The new capital requirement regulation will come into effect soon in 2021 and it has created additional regulatory and financial risks to AIA group. 



4.4.3 Increasing demand by communities for long term sustainability 
There is a new and stronger voice emerging from the society, requesting corporate company to shift the focus of not only adding values to shareholders but also to all stakeholders involved in the communities. Resilience for long term sustainability is paramount. There will incur additional costs and risk in compliant with ESG guidelines. 

4.4.4 Competition threats from existing competitors and new entrants
The competition of Hong Kong insurance industry is intense since Hong Kong is a mature saturated market with a few large multi-national insurance companies competing such as Prudential, AXA and Manulife. They have similar competitive advantages of having international insurance business exposures, leveraging on a proprietary agency channel and benefiting from the economies of scale with the trusted brand name built over years in market. In addition to those international insurers, there are another type of competitors who are bank associated insurance companies such as HSBC, Hang Seng and Bank of China. Their biggest competitive advantage is the large bank customer database where they can segment customer needs with different type of insurance products, driven by deeper customer insights and analytics. 

The third category of insurance competitor is the new entrants from China giant insurers who originated its insurance business in China market, such as China Life and Tai Ping Life. Their main competitive advantages are the unique cross broader customer base in both Hong Kong and China market and strong financials to pay higher commission to broker channels on tactical basis. In addition, their system infrastructure and specialists on technology knowledge are in general superior than Hong Kong insurers. Above insurance companies are significant threats to AIA’s sales performance and long-term profitability.

4.4.5 New technological developments by competitors
New technological developments by competitors pose a threat to AIA as customer attracted to this new technology can be lost to competitors, decreasing AIA’s overall market share. In addition, constant technological developments require employee workforce to be trained accordingly as the inability to keep up with these technology changes can lead to a loss of business for AIA. 

4.4.6 Limited bargaining power of suppliers
The bargaining power of suppliers (reinsurer) is limited with a few numbers of suppliers available in market. This means that the costs of inputs may increase if reinsurer’s risk appetite has changed especially after Covid-19, which may lead to rising reinsurance premium can pose a threat to the AIA profitability. 

4.5 Limitations of SWOT analysis
Although the SWOT analysis is widely used as a strategic planning tool, the analysis does have some limitations. Firstly, there can be an overlap of strength and weakness factor at the same time, eg. ESG trend can be an opportunity of creating a new value proposition and also a threat if company is not compliant with it. Secondly, SWOT analysis gives equal weight to each factor, but some factors are of higher importance than others and how different factors collectively impact the business holistically needs to be considered. 

4.6 Summary of SWOT analysis using IFE and EFE matrix 

The SWOT analysis can be summarized using IFE and EFE matrix by assigning a weight to the critical factors reflecting the likelihood of events and the extent of the impact could be on company so that AIA management can focus on the most critical factors.

IFE Matrix
	Strengths
	Weight
	Rating
	Score

	1.
	Leading market position and unique opportunity in China market
	0.10
	4
	0.4

	2.
	Strong brand with customer satisfaction
	0.08
	4
	0.32

	3.
	Good talent attraction and retention program
	0.05
	3
	0.15

	4.
	Strong free cash flow and financial position
	0.06
	4
	0.24

	5.
	Unrivalled distribution network
	0.10
	4
	0.4

	6.
	Diversified and innovative product portfolio
	0.05
	3
	0.15

	7.
	Strong localization structure with empowerment
	0.04
	3
	0.12

	8.
	Strong strategic partnership on Health and wellness Ecosystem
	0.07
	3
	0.21

	9.
	Advancement of new technology
	0.09
	3
	0.27

	10.
	Strong execution capability to new markets
	0.05
	4
	0.2

	Weaknesses
	
	
	

	1.
	Limited online presence
	0.07
	2
	0.14

	2.
	Lower in customer loyalty
	0.06
	2
	0.12

	3.
	Non-adaptive to niche markets
	0.03
	1
	0.03

	4.
	High attrition rate in workforce
	0.04
	1
	0.04

	5.
	Product value proposition is not clear
	0.06
	1
	0.06

	6.
	Lower investment in R&D project
	0.05
	2
	0.1

	
	Totals
	1.00
	
	2.95



EFE Matrix
	
	Opportunities
	Weight
	Rating
	Score

	1
	Unprecedented wealth creation for middle-income class in Asia
	0.14
	3
	0.42

	2
	China unique market position for expansion
	0.13
	4
	0.52

	3
	Rapidly shifting customer mindset for personalized protection
	0.09
	2
	0.18

	4
	Pervasiveness of new technologies
	0.08
	2
	0.16

	5
	Taxation deductible incentives
	0.05
	3
	0.15

	6
	Increasing usage of Social media
	0.07
	1
	0.07

	
	Threats 
	
	
	

	1
	Persistent declining interest rate and increasing healthcare cost
	0.11
	3
	0.33

	2
	Stringent regulatory governance framework
	0.07
	3
	0.21

	3
	Increasing demand by communities for long term sustainability
	0.06
	3
	0.18

	4
	Competition threats from existing competitors and new entrants
	0.12
	2
	0.24

	5
	New technological developments by competitors
	0.05
	1
	0.05

	6
	Limited bargaining power of suppliers
	0.03
	2
	0.06

	
	Totals
	1.00
	
	2.57



For IFE matrix, AIA gets 2.95 which is a good mark reflecting the company has more weights on strengths than weaknesses. For the two critical strengths, namely “unrivalled distribution” channel and “leading market position”, AIA has the highest score of 4. On the other hand, AIA needs to improve on two key weaknesses, which are “limited online presence” and “lower customer loyalty”.

For EFE matrix, the overall mark is 2.57. AIA’s unique market position in China coupled with a rapid growth of middle-income class segment enables it to fully capitalize the market potential in China insurance market, which will be the strongest growth engine for AIA group in the next decade. Meanwhile, the major threat for AIA is the intense competition from existing competitors and new entrants from China giant insurers. The declining interest rate coupled with stringent regulatory risk framework add to the risks facing by AIA.   

5. Strategies generation 

5.1 SWOT strategies matrix for AIA
The SWOT matrix framework enables a company to identify internal strategic factors on strengths and weaknesses and external strategic factors on opportunities and threats. It helps develop four types of strategies by mixing internal and external factors. These are:  

1. Strengths-Opportunities Strategies (SO): This involves using internal strengths to take advantage of external opportunities.
2. Weaknesses-Opportunities Strategies (WO): This involves improving on the company’s weaknesses by making use of the opportunities.
3. Strengths-Threats Strategies (ST): This involves the use of strengths to reduce the impact of external threats.
4. Weaknesses-Threats Strategies (WT): This involves defensive tactics of reducing internal weaknesses and avoiding the risk of external threats.

The main objective of SWOT matrix is to help identify the strategies that can be used to build on the company’s strengths, improve its weaknesses while making the most of opportunities and countering threats.

Table 1 – below is SWOT strategic matrix


	
SWOT Matrix
	Strengths 
1. Leading market position and unique opportunity in China market
2. Unrivalled distribution network
3. Advancement of new technology
4. Strong brand with customer satisfaction
5. Strong strategic partnership on Health and wellness Ecosystem
6. Strong free cash flow and financial position
7. Good talent attraction and retention program
8. Diversified and innovative product portfolio
9. Strong execution capability to new markets
10. Strong localization structure with empowerment
	Weaknesses 
1. Limited online presence
2. Lower in customer loyalty
3. Product value proposition is not clear
4. High attrition rate in workforce
5. Lower investment in R&D project
6. Non-adaptive to niche markets

	Opportunities 
1. Unprecedented wealth creation for middle-income class in Asia
2. China unique market position for expansion
3. Rapidly shifting customer mindset for personalized protection
4. Pervasiveness of new technologies
5. Increasing usage of Social media
6. Taxation deductible incentives
	SO strategies
1. Further strengthen Premier Academy strategy to scale up agency channel capacity and productivity through digitalization and advice-centric models to fully capitalize the potential market growth for middle-income class in Asia market. 
2. Continue to invest in digital tools that enable our agency and partnership channel to provide a best-in-class customer experience and personalized protection products 
3. Equip distributors with powerful digital tools to attract talent leaders to increase the effectiveness of agency management, new on-line capabilities for recruitment and training
4. Transform a differentiated customer experiences through deeper insights from data analytics and make use of social media platform enabling distinctive and personalized end-to-end customer journey (learn, buy, service and claims).  
5. Further strengthen the compelling unique value proposition of products and services through AIA exclusive health and wellness ecosystem platform that are relevant and reflect an individual’s needs and lifestyle. It will change the way life insurance is perceived and provide a strong basis for developing long-term relationships with our customers. 
6. Make use of AIA strong financial position, free cash flow and local office excellent execution capability to acquire any good business opportunities. For example, the recent horizontal integration of acquiring BEA Life and gaining 15 years exclusive access to HK and GBA BEA network bank customers.  
7. Leverage on AIA strong brand name and unique China market position to better prepare for GBA insurance integration works 
	WO strategies
1. Increase social media presence for AIA on the three most famous social media platforms: Facebook, Twitter and Instagram. It can help build the company brand in the heart of young generation segment who are tech-savvy oriented. 
2. Explore the feasibility to build a well-functioning and interactive website that may help draws internet traffic and open up new sales channel. 
3. Set up a clear and compelling product value proposition for young generation that can better address their needs and lifestyle. Build internal feedback mechanism directly from sales team on ground.
4. Increase investment in R&D on AI-enabled technology to enhance customer experience and increase operation efficiency.
5. Establish a special project team led by local CEO to review the challenges and difficulties facing in exploring niche markets in the local markets.  

	Threats
1. Competition threats from existing competitors and new entrants
2. Persistent declining interest rate and increasing healthcare cost
3. Stringent regulatory governance framework
4. Increasing demand by communities for long term sustainability
5. New technological developments by competitors
6. Limited bargaining power of suppliers
	ST strategies
1. Continue to enhance AIA brand awareness through effective integrated marketing strategies
2. Ride on AIA’s unique purpose of “helping people live healthier, longer, better lives” to be the leading provider of personalized advice and innovative solution to differentiate AIA product and services from market competitors (focusing on integrating next generation life and health protection with AIA’s health and wellness ecosystem)
3. Leverage AIA strong financial position and finance specialist to derive feasible solutions to reduce the impact of declining interest rate and stringent regulatory governance framework.
4. Incorporate ESG strategy to be a global industry leader in ESG with five strategies focus areas of improving health and wellness, green operations, sustainable investment, people and culture, and effective governance.
5. Maintain a good relationship with key major suppliers (reinsurers) for a jointly development program and negotiation on better reinsurance arrangement.

	WT strategies
1. Keep abreast of competitor’s latest technological development and assess the impact on business. 
2. Closely monitor competitor’s on-line strategy and their presence on social media to review the impact on business. 
3. Regularly perform net promoter score across industry benchmarking AIA with other competitors to review any significant changes in ranking.
4. Increase investment in R&D on technology development to avoid being lag behind by competitors.
5. Improve staff training and development program to attract and retain talents from joining competitors



5.2 Strategic position and action evaluation (SPACE) matrix
FP


X= 2.4, Y=0.8


CP
IP





SP


Internal Analysis						External Analysis 
	Financial Position (FP)
Sales
Profits
ROE
VONB margin/growth
Embedded Value growth 
Solvency position
Financial Position (FP) Average 
	
5
6
5
6
4
4
5
	Stability Position (SP)
Interest rate 
Price range of competing products
Competitive pressure
Technology changes
Government regulation changes
Barriers to entry into market
Stability Position (SP) Average 
	
-6
-4
-3
-3
-5
-4
-4.2

	Competition Position (CP)
Market share 
Product quality 
Customer loyalty 
Technological know-how
Control over suppliers and distributors
Competition Position (CP) Average 
	
-2
-3
-4
-2
-2
-2.6
	Industry Position (IP)
Growth Potential
Financial Stability 
Profit potential
Ease of entry into market
Productivity, capacity utilization 
Industry Position (IP) Average 
	
6
4
6
4
5
5



5.3 Strategy option
CP/IP position: a growing industry position coupled with a robust AIA’s competition position.
FP/SP position: although external stability position is adversely affected by declining interest rate and tightening regulatory solvency requirement, AIA with strong financial position and good track record of profitability can reduce the impact of these external challenges. 

Therefore, AIA is located in the Aggressive Quadrant of SPACE Matrix, suggesting AIA needs to continues seeking opportunities for horizontal integration, continue deepening market penetration in 18 existing markets, expand its business into new markets and continue investing in product development and related diversification strategies.

6. Strategies selection 
6.1 Selection of strategy options by utilizing OSPM matrix 

SO 1 – refers to number 1 SO strategy under SWOT matrix 
	
	
	
	SO 1
	SO 2
	SO 3
	WO 1

	
	Opportunities
	Weight
	AS
	TAS
	AS
	TAS
	AS
	TAS
	AS
	TAS

	1
	Unprecedented wealth creation for middle-income class in Asia
	0.14
	4
	0.56
	3
	0.42
	3
	0.42
	3
	0.42

	2
	China unique market position for expansion
	0.13
	4
	0.52
	3
	0.39
	4
	0.52
	3
	0.39

	3
	Rapidly shifting customer mindset for personalized protection
	0.09
	2
	0.18
	4
	0.36
	0
	0
	3
	0.27

	4
	Pervasiveness of new technologies
	0.08
	0
	0
	4
	0.32
	4
	0.32
	2
	0.16

	5
	Taxation deductible incentives
	0.05
	0
	0
	2
	0.1
	0
	0
	0
	0

	6
	Increasing usage of Social media
	0.07
	0
	0
	2
	0.14
	3
	0.21
	4
	0.28

	
	Threats 
	
	
	
	
	
	
	
	
	

	1
	Persistent declining interest rate and increasing healthcare cost
	0.11
	0
	0
	0
	0
	0
	0
	0
	0

	2
	Stringent regulatory governance framework
	0.07
	0
	0
	0
	0
	0
	0
	0
	0

	3
	Increasing demand by communities for long term sustainability
	0.06
	2
	0.12
	3
	0.18
	0
	0
	0
	0

	4
	Competition threats from existing competitors and new entrants
	0.12
	3
	0.36
	3
	0.36
	4
	0.48
	3
	0.36

	5
	New technological developments by competitors
	0.05
	0
	0
	3
	0.15
	0
	0
	0
	0

	6
	Limited bargaining power of suppliers
	0.03
	0
	0
	0
	0
	0
	0
	0
	0



	
	
	SO 1
	SO 2
	SO 3
	WO 1

	Strengths
	Weight
	AS
	TAS
	AS
	TAS
	AS
	TAS
	AS
	TAS

	1.
	Leading market position and unique opportunity in China market
	0.10
	4
	0.4
	4
	0.4
	4
	0.4
	4
	0.4

	2.
	Strong brand with customer satisfaction
	0.08
	3
	0.24
	4
	0.32
	2
	0.16
	3
	0.24

	3.
	Good talent attraction and retention program
	0.05
	0
	0
	0
	0
	0
	0
	0
	0

	4.
	Strong free cash flow and financial position
	0.06
	0
	0
	0
	0
	0
	0
	0
	0

	5.
	Unrivalled distribution network
	0.10
	4
	0.4
	4
	0.4
	4
	0.4
	3
	0.3

	6.
	Diversified and innovative product portfolio
	0.05
	2
	0.1
	0
	0
	0
	0
	3
	0.15

	7.
	Strong localization structure with empowerment
	0.04
	0
	0
	0
	0
	0
	0
	0
	0

	8.
	Strong strategic partnership on Health and wellness Ecosystem
	0.07
	3
	0.21
	4
	0.28
	3
	0.21
	3
	0.21

	9.
	Advancement of new technology
	0.09
	3
	0.27
	2
	0.18
	4
	0.36
	4
	0.36

	10.
	Strong execution capability to new markets
	0.05
	0
	0
	0
	0
	0
	0
	0
	0

	Weaknesses
	
	
	
	
	
	
	
	
	

	1.
	Limited online presence
	0.07
	0
	0
	2
	0.14
	0
	0
	4
	0.28

	2.
	Lower in customer loyalty
	0.06
	3
	0.18
	2
	0.12
	2
	0.12
	3
	0.18

	3.
	Non-adaptive to niche markets
	0.03
	0
	0
	0
	0
	0
	0
	0
	0

	4.
	High attrition rate in workforce
	0.04
	0
	0
	0
	0
	0
	0
	0
	0

	5.
	Product value proposition is not clear
	0.06
	0
	0
	0
	0
	0
	0
	2
	0.12

	6.
	Lower investment in R&D project
	0.05
	0
	0
	0
	0
	0
	0
	0
	0

	
	Totals
	
	
	3.54
	
	4.26
	
	3.69
	
	4.12



All of above strategies should be implemented as they focus on using digital technology tools to enhance distribution capability to increase productivity as well as improve customer experiences to increase their satisfaction. These are critical strategies for deepening market penetration and product development strategic direction. In addition, the WO1 strategy is important to turn current weakness into strength by leveraging the increasing usage of social media.  


7. Recommendations of key strategies 
AIA is one of the leading companies in insurance industry and maintains its dominant market position in the majority of local markets. AIA is located in the Aggressive Quadrant of SPACE Matrix, suggesting AIA needs to continues seeking opportunities for horizontal integration (such as recent acquisition of BEA life), continue deepening market penetration in 18 existing markets, expand its business into new markets and continue investing in product development. Details of the recommended strategies are listed under table 1 SWOT matrix. 

Some WO or WT strategies may be difficult to implement since it requires company putting extra budget and human resources to review current practices and improve the process. An effective strategy maps by using balanced scorecard focusing on learning and growth, internal process, customer experience and financial perspectives would help achieving corporate strategy goals.
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