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1. Recognise the need for strategic change and be able to critically assess the organisational  (micro and macro) environment;
2. Identify barriers and issues to strategic change and recommend approaches to overcome such barriers.

a)	Conducts a strategic internal and external audit using relevant analytical frameworks or strategic analysis tools to evaluate the key issues facing the organisation.

b)	Uses relevant strategy generation and selection methods and recommends the strategic options the organisation should take.

c)	Analyses the barriers the organisation may encounter in implementing their strategic choice and proposes how they can overcome the barriers.


[bookmark: _Toc133170117]Executive Summary
This essay will provide a strategic review on how the Hong Kong based insurance company FTLife Insurance Company Limited (“FTLife”), which currently has no operation in China, can capture the business opportunity in Greater Bay Area (“GBA”) and expand its distribution to GBA using the strong network of its parent company, New World Development Company Limited (“NWD”). 

1) [bookmark: _Toc133170118]Introduction
The GBA is southern China’s most important economic cluster by output in China.  GBA mainland cities currently hold a population of 61.5 million and a total of USD 33 billion in life insurance premiums. Coupled with low insurance penetration of 5.5% in the GBA mainland cities compared to 20.8% in Hong Kong, it represents a large growth opportunity (Tong, 2022).  

NWD (新世界發展) is a listed company (0017) in Hong Kong with a total asset value of HK$ 622 billion (as of 31 Dec 2022).  NWD acquired 100% equity interest in FTLife in December 2018 from Tongchuangjiuding Investment Management Group Co., Ltd. , at a consideration of HK$21.5 billion in cash (FTLife Press Release, 2018) .  NWD is expected to create greater synergies for FTLife to further expand its business.  The acquisition of FTLife was completed in November 2019.  FTLife currently does not have any insurance business operation in China.  

NWD has strong financial strength, a long-standing development history and outstanding brand reputation. NWD core businesses areas includes toll roads, commercial aircraft leasing, property development, property investment, facilities management business, department stores and hotels, as well as wide-spread operation network and solid customer base in Hong Kong and Mainland China.  The acquisition of FTLife highly synchronises with the development strategy of NWD, and position FTLife’s long-term vision of ‘deep roots in Hong Kong, integration with Mainland China and expansion throughout Asia’ and strategic focus on the Greater Bay Area. 

2) [bookmark: _Toc133170119]FTLife Background
FTLife is incorporated in Bermuda and licensed by the Bermuda Monetary Authority as a Class E insurer and its principal place of business is in Hong Kong.  FTLife is authorised to conduct Long Term (i.e. life insurance) business in Hong Kong since 1986 under Class of business A, C, G, H and I (Insurance Authority, 2023). 

Refer to Schedule 1 of Cap 41. Insurance Ordinance, the Class of business refers to: 
A. 	Life and Annuity
C. 	Linked Long Term
G. 	Retirement Scheme Management Category I
H. 	Retirement Scheme Management Category II
I. 	Retirement Scheme Management Category III

According to FTLife’s corporate website, FTLife offers a range of insurance and financial planning products and services, including life, medical and health, personal accident, critical illness, disability insurance, savings plan, investment-linked insurance and retirement solution to meet the long-term financial and protection needs of general public in Hong Kong.  FTLife ranked as 12th among Hong Kong life insurance companies by APE in 2021 (Statista, 2021).
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Figure 1 - Market share of life insurance companies in Hong Kong in 2021, based on the premium income of new business (Statista, 2021)

FTLife aims to provide its customers with life-planning solutions, from wealth management and succession to health, wellbeing and quality of life enhancement that can help its customers with more fulfilling lives.

As at 31 December 2021, FTLife’s total assets amounted to HK$81.2 billion. It has been maintaining a prudent investment approach that prioritises asset-liability management and risk control so that it can deliver optimum, sustainable return to its customers.  

While strengthening its agency force of 3,000 members via training and governance control, FTLife is also enhancing its distribution channel through expanding its partnership channel, and at the same time expand its cooperation with banks to tap new business opportunities. Through the acquisition by NWD, further collaboration within the ecosystem of the NWD also assisted in expanding FTLife’s customer base and to fuel growth. 

Long-term growth outlook for FTLife Insurance remains strong as demand for FTLife’s products induced by the rising awareness of healthcare protection stays solid and the strong pent-up demand from customers in GBA is stand to be released as border between Hong Kong and the Mainland China reopened recently, notwithstanding the short-term headwinds brought about by the spike in interest rates and economic uncertainties in Hong Kong.

3) [bookmark: _Toc133170120]FTLife Vision and Mission Statement
Form the corporate website, FTLife has a vision statement - “Think beyond insurance”.    FTLife is fully immersed and integrated with the NWD’s business ecosystem, such as shopping mall, hotels, healthcare services and leisure facilities, etc., to reimagine and reshape the concept of insurance. 

FTLife has a mission statement – “FTLife is your contemporary steward to wealth management, health and wellbeing, and a tasteful lifestyle. We listen attentively to our clients' needs, to meet the demands and standards of the new generation. We are unafraid of breaking conventions, to lead the industry in creating innovative services and products. We pursue excellence, and we are constantly surpassing ourselves, to keep up with the rapid pace of change today.  We are here, to redefine insurance.” 

FTLife also has a core corporate value to “Embrace Change for Better Future” with its customers at every step of their life journey.  FTLife promises to listen, to generate keen insight and to redefine insurance in order to create unconventional products that truly cater to its customers’ needs and wants. 

From the corporate website, it also has three Brand Pillars:
· “Customer Centricity – Building on our best-in-class products, we strive to constantly deliver the services and products that best serve customer needs, by listening carefully and responding quickly and thoughtfully.” 

· “Adjacent Innovation – We seek to leverage the full strength of the New World Group ecosystem to create new services and products that break the mould for the insurance industry.”

· “Dynamic Energy – Going beyond means always driving each other forward. Every one of us taps into a desire to push ourselves to the next level –powered by a progressive, flexible mindset that links us as one team.”

The company’s vision to think beyond insurance and mission statement to redefine insurance aligns with NWD’s goal to be a distinctive brand of great reputation and creating value for our customers as part of the NWD ecosystem. 

4) [bookmark: _Toc133170121]Strategic Internal Audit
The strategic internal audit below try to identify and evaluate FTLife’s strengths and weaknesses of its management experience, management, marketing, insurance product and service, pricing, distribution, financial strength and system support, etc. to capitalize on new opportunities.  

[bookmark: _Toc133170122]4.1) 	Management Experience:
FTLife appointed Mr Mankit Ip as its new Chief Executive Officer in Sept 2022. Mr Ip has over 30 years of experience in the life insurance industry, and had been on many senior management roles in both Hong Kong and Mainland China, covering all key functions such as information technology, operations, project management, transformation, as well as health and wellness business development. He has played an active role in the medical insurance reform and the digitalization development.  Ever since joining FTLife in early 2022 as its Chief Administration Officer, Mr Ip has been playing a vital role in shaping the FTLife’s business strategies and actively leverage the NWD’s ecosystem to enhance the business profile.

Dr. Henry Cheng is the Chairman and Executive Director of NWD. He has been on the Board of Director since 1972 and appointed as Chairman in March 2012. Dr. Cheng also being the Chairman of a number other companies in Hong Kong related to property development, jewellery, multimedia, and shopping centres with strong tie to GBA. Dr Cheng has extensive experience in running large business operation in Mainland China.

Dr. Adrian Cheng is the Executive Vice-chairman and Chief Executive Officer of NWD. He has been on the current position since 2015. Dr. Cheng oversees the strategic direction for the Company's property development and investment activities. Dr. Cheng launched the K11 brand, a museum-retail complex that is at the nexus of art, retail, healthcare, commerce, education and charity. He also directs early-stage funding to start-ups and technology-driven platforms. Dr. Cheng also has close connections with Mainland China, which he serves as a member of the 14th National Committee of the Chinese People’s Political Consultative Conference of The People’s Republic of China, a vice-president of All-China General Chamber of Industry. 

In summary, the key management has solid experience in expanding business in Mainland China with the strong network from NWD. 

[bookmark: _Toc133170123]4.2) 	Management:
The Management function includes planning, organizing, motivating, staffing and controlling (David & David, 2017). 

FTLife has become part of the ecosystem of NWD since 2019, which allows NWD to create synergies and provide customers with best-in-class life-planning solutions, from wealth management and succession to health, wellbeing and quality of life enhancement, that help them lead more fulfilling lives.  FTLife can leverage the diverse businesses and great business network of the NWD to work side-by-side with different stakeholders as we strive for continuous innovation and success.

Here are some key events for announced by FTLife in 2022:
· March 2022: FTLife delivered stellar results in 2021 with overall Annualised Premium Equivalent increased 19% year on year as laid out by the statistic report issued by the Hong Kong Insurance Authority. FTLife's market share increased from 2.2% to 2.6% despite the tough operating environment amid the pandemic. 
· May 2022: FTLife announced the launch of a new Voluntary Hospital Insurance Scheme “FlexiCare”.  The benefit limit is double aggregate limit offered for common major illnesses such as major cancer, severe heart attack, stroke, respiratory diseases and any disease declared as a Public Health Emergency of International Concern such as COVID-19. 
· July 2022: FTLife announced the grand opening of its brand-new concept centre, “The GalaMuse”. The centre has over 10,000 square feet of a multi-functional space and a range of ancillary facilities. FTLife also aims to enhance agents’ productivity and performance comprehensively through the innovative technology offered by the centre, including VR training and A.I. workshops. 
· July 2022: FTLife and K11 partner for industry-first initiative on cross-channel innovation sees K Dollar being accepted as premium payment.  K Dollar is the digital reward scheme set up by NWD when your spend money in participating merchants under NWD. K Dollar will be accepted by FTLife for premium payment, bringing the customer experience to the next level with enhanced convenience and relevance to their everyday life. It demonstrates FTLife has integrated itself with the NWD's diverse business ecosystem where FTLife is able collaborate with other affiliate business units, which is a solid example of how our mission to “Think beyond insurance”. 
· Nov 2022: FTLife launched Everglow 128 Insurance Plan, a life insurance protection and wealth inheritance up to 128 years. The plan will distribute a guaranteed cash coupon of up to 3% of the insured units in every policy anniversary up to 128 years to the owners. The Plan also allows unlimited changes of the insured and provides annual dividend, helping customers create stable funds for achieving various life goals, creating wealth growth opportunities as well as effectively pass wealth to the next generation.

There corporate events above seems to indicate the FTLife management has good planning, organizing, motivating, staffing and controlling ability.  Having said that, all these events are only focus in Hong Kong, none of it is related to GBA. Whether extra management resource or management skillset is required to support to business development in GBA will depends on the strategic approach adopted by FTLife.

[bookmark: _Toc133170124]4.3) 	Marketing:
FTLife is a local insurance brand, it does not being reconcile in the GBA market. ON the other hand, NWD has been actively participating in various businesses in the Mainland China. It has established itself as one of the largest foreign direct investors in Mainland China. In the recent years, the NWD has steadily increased its investments in Mainland China, expanding in first-tier and fast-growing cities with a focus on the GBA. 

According to FTLife’s corporate profile, NWD has core property development projects were primarily located in Guangzhou, Shenzhen, Foshan, Wuhan, Shanghai, Ningbo, Hangzhou, Beijing and Shenyang, constituting a landbank that boasted a total GFA of approximately 5.31 million square meter, of which 51% is located in the Greater Bay Area. 

In 2020, the subsidiaries of NWD:
· operate 15 toll roads in Mainland China with a network of approximately 740 km long; 
· has over US$16.5 billion worth of investment spanning four municipalities and 19 provinces in Mainland China; 
· maintain more than 4,100 points of sales in Mainland China, Hong Kong, Macau and more by Chow Tai Fook Jewellery Group; 
· has more than 7,400 hotel rooms provided by 17 hotels spanning Hong Kong, Mainland China and Southeast Asia; 

Given that NWD has existing well established business network within GBA, FTLife has a enjoy this marketing advantage and integrate into NWD’s ecosystem, and present itself as insurance arm under NWD to provide innovate insurance products and deliver market-first user experience in wealth management and succession, health and wellbeing, and quality life for customers in GBA. 

[bookmark: _Toc133170125]4.4) 	Insurance Product & Service:
Hong Kong continues to attract GBA customers for its quality of medical care in private hospitals, and a perception that Hong Kong’s medical insurers offer better after-sales service, coverage and faster pay-outs. 

According to Swiss Re survey in 2021, GBA correspondents regard cross-border doctor and hospital referrals as desired value-add services to health insurance. They are willing to pay more for health insurance coverage, a sign of the huge growth potential for Hong Kong insurers. Medical reimbursement and critical illness (CI) insurance continue to be the top-priority products for Swiss Re survey respondents in 2021, as in the 2019 survey.

[image: ]
Figure 2 - Comparing Insurance Services in Hong Kong vs Mainland China (Swiss Re, 2021)

In terms of claims process, Hong Kong insurance companies have higher product premiums, but claims pay out amount is also high compare to insurance products in Mainland China (Zhang et al, 2021). The claim processing time is also short in Hong Kong with a speedy claim payment with high efficiency.

In another survey (Tong, 2022) conducted by Manulife in 2022, it showed that 96% of respondents from GBA are eager to visit Hong Kong when the border reopens within the first 6 months.  70% of respondents said they plan to buy insurance products during their visit.  Results further show that respondents have the desire to purchase three insurance products on average for their family members. Critical illness and personal accident are the most wanted products, attracting 40% and 33% respectively.  86% of respondents, who are married plan, are interested to buy long-term savings insurance, universal life insurance, and investment-linked insurance for their spouses, whilst 62% of parents are looking to buy insurance for capital growth and protecting for their children. 

From this end, FTLife continued to enhance its product offerings by introducing new products into the market:
· “FlexiCare”, a Voluntary Hospital Insurance Scheme plan with tax incentive from Hong Kong Government. It has enhanced benefit limit for common major illnesses, launched in May 2022.
· “Your Choice” Insurance Plan, a short-term savings insurance product launched in July 2022;
· “Protect Starter”, a new critical illness protection plan with new value proposition  launched in August 2022;
· “Everglow 128” Insurance Plan, a saving plan with annual distribution of cash coupons to provide stable income streams for maximum of 128 years and allows change of insured to pass the legacy to next generations, launched in November 2022;  and
· “Legend 2”, a single pay investment linked product offering customers a spectrum of investment choices according to their needs and appetites, launched in November 2023.

FTLife has a range of insurance products which can fits the need of GBA customer. 

[bookmark: _Toc133170126]4.5) 	Pricing: 
According to the World Health Statistics Report 2016 released by the WHO, the global average life expectancy is 71.4 years. The average life expectancy for Hong Kong is 85 years while Mainland Chinese is on average 75 years.  

One of key factor to determine insurance premium is based on local life expectancy, morbidity and mortality. As the average life expectancy in Hong Kong is higher than the Mainland China, so the insurance costs in Hong Kong are also lower than Mainland China.  For the same type of insurance, the premium in Hong Kong may be 40% lower than that from the Mainland China (Tang, 2022). This is a huge advantage why residence of GBA would like to purchase insurance in Hong Kong.  

In addition, the insurance coverage is generally better for Hong Kong insurance policy.  For example, a critical illness insurance plan in Hong Kong may cover up to over 100 insurable diseases, but many diseases not covered in policy issued in Mainland China (Zhang et al, 2021). The Hong Kong policy also provides claims payment in the event of removal of benign tumours, precancerous lesions and other operations that do not considered as serious diseases, these coverages are not available from policy issued by Mainland China insurers. Moreover, some critical illness policies issued in Hong Kong may allow multiple claims on defined critical illness diseases, whereas the policy issued by Mainland China only allows one claim per policy. 

Another advantage of Hong Kong insurance policy is high investment efficiency. As Hong Kong is a free market, which do not subject to capital and investment restrictions, insurance companies in Hong Kong can allocate up to 90-95% of the company's capital gains to its clients on an annual basis, no major national insurance company in Mainland China can offer insurance plan with similar investment return (Tang, 2022).  The average annual investment return of Hong Kong insurance policy is 4-5%, which is 1% higher than Mainland China policy (Zhang et al, 2021).

With the above elements, there are competitive advantages on pricing and the coverage of the insurance product issue in Hong Kong. 

[bookmark: _Toc133170127]4.6) 	Distribution:
In Hong Kong, insurers use agents and bank branches to conduct over 90% insurance sales as reflected in statistic published by Insurance Authority in 2022. Consumers still rely on the agency channel to get information on insurance terms, make applications and file for claims.

However, GBA consumers more favoured online and mobile channels for distribution and services according to industry survey (Swiss Re, 2021), this is partly linked to wider use of digital payments in Mainland China. More than half of GBA Guangdong respondents now prefer to use online or mobile channels to buy insurance, file for claims and insurance renewals. 

FTLife has around 3,000 licensed agents (FTLife, 2021), which is only around 2.6% of total individual licensees in Hong Kong.  In addition, FTLife does not have any infrastructure to support online or mobile application, which is identified as a weakness in this review.

[bookmark: _Toc133170128]4.7) 	Financial Strength:
According to its Financial Condition Report published in June 2022, FTLife has a Gross Premium Written from its Long-Term Insurance business of HK$ 12,043 million from July 2021 to June 2022. As of end of June 2021, its insurance embedded value increased by 23% over 2019, total assets grew 21% while gross premium saw a 10% increase (FTLife Corporate Profile, 2022). In addition, FTLife has policyholder and shareholder investment assets of HKD 55,670 million which is mainly composed of 71% fixed-income investments.  The fixed income portfolio is of good quality bonds with 99% rated as investment grade at 30 June 2022.  

FTLife maintained a strong capital position with “A-” and “A3” ratings assigned by Fitch Rating and Moody's respectively as at 30 June 2022. Furthermore, FTLife has a solvency ratio of 342% as of 30 Jun 2022, far exceeding the regulatory minimum requirement of 150% (FTLife Corporate Profile, 2022). The solvency ratio refers to the proportion of insurer’s total available capital to the minimum regulatory capital. The higher the solvency ratio, the stronger is the financial position of the insurance company.  FTLife performs the stress testing to provide assurance that the capital is to adequately maintain regulatory solvency and withstand adverse financial risk events. The stress test result is reviewed regularly by relevant committees.

In gist, the financial strength of FTLife is in good share. 

[bookmark: _Toc133170129]4.8) 	System Support:
To support the growth of GBA business, certain system enhancements may need to enhance such as:
· support of simplified Chinese in data input and printing of insurance contract;
· allow premium payments to be received and send to bank accounts in China;
· ability to accept on-line insurance applications; 
· enable customer to log into the customer system outside Hong Kong, etc.

The system support is another weak area for FTLife to extend its distribution to GBA.  
5) [bookmark: _Toc133170130][bookmark: _Toc133170131]Strategic External Audit by Environmental Scan
The Strategic External Audit aims to identify and evaluate trends and events beyond the control of FTLife.  It helps revealing key opportunities and also threats confronting FTLife, so the management can formulate strategies to take advantage of the opportunities and avoid or reduce the impact of threats.  

5.1) 	China Factor:
The China’s Central Government issued a Development Plan in 2019, which includes the implementation measures to develop the GBA’s financial services and insurance sector.  According to Swiss Re survey in 2021, 42% of respondents in Guangdong have interested to purchase insurance product from Hong Kong insurers, which is up from 37% compare to the last survey issued in 2019.  The rise in demand from GBA residence is attributed to higher consumer risk awareness due to the pandemic, as well as to economic developments in the GBA, including in infrastructure.  

The GBA visitors returned to Hong Kong after the borders re-open in January 2023. The number of visitors from Mainland China in March is 7 times compare January 2023.  The increase further supports the growing in demand on insurance products for Hong Kong’s insurers.
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Figure 3 – Hong Kong Recorded Provisional Visitor Arrivals for March 2023 (Press Release - the Hong Kong Tourism Board, 2023)

With more GBA residents realises the benefits of comprehensive medical insurance provided in Hong Kong, and there is a growing appetite for different types of health protection. As Hong Kong has a comprehensive range of insurance products available to GBA residents, it remains a prime location for GBA residents seeking health-related insurance solutions, and this is clearly a target market that FTLife should tap into.

Another survey conducted by UBS indicated two-thirds of mainlanders who visited Hong Kong is intended to buy insurance in Hong Kong within a year (Wang, 2023). It is expects the value of insurance policies taken out by Mainland residents will return to the peak level again in 2024.

For Mainland Chinese buyers, the most pressing concerns are critical illness or death, and insufficient medical funds and resources (OliverWyman, 2023). The younger the consumers, the more pronounced these fears are.  For those planning to purchase life insurance in Hong Kong in the next 24 months, around 80% are interested in critical illness or medical healthcare products. 

Post-COVID-19, their appetite for offshore investment allocation has also increased. For those planning to purchase life insurance in Hong Kong in the next 24 months, 61% are also interested in increasing their savings coverage (OliverWyman, 2023). The key savings propositions that Mainland Chinese buyers value are expected returns, a guarantee of returns, and flexibility with regard to withdrawals, while features such as foreign exchange allocation and legacy planning are less important.

As Hong Kong continue to offer higher expected returns, and its trusted financial system provides consumers with a base from which they can diversify and broaden their portfolios, it is expected FTLife’s products can meet the demand of GBA customer to accumulate wealth and better health protection. 
[bookmark: _GoBack]
[bookmark: _Toc133170133]5.2)		Support from Hong Kong Government to Develop Insurance Sector 
The Hong Kong Special Administrative Region Government (“HKSAR Government”) issued a development roadmap for the insurance sector in Hong Kong in December 2022, which outlined visions and missions of the HKSAR Government, as well as targeted policy measures to consolidate the status of Hong Kong as a global risk management centre and sophisticated insurance hub.  In particular, the roadmap aims to enlarge the market accessible by Hong Kong insurance sector through proactive policy initiatives and facilitative legislation. It will leverage on the unique advantages under the "one country, two systems" principle and integrate the insurance sector into the national development arena riding on the "Dual Circulation" strategy. 

The roadmap clearly indicated that GBA is an ideal entry point to enlarge the market accessible by the Hong Kong insurance sector. The HKSAR Government is striving to set up insurance after-sales service centres in places such as Nansha and Qianhai in the near future, and are exploring feasible ways of connecting the insurance markets in the Mainland China and Hong Kong.
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Figure 4 – The Insurance Density and Penetration of Hong Kong Insurance Market (Presentation from Hong Kong Insurance Authority in Guy Carpenter 2023 CEO Forum, 2023)

[bookmark: _Toc133170132]5.3)		Strategies adopted by other competitors
As per Figure 1, the top players are Manulife, AIA, FWD, HSBC, China Life and Prudential. It should be noted that all of them already has parent company, subsidiary or affiliated insurance company set up in Mainland China, with a brand image recognised by GBA customers. 

As reported by Wang in her news report in April 2023, many insurers have launching special promotions to boost the market. With AIA offers a special discount of 5% to clients who pay their premiums for three years, and an over 8% discount for a five-year payment period. A policy offered by Manulife Financial also offers a discount of up to 20 percent to those paying three-year premiums. 

Apart from policy discount, major competitors also launched marketing campaigns on brand awareness and new products, they are also active in social media platforms in China on insurance matters and travel information to Hong Kong. 

FTlife has to catch up on all these areas in order to capture this market. The support from NWD would be a critical factor to success in this GBA strategy. 

[bookmark: _Toc133170134]5.4)		Political Environment
The People’s Bank of China also issued a policy in February 2023 to allow offshore financial institutions to set up life insurance, property insurance, and insurance holding companies in the Qianhai Shenzhen-Hong Kong Modern Service Industry Cooperation Zone to improve cross-border insurance and speed the zone’s transformation into a service center for the Hong Kong insurance sector in the GBA.

The service center is expected to be built faster to better provide services to Mainland Chinese residents for claims settlement and likely promote Hong Kong’s insurance sector.  This also support FTLife extent its business into GBA. 


[bookmark: _Toc133170135]5.5)		Legal factors 
The China Banking and Insurance Regulatory Commission (“CBIRC”) is the regulatory authority responsible for monitoring and maintaining the lawful and steady operation of the insurance and reinsurance industry.  Insurance business must be conducted by insurance companies in accordance with relevant laws and regulations (Article 6, Insurance Law). All entities engaged in insurance business must be authorised or licensed by the CBIRC. 

Currently FTLife does not have a license in Mainland China. To establish an insurance company in Mainland China is subject to approval from the CBIRC, a formal written application specifying the name, registered capital, scope of proposed business, feasibility study report, preparatory plan, the investor's business licence and background information and the previous accounting report, etc. and other documents specified under Article 70, Insurance Law should be submitted to CBIRC.
 
The principal shareholders of the insurance company must be able to sustainably make profits, have a good credit standing, have no record of material violation of laws or regulations in the previous three years, have a net asset value of at least CNY$ 200 million; and comply relevant insurance and company law.  The minimum registered capital requirement of an insurance company is RMB200 million, which must be fully paid up in cash (Article 69, Insurance Law).

In addition, the proposed board of directors, supervisors, and senior management personnel must have good moral character, be familiar with insurance-related laws and administrative regulations in China, have the business management abilities required to perform their duties and have suitable insurance qualifications (Article 81, Insurance Law). 

FTLife has to consider carefully about the applicable legal requirements, and the associated cost should it consider to set up a licensed insurance company in Mainland China.

[bookmark: _Toc133170136]5.6)		Commercial

[bookmark: _Toc133170137]5.7)		Economics

[bookmark: _Toc133170138]5.8)		Natural environmental Social, cultural, demographic

[bookmark: _Toc133170139]5.9)		Competitive forces



6) [bookmark: _Toc133170140]Strategic Formulation by using SWOT Matric (Strengths, Weakness, Opportunities and Threat)
[bookmark: _Toc133170141]6.1) 	SO Strategies
[bookmark: _Toc133170142]6.2) 	WO Strategies
[bookmark: _Toc133170143]6.3) 	ST Strategies
[bookmark: _Toc133170144]6.4) 	WT Strategies
Strategy (5Ps) – People, Products. Price, Place, Promotion 
VIRO analysis

SWOT analysis
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A SWOT analysis for the GBA insurance industry
Strengths
Hong Kong-GBA collaboration of international talent and local market for the insurance industry
Mainland is a leading force in adoption of insurance tech
New policy support for the new HK-GBA insurance connect initiatives
Weaknesses
A complex procedure for mainland Chinese to purchase Hong Kong insurance
High commissions charged by brokers
Government’s worries about capital outflow through insurance products
Opportunities
A huge population market with low insurance penetration
The highest concentration of wealthy individuals and families in China
Strong interest in Hong Kong & international insurance products by the market
Threats
Negative images to the insurance industry among the population
Low brand recognition for international insurance companies
Highly competitive market


‘Insurance Connect’ to bring new office demand
On the back of greater collaboration between Hong Kong and the other GBA cities, the Hong Kong Insurance Authority is pursuing the relevant Mainland authorities to enable Hong Kong insurance companies to set up service centres to facilitate cross-boundary services or products in the GBA through ‘Insurance Connect’.
[bookmark: _Toc133170145]7) 	Strategy generation on Market Expansion
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MICHAEL PORTER’s FIVE FORCES ANALYSIS?
Porter’s Type 3 generic strategy is differentiation, a strategy aimed at producing products
and services considered unique to the industry and directed at consumers who are relatively price
insensitive.
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Differentiation Strategies (Type 3)
Different strategies offer different degrees of differentiation. Differentiation does not guarantee competitive advantage, especially if standard products sufficiently meet customer needs or if rapid imitation by competitors is possible. Durable products protected by barriers to quick copying by competitors are best. Successful differentiation can mean greater product flexibility, greater compatibility, lower costs, improved service, less maintenance, greater convenience, or more features. Product development is an example of a strategy that offers the advantages of differentiation.
A differentiation strategy should be pursued only after a careful study of buyers’ needs and preferences to determine the feasibility of incorporating one or more differentiating features into a unique product that showcases the desired attributes. A successful differentiation strategy allows a firm to charge a higher price for its product and to gain customer loyalty because consumers may become strongly attached to the differentiation factors. Special features that differentiate one’s product can include superior service, spare parts availability, engineering design, product performance, useful life, gas mileage, or ease of use.
A risk of pursuing a differentiation strategy is that the unique product may not be valued highly enough by customers to justify the higher price. When this happens, a cost-leadership strategy easily will defeat a differentiation strategy. Another risk of pursuing a differentiation strategy is that competitors may quickly develop ways to copy the differentiating features. Firms thus must find durable sources of uniqueness that cannot be imitated quickly or cheaply by rival firms.

Common organizational requirements for a successful differentiation strategy include strong coordination among the R&D and marketing functions and substantial amenities to attract scientists and creative people. Firms can pursue a differentiation (Type 3) strategy based on many different competitive aspects. Differentiation opportunities exist or can potentially be developed anywhere along the firm’s value chain, including supply chain activities, product R&D activities, production and technological activities, manufacturing activities, human resource management activities, distribution activities, or marketing activities. 
The most effective differentiation bases are those that are hard or expensive for rivals to duplicate. Competitors are continually trying to imitate, duplicate, and outperform rivals along any differentiation variable that has yielded competitive advantage. For example, when U.S. Airways cut its prices, Delta quickly followed suit. When Caterpillar instituted its quick-delivery-of-spareparts policy, John Deere soon followed suit. To the extent that differentiating attributes are tough for rivals to copy, a differentiation strategy will be especially effective, but the sources of uniqueness must be time consuming, cost prohibitive, and simply too burdensome for rivals to match. A firm, therefore, must be careful when employing a differentiation (Type 3) strategy. Buyers will not pay the higher differentiation price unless their perceived value exceeds the price they are currently paying.20 Based on such matters as attractive packaging, extensive advertising, quality of sales presentations, quality of website, list of customers, professionalism, size of the firm, or profitability of the company, perceived value may be more important to customers than actual value.
A Type 3 differentiation strategy can be especially effective under the following four
conditions:
1. There are many ways to differentiate the product or service and many buyers perceive these differences as having value.
2. The buyer’s needs and uses are diverse.
3. Few rival firms are following a similar differentiation approach.
4. Technological change is fast paced and competition revolves around rapidly evolving product features.


Strategy position and Action Evaluation (SPACE) Matrix
Strategy options
Selection of Strategy options by Utilizing QSPM Matrix 
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8) Market development strategy
9) Market penetration


How to Overcome Barriers form a holistic Approach 


(Corporate Profile)
It is our mission to become a life-long partner to our customers. This inspires us to be the first in the market to introduce the concept of health management, and launched the “Health Manager” platform to help our customers stay healthy and fit. After joining the umbrella of New World Group, we are able to leverage its vibrant ecosystem, which includes Gleneagles Hospital Hong Kong and HUMANSA and other business units, to
provide even more premium, innovative medical, health management and wellbeing services.
• Through our Medical Concierge Service1 and Pioneer Medical Support Service1 , our customers can, with great convenience, enjoy our cashless arrangement service with inpatient advice,  medical referral service, and Mainland China Accompany Service.
• Our e-Connect Health Platform provides a convenient way for  our customers to enquire gastroscopy and colonoscopy on an out-patient basis and also follow up on the booking status.  Those choosing to use day case surgery centres at HUMANSA  and Gleneagles Hospital Hong Kong can also enjoy free value-added services2.
• Provide a wide range of health-related information, as well as regular health seminars and workshops.
• Need-based health rewards and promotions, including health check, cancer screening and vaccinations, to help customers stay healthy.



· FTLife determined to rise to the challenges by seeking changes proactively. Putting customers first, we have achieved good performance by creating more shared value through synergies with the New World Group's diversified business ecosystem in such areas as product development, service innovation, and customer experience." 
· 
· Looking ahead, Joe Cheng expects new opportunities through further integration and collaboration with the great universe of business units under New World Group and NWS Holdings Limited, which should further strengthen FTLife's core competitiveness and fuel its long-term growth. Joining forces with the stakeholders and the community as a whole, the company will also explore various epidemic prevention solutions to help Hong Kong stride out of the pandemic and propel the sustainable development of the society.


Together we shall achieve potential synergies in aspects like customer resources, area network, products & services, business collaboration, laying a stronger foundation for us to uplift our customers service standard and core competitiveness so that we can continue to achieve sustainable long-term growth.”

This achievement testifies to the success of our long-term strategy ‘deep roots in Hong Kong, integration with Mainland China and expansion throughout Asia’. FTLife’s management, staff and financial consultants will continue to uphold the corporate values of ‘integrity, enthusiasm, simplicity, responsiveness, responsibility, and cooperation’ and to provide the best insurance and financial planning solutions to customers”.

Backed by a clear strategic direction, cohesive management team and staff, proactive agency force and brokers, competitive products, optimised operational processes, strong IT support, stringent risk control and compliance, FTLife has maintained strong growth exceeding the industry average over the past few years. 

We have keen insight into the needs of our clients. Apart from providing an all-rounded safeguard to their lives, we go one step further to establish and strengthen long-term relationships with our diverse range of professional life planning solutions. Our top-notch product offerings are always reinforced by our exceptional service.

We leverage the synergy of New World Group's thriving business ecosystem, by working proactively to tap into the interconnectivity of the group's dynamic and diverse business units. We are committed to enriching the lives of our clients by offering them boundless possibilities.

FTLife is your contemporary steward to wealth management, health and wellbeing, and a tasteful lifestyle. We listen attentively to our clients' needs, to meet the demands and standards of the new generation. We are unafraid of breaking conventions, to lead the industry in creating innovative services and products. We pursue excellence, and we are constantly surpassing ourselves, to keep up with the rapid pace of change today.


According to Swiss Re survey in 2021, Connecting Hong Kong medical insurance with mainland social security schemes will help Guangdong customers gauge their medical protection coverage and hence improve product attractiveness. Facilitating cross-border currency payments and setting up service centres in Guangdong will also make life easier for GBA customers.
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To meet MACs’ needs, work around COVID travel restrictions and compete in a highly competitive region, insurers need to localize customer services—but also partner with local businesses to develop brand awareness among mainland customers. Several leading insurers have started forming bancassurance partnerships with mainland banks to tap into their customer pools. The partnerships will also help them better understand mainland customer behavior and provide competitive advantage in capturing vast GBA growth opportunities.

For existing customers who cannot visit Hong Kong for medical service, Hong Kong insurers have partnered with local telemedicine companies like WeDoctor, Ping An Good Doctor and Meditrust to offer remote medical consultations. They have also formed selected local hospital partnerships which allow GBA customers to receive high-quality medical services at specific hospitals in Chinese mainland using cashless payments.

The right ecosystem partners bring greater size and reach. Some of the most successful ecosystems are effective data aggregators with a clear strategy on how to share and leverage data in the best interests of all parties. Insurance companies should select ecosystem partners that help to expand their value proposition in the GBA market. The right partner should be able to help extend the carrier’s offering and introduce new services.


To close the health protection gap in the GBA, insurers will need to work closely with regulators to facilitate the development of market infrastructure and harmonise the region’s legal framework. Connecting Hong Kong medical insurance with Mainland social security schemes will help Guangdong customers gauge their medical protection coverage and hence improve product attractiveness. Facilitating cross-border currency payments and setting up service centres in Guangdong will also make life easier for GBA customers.

While the survey results should give companies in Hong Kong reason to be optimistic about the return of GBA tourists, McKinsey cautions that Hong Kong could lose its sought-after role as a shopping, financial services, and healthcare hub as neighbouring cities catch up quickly. Hong Kong firms will need to improve service quality, deliver better digital experiences, and better connect with the rest of the Greater Bay Area, in order to continue wooing shoppers, says McKinsey.

Hong Kong’s main advantages are anchored around products, such as access to the latest trends, better product safety, and higher quality products. Service quality and digital experience are falling behind.
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TABLE 4-4 Alternative Strategies Defined and Recent Examples Giv

Strategy

Definition

Forvard Intcgration
Backward Intcgration
Horizontal Ingration
Market Penctraton
Market Development
Product Development
Related Diversification
Unrelaed Diversiication
Retenchment
Divestiure

Liquidation

Gaining ownership o increased control over disributors|
or etailers

Sceking ownership o increased control of a irm's
suppliers

Scoking ownership o increased control over competiors
Scoking increased market share for present prodicts or
sorvices in presnt markets through greater marketing
effors

Introducing pesent products or services into rew
googmuphic ama

‘Sceking increased sales by improving present products or
services or developing new ones

Adding new but related products or services
Adding new, unrelated products o services
Regrouping through cost and asset reduction to reverse:
declining sales and profit

Selling a division or part of an organization

Selling all of a company’s assets, in parts, for their
tangible worth
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