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The research intends te uncover the posit.ionihg strategies of Thailand's life-insurance
companies and their rationales behind those strategies: Furthermore, it intends to compare the
positioning strategy with actual marketihg communication activities of each company.

Five companiessWhich'spent the most advertising expenditures in 1996 were selacted for
the study. The.majn methoddlogy is/in-depth interview. The researcher has interviewed executives
_from life-insurance companies’ and their counterpart in advertising agencies. Other sources are
documentary data which appeared in 1396 such as advertising and other marketing communication

activities, news, statistics and other coneemed documenté.

The findings are, the Imajority of those. life-insurance companies have positioned
themselves using “Positiong by Competitor” method, the second imethod is “Positioning by Product
Attribute”, and the last 2.methods are “Positioning by Product User'and Cultural Symbols”. Just over
half of the companies interviewed have ‘communicated their positions correctly to consumer. While

the others have focused on social-contribution activities instead.

This research can be used as a sample case of positioning strategy for life-insurance
companies or Gther Services(that de-rot havecanydifferences in their core services. For future study,
there should be a study of positioring strategy, not only from companies, but fom the target

consumer's peint of views.
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