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Abstract - This study examined the growth and development of Genus Pine Marketing

Agency as a strategic partner of Sun Life of Canada (Philippines), Inc. in the Philippine market.
Anchored on the Balanced Scorecard framework, the research investigated the extent of the
implementation of strategic partnership attributes—developing partnerships, investing in
programs, fostering a collaborative culture, marketing initiatives, and measuring progress—and
their relationship with organizational growth and development. The latter was assessed in terms
of leadership crisis, autonomy crisis, control crisis, red tape crisis, and growth crisis.
Using a descriptive—correlational research design, data were collected through a structured
questionnaire administered to selected managers, advisors, and stakeholders of Genus Pine.
The findings revealed that both Sun Life and Genus Pine share a clear vision and common goals,
particularly in advancing financial literacy, enhancing advisor competencies, and improving
client satisfaction. Results showed that strategic partnership attributes were implemented to a
great extent and significantly contributed to organizational development, particularly in
mitigating leadership and control crises. Moreover, stakeholder engagement—including clients,
advisors, regulators, and communities—was found to play a vital role in sustaining the
partnership.

The study concludes that the alignment of vision, shared goals, and stakeholder
engagement between Sun Life and Genus Pine is central to their strategic partnership. As an
output, the research proposes strategic recommendations aimed at enhancing financial
investment, human resource allocation, technology integration, risk management, and
performance measurement. These recommendations provide a roadmap for strengthening the
partnership and ensuring the continued growth and development of Genus Pine within Sun Life’s
broader organizational framework.

Keywords: Balanced Scorecard, Genus Pine, Organizational Growth, Stakeholder Engagement,
Strategic Partnership, Sun Life of Canada

transformation, leading organizations to

INTRODUCTION
increasingly rely on strategic partnerships
The modern marketing ecosystem is to sustain competitiveness and enhance
characterized by rapid digital brand visibility. Global literature

underscores that long-term relevance
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requires brands to align their purpose with
the environmental

Although

evolving social and

values of consumers.

collaboration offers significant strategic

value, execution challenges remain—
particularly in emerging markets such as
the Philippines. Studies emphasize that
cultural nuances, economic conditions, and
consumer behavior must be systematically
addressed when implementing partnerships
in these contexts (Ndeke & Sawe, 2023;
Ryan et al., 2023). Additionally, navigating
differing operational philosophies requires a
deep understanding of market dynamics to
avoid misalignment and conflict (Vejnovic et
al., 2023).

This study responds to that need by
examining the long-term collaboration
between Genus Pine Marketing Agency—a
Philippine-based with

historical roots dating back to the 1988

organization

Swallow Unit—and Sun Life of Canada
(Philippines), Inc., the country’s first and
oldest life insurance company established
in 1895. Their partnership is anchored in
shared objectives of fostering financial
security and

consumer empowerment,

wherein Sun Life contributes financial
infrastructure and technology, while Genus
Pine provides human capital for sales and

customer engagement.
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Grounded in the Balanced Scorecard

(BSC) this research

partnership

Theory, assesses

outcomes across four

dimensions: Financial, Customer, Internal

Business Process, and Learning and

Growth. Existing studies confirm that

strategic alliances can enhance

performance, expand market reach, and
mitigate organizational challenges such as
the Red Tape Crisis and Growth Crisis
standardized and

through processes

innovation. Specifically, this research

evaluates how key partnership attributes—
investing in programs, fostering
collaboration,

the

and measuring progress—

affect Organizational Growth and
Development of Genus Pine within the
Filipino context, applying the framework of
organizational crises: Leadership,
Autonomy, Control, Red Tape, and Growth.
Within this framework, the
Leadership Crisis emphasizes the role of
adaptive and supportive leadership in
employee navigation during organizational
change, particularly in a culturally
relational context such as the Philippines
(Caringal-Go et al., 2024; Caringal-Go et
al., 2021). The Autonomy Crisis involves the
need for decentralized decision-making and
managerial empowerment amid heightened
market competition and dynamic labor—

investment environments (Utomo & Ruslan,
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2021; Maquilan et al., 2025). The Control

Crisis requires clear procedures and
internal controls to ensure efficiency and
accountability without resorting to
micromanagement (Dewi et al., 2024; Wang
et al., 2022; Bedford et al., 2022). The Red
Tape Crisis highlights the importance of
streamlining administrative systems and
strengthening regulatory quality to prevent
decision-making delays (Chiang & Liu,
2020; Santiago et al., 2021). Lastly, the
Growth Crisis points to the need for
sustained innovation and responsiveness to
macroeconomic forces such as inflation,
while safeguarding customer trust amid
risks 2020;

Danso, 2023).

like mis-selling (Ferezagia,

Findings from this study will offer
valuable implications for industry leaders
and policymakers on how effective
collaboration frameworks between local and
foster

the

multinational organizations can

sustainable, scalable growth in
Philippine insurance and financial services

sector.

OBJECTIVES OF THE STUDY

This study aims to assess the
influence of strategic partnership on the
growth and development of Genus Pine

Marketing Agency in collaboration with Sun

Life Canada Insurance Company in the
Philippine market.
Specifically, it seeks to answer the
following questions:
1. What is the demographic profile of the
respondents in terms of:
1.1.
1.2.

Years in the Company, and

Monthly Income?

2. What extent are the strategic partnership
with Sun Life Canada in terms of:

2.1Financial.

2.2Learning Growth.

2.3Business Process; and

2.4Customer?

3. What is the level of organizational growth
and development of Genus Pine Marketing
Agency in the Philippines market in terms
of;

3.1Leadership Crisis;

3.2Autonomy Crisis;

3.3Control Crisis;

3.4Red Tape Crisis; and

3.5Growth Crisis?

4. Is there a significant relationship between
strategic partnership with Sun Life Canada
and the and

organizational growth

development of Genus Pine Marketing

Agency in the Philippines market?
5. Based on the findings, what strategic

recommendations can be proposed to

enhance the partnership between Genus
Insurance

Pine and Sun Life Canada
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Company in strengthening organizational

growth and development?

METHODOLOGY

The methodology for the study,
"Growth and Development of Genus Pine
Marketing Agency: A Strategic Partnership
Study with Sun Life Canada Insurance
the Market",

Company in Philippine

employed a descriptive—correlational
research design. The descriptive component
served to detail the extent of strategic
and the

partnership initiatives

organizational growth stages experienced by

Genus Pine, while the correlational
component examined the relationship
between the strategic partnership

(independent variable) and organizational

growth and development (dependent

variable). The study relied on quantitative
methods, deploying a structured survey

questionnaire  targeting internal

The

key
total
170,

stakeholders. population of

stakeholders was from which a
purposive sample of 126 respondents was
collected, including 1 Sales Manager, 11
Unit Managers, 3 Manager Candidates, and
111 The

the

Managers/Advisors. research

instrument assessed strategic
partnership across the four perspectives of
the Balanced Scorecard Theory: Financial,

Learning Growth, Business Process, and
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Customer. Organizational growth was
measured using five crisis points from
Greiner's Growth Model: Leadership Crisis,
Autonomy Crisis, Control Crisis, Red Tape

Crisis, and Growth Crisis. Responses were

interpreted using a Likert scale, where
mean scores of 3.26 - 4.00 indicated
"Strongly Agree". To ensure instrument

integrity, validity was established through
expert validation by three professionals in
relevant fields, and reliability was confirmed
using the Cronbach’s Alpha method
(requiring a value of 0.70 or above) after a
test with  10-15

pilot non-sample

participants. Data collection began only
after securing necessary permissions and
ensuring all participants provided voluntary
and confidential consent. Finally, the
collected data were statistically treated
using Weighted Mean (WM) for descriptive
analysis, Frequency and Percentage for
demographic reporting, Standard Deviation
(SD) to measure response variability, and
the Pearson Correlation Coefficient (Pearson
1) to test the significance of the relationship
between the strategic partnership and

organizational development

RESULTS AND DISCUSSION

DEMOGRAPHIC PROFILE
Table 1

Frequency & Percentage of Respondents
according to Years in Company
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Years in the Company Frequency Percent

Less than 1 year 25 19.84
1 -3 year 28 22.22

3 -5 year 43 34.13

5 years or more 30 23.81
Total 126 100.00

The table shows the frequency and
percentage of respondents according to
years in company. Majority of the
respondents are 3 — 5 years in company
with frequency of 43 or 34.13 percent,
followed by 5 years or more in company
with frequency of 30 or 23.81 percent, then
1 — 3 years in company with frequency of 28
or 22.22 percent, and the lowest is the less
than 1 year in company with frequency of
25 or 19.84 percent.

Table 2
Frequency & Percentage of Respondents
according to Monthly Income
The table shows the frequency and
percentage of respondents according to
Majority  of  the
50,001 - 100,000

monthly  income.

respondents have
monthly incomes with frequency of 50 or
39.68 percent, followed by less than 50,000
monthly incomes with frequency of 35 or
27.78 percent, then 100,001 - 150,000

monthly incomes with frequency of 25 or

19.84 percent, and the lowest is 150,001
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and above monthly income with frequency

of 16 or 12.70 percent.

Monthly Income Frequency Percent
Less than 50,000 35 27.78
50,001 - 100,000 50 39.68
100,001 - 150,000 25 19.84
150,001 and above 16 12.70
Total 126 100.00

Extent of Strategic Partnership with
Sun Life Canada
Table 3
Summary of Extent of Strategic
Partnership with Sun Life Canada

VERBAL
FACTORS “],)E;/[GEIXI&E INTERPRE
TATION
. . STRONGLY
Financial 3.41 AGREE
. STRONGLY
Learning Growth 3.54 AGREE
. STRONGLY
Business Process 3.49 AGREE
STRONGLY
Customer 3.27 AGREE
OVER - ALL 3.43 STRONGLY
WEIGHTED MEAN : AGREE

The table summarizes the extent of
strategic partnership with Sun Life Canada
and its verbal interpretation. The majority
of respondents indicated strong agreement
with the dimension of learning and growth,
with a weighted mean of 3.54. This was the
highest-rated  dimension. @ The  most
significant indicator was that employees
have applied newly learned strategies to

improve agency performance (WM: 3.60).
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This implies that the partnership provides
training and knowledge that is actively

implemented in day-to-day operations,

directly contributing to improved outcomes.

Collaborative learning and knowledge

exchange are highly valued by employees.
This

was followed by business

processes, which also received strong
agreement with a weighted mean of 3.49.
The partnership successfully streamlined

marketing and administrative operations

(WM: 3.55). This suggests that the
collaboration contributes to more
organized, coherent, and efficient
operational methodologies, optimizing

audience reach.

The financial dimension had a

weighted mean of 3.41, indicating strong
agreement. Joint investments between
enhanced

financial stability (WM: 3.57). However, the

Genus Pine and Sun Life
lowest item in this dimension was the

perceived increase in profitability and
(WM: 3.07,

that while the

return on investment (ROI)

Agree). This indicates

partnership provides crucial financial
stability and consistent support (WM: 3.48),
the measurable financial gains for Genus
Pine are either not yet fully realized or are
less keenly felt by the respondents.

While the

customer dimension

received a lower rating with a weighted

of 3.27,

agreement level. This was the lowest-rated

mean corresponding to an

dimension overall.

that

The weakest specific

indicator was the collaboration

resulted in more effective client engagement
and communication (WM: 3.03, Agree).
While customer retention is strong due to
value-added services (WM: 3.37), there is an
identified need for further enhancement in
direct customer interaction and
communication strategies to solidify client

satisfaction and loyalty.

Table 4
Summary of Level of Organizational
Growth and Development of Genus Pine
Marketing Agency in the Philippines

Market
VERBAL
INDICATORS "}V bR F  INTERPRET
ATION
) .. STRONGLY
Leadership Crisis 3.30 AGREE
o STRONGLY
Autonomy Crisis 3.43 AGREE
o STRONGLY
Control Crisis 3.29 AGREE
o STRONGLY
Red Tape Crisis 3.43 AGREE
o STRONGLY
Growth Crisis 3.31 AGREE
OVER - ALL 332 STRONGLY
WEIGHTED MEAN ' AGREE

The table presents a summary of the

levels of organizational growth and
development for Genus Pine Marketing

Agency within the Philippine market, along
85
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with their verbal interpretations. The

majority of respondents strongly agree

(weighted mean of 3.43) that the

organization experienced an autonomy

crisis and red tape, indicating effective

crisis management in these areas. A high

score (WM: 3.49) suggests that middle

managers feel sufficiently independent in
managing their teams, reflecting a
successful balance between central control
and delegated authority—an important
factor for organizational agility and effective
crisis handling.

The most significant factor in
reducing red tape was the streamlining of
administrative enhance

(WM:

procedures to

efficiency 3.49), demonstrating
ongoing efforts to minimize bureaucratic
barriers and facilitate smoother operational
processes. However, bureaucratic delays
continue to impact decision-making, with a
weighted mean of 3.31.

The growth crisis received a weighted
mean of 3.31, with respondents strongly
that the

agreeing (verbal interpretation)

company faces challenges in scaling
operations effectively (WM: 2.97). Despite
the organization’s strong innovative (WM:
3.47) and adaptable (WM: 3.45) qualities,
limitations in infrastructure, staffing, or
processes may hinder rapid and sustained

expansion efforts. Leadership roles are

86

defined and
(WM: 3.44);
confidence in leaders’ ability to guide the

the

clearly consistently

implemented however,

company through transitions was
lowest among items (WM: 3.20), indicating
a need for further development in change
management and crisis response
competencies.

Regarding control crisis, the overall
weighted mean was 3.29, with respondents
strongly agreeing (verbal interpretation).

While procedures are clearly established

(WM: 3.45), the lowest rated item was
management maintaining consistent
oversight without resorting to

micromanagement (WM: 2.99), highlighting
a tension between the importance of
internal control systems and the risk of
undermining employee autonomy or
increasing stress through overly controlling
management practices.

Significant Relationship

The study confirmed the hypothesis
exists

(all

that a significant

the

relationship

between strategic partnership
dimensions) and organizational growth and
development (all crises) (p-value = 0.000 for
all tests).

The strongest correlation observed was
between the Customer Dimension of the

strategic partnership and the Leadership
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Crisis (r = 0.642, Strong Correlation). This
result emphasizes that the effectiveness of
the agency's

leadership, particularly in

navigating growth challenges, is most
strongly tied to how successfully the
partnership enhances and  sustains
customer relationships.

The Customer dimension also showed a
strong correlation with the Growth Crisis (r
= 0.603). The Financial dimension showed a
moderate correlation with both Leadership
Crisis (r = 0.579) and Control Crisis (r =

0.567).

Strategic Recommendations

The key weaknesses identified in the
findings (low profitability/ROI and poor
scaling ability) directly inform the proposed

Strategic Implementation Enhancement
Plan:
Financial Synergy Program:

Recommended actions include establishing
a Joint Financial Planning Committee to
review ROI and developing shared
performance-based funding models.

Governance and Growth Oversight
Framework: This framework addresses the
critical scaling limitation (WM: 2.97) by
recommending the adoption of a Scalability
Roadmap and the formation of a Strategic

Partnership Board to oversee expansion.

87

Learning & Leadership Development
Alliance: To address the weakness in
guiding transitions (WM: 3.20), the proposal
includes co-creating a Leadership Academy
to train Genus Pine’s middle managers on
crisis leadership and innovation

CONCLUSION AND RECOMMENDATION

The conclusion of the study affirms
that the strategic partnership between
Genus Pine Marketing Agency and Sun Life
Canada is central to the agency's growth
and development. The research
demonstrated that the strategic partnership
attributes were implemented to a great
extent (Overall Weighted Mean: 3.43) and
significantly contributed to organizational
development, particularly in mitigating
leadership and control crises. A key finding
is the confirmation of a significant
relationship between all dimensions of the
strategic partnership (Financial, Learning
Growth, Business Process, and Customer)
and all aspects of Organizational Growth
and Development (p-value = 0.000 in all
instances). Crucially, the study concludes
that continued growth is sustained by the
alignment of vision, shared goals, and
proactive stakeholder engagement between
the two entities. Based on these findings,
the research the

output is Strategic

Implementation Enhancement Plan, a
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roadmap offering targeted

recommendations—focused on improving

financial investment, scaling operations,

and leadership  stability—to  further
strengthen the partnership and ensure the
continued, resilient growth of Genus Pine
within Sun Life’s framework

. Strengthen Profitability Monitoring and
ROI Analysis. While respondents strongly
agree that financial stability has improved,
profitability and return on investment (ROI)
were rated lower. It is recommended that
Genus Pine implement robust financial
analytics and forecasting tools to better
track the profitability of partnership-led
initiatives and ensure long-term financial
gains.

Leadership Support During
Transitions. The ability of leaders to guide
the company during transitions received
the lowest agreement under the leadership
crisis aspect. Leadership training focused
on change management, crisis response,
and strategic visioning should be prioritized
to empower leaders during critical
organizational shifts.

. Improve Operational Scalability. Though
innovation and market adaptability were
highly rated, the ability to scale operations
effectively needs improvement. Investing in
scalable and

systems, staffing plans,

process automation will help the agency
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manage growth without compromising
quality or efficiency.
Promote Balanced Oversight and

Employee Empowerment. Results show
some concerns about micromanagement. It

is recommended to maintain a balanced

leadership style by fostering trust,
autonomy, and accountability through
performance-based management rather
than excessive supervision.

Continue Streamlining Internal
Processes. Genus Pine is already

recognized for minimizing red tape. It is

advised to maintain and periodically

evaluate workflow systems to ensure
continued efficiency and eliminate any
newly emerging bureaucratic barriers.
6. Strengthen Knowledge Sharing and
Client Engagement. While learning
growth and client trust were high,
knowledge sharing and client
engagement and communication were
lower. The

relatively agency should

create structured knowledge-sharing
platforms (e.g., peer sessions, internal
forums) and enhance customer
engagement strategies through digital
tools and personalized communication.
7. Focus on Measurable Performance
Outcomes. With several improvements
observed due to partnership, Genus Pine

should develop a dashboard of KPIs (Key
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Performance Indicators) aligned with

partnership goals in finance, learning,

operations, and customer experience.
This will allow timely adjustments and
continuous improvement.

8. Leverage Strategic Partnerships for
Talent Development. Given the strong
feedback on learning and employee

growth, the agency can further expand

the  partnership by  co-developing
certification programs, mentorships, or
scholarship grants in collaboration with

Sun Life Canada to enhance employee

value and retention
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