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Abstract 
Community marketing is still in the exploratory stage in commercial insurance. This 
paper builds an insurance community marketing model, uses IPA to analyze the factors 
that affect the satisfaction of insurance community marketing, and gives 
countermeasures from the perspectives of value marketing, experience marketing, and 
community marketing. This provides a reference for insurance agents to conduct 
effective community marketing. 
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1. Introduction 

China's insurance industry has occupied the second-largest premium market in the world for 
five consecutive years. Since 2017, the premium scale of China's insurance industry has 
surpassed that of Japan. The rapid development and great achievements of China's insurance 
industry are closely related to China's insurance agent system. The marketing of insurance 
agents The model has gone through the stages of personal marketing, company direct sales, and 
mixed marketing. The marketing model is constantly adjusted to reflect changes in demand in 
the insurance market. However, the marketing of insurance agents is currently facing new 
difficulties. In the era of the mobile Internet, insurance marketing relies on traditional 
marketing. The current thinking and marketing mode can no longer meet the needs of 
consumers. 
At the same time, the community economy is gradually emerging in China, and community 
marketing has been applied in many industries. In the newspaper industry, trying to take 
advantage of their traditional professional production to transform "content is king" into 
"product is king" and improve product quality[1].Establish a brand community in the apparel 
industry; integrate production and sales; focus on brand extension; and form a complete 
system[2] In the short video industry, companies should pay attention to the interactive 
behavior of users and focus on allowing users to participate in value creation[3] Community 
marketing has been successful in other industries. Combined with the current status and reality 
of insurance marketing, the potential of insurance salesperson marketing combined with the 
community economy has not yet been successfully explored. 
This paper investigates the consumers of Ping An Insurance of China, integrates transfer value 
theory, experiential marketing theory, and the interactive value theory researched by current 
scholars, and attempts to construct an insurance marketing model that interacts with value 
marketing, experiential marketing, and interactive marketing. Propose community marketing 
strategies for insurance agents. 
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2. Methodologies 

In this section, we design a community marketing coordination model according to the 
literature [4-6], including three characteristics of community value marketing information, 
experiential marketing, and interactive marketing. Based on this, a Likert Satisfaction Scale was 
designed to conduct a questionnaire survey on 224 Chinese Ping An commercial insurance 
consumers. 
The design of the community marketing coordination model needs to consider value marketing, 
which is reflected in the value created by products and services for customers; secondly, 
experience marketing. Commercial insurance companies must connect value marketing with 
customers through specific forms, such as emotions, senses, and thinking. It is beneficial to let 
customers perceive the value of products and services; the last is community marketing, which 
uses the functional benefits and relationship benefits conveyed by value marketing and 
experiential marketing to realize community marketing, as shown in Figure 1. 
 

 
Figure 1. Community Marketing Collaboration Model 

 
Design questionnaires based on value marketing, experiential marketing, and community 
marketing, including background information, age, gender, education, occupation, etc., 
transparency of private information between consumers and insurance agents, insurance 
agents’ satisfaction with consumers’ needs, and consumer experience. The channels of activities, 
the form of experience activities, consumers’ satisfaction with commercial insurance terms and 
follow-up services, the convenience of claims settlement and after-sales service processes, the 
interaction of consumer community information, etc. Satisfaction analysis based on the 
questionnaire, Martilla and James Proposed Importance - Performance (IPA Analysis)in 1977. 
 

Table 1. Paired t test 

Items 
Paired (M±SD) Mean difference(Paired1-

Paired2) t p 
Paired1 Paired2 

Perceived Value Paired Expected 
Value 3.74±0.123.74±0.12 -0.00 0.0001.000

* p<0.05 ** p<0.01 

 
First of all, the survey data shows that the overall average of the importance of the impact factor 
is 3.75, indicating that the 16 factors in the questionnaire are of high importance to consumers 
who fill out the questionnaire; the overall average satisfaction of the impact factor is 3.74, which 
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is at the upper-middle level. The data results of importance and satisfaction are divided into 
two groups, and the paired sample T test is carried out. After the test, the paired differences are 
all greater than 0, and the P values of all variables are 0, indicating the difference between the 
importance of variables and satisfaction. It is particularly significant, indicating that there are 
still many areas for improvement in the community marketing of commercial insurance, as 
shown in Figure 2. 
 

 
Figure 2. Quadrant Diagram of Perceived and Expected Values 

 
From the analysis of the average value of perceived value and expected value, you can go to the 
IPA analysis chart. According to the analysis principle of IPA, it can be known that the variables 
in the IV quadrant are of high importance but low satisfaction. The seven variables in this area-
customer and private information asymmetry of insurance agents; professional attitudes and 
professionalism of insurance agents; continuous communication between insurance agents and 
consumers; richness of experience activities of insurance companies; importance of community 
opinions; performance of products and services; Insurance companies should prioritize 
cognitive rationality and user recommendation of products and services. Tourist satisfaction 
levels are relatively high for regional variables II and III, and it is only necessary to maintain 
them. 

3. Results and Discussions  

This section analyzes the factors of user dissatisfaction and explores the main reasons why 
consumers are dissatisfied with the community marketing of insurance agents. 

3.1. Private Information Asymmetry of Insurance Agents  
There is private information asymmetry between insurance agents and consumers, because 
both parties pursuit of maximizing their own interests, insurance agents pursue premium scale 
and sales revenue, and consumers pursue maximization of self-generated interests, resulting in 
moral hazard. This leads to a misalignment between insurance agents and consumers' needs. 
The information asymmetry makes the actual value of information obtained by consumers 
different from expectations. Insurance agents are likely to recommend inappropriate insurance 
products to consumers. Insurance agents cannot effectively understand consumer needs and 
thus fail to attract consumers to participate in value-marketing campaigns. 

3.2. Consumer Experience Marketing Supply and Demand Disruption  
Consumers usually pay attention to the after-sales service of insurance products. The quality 
and specialization of services often depend on the professional quality and expertise of 
insurance agents. At present, commercial insurance agents have a low degree of education, 
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specialization, and standardization. The after-sales service standards of insurance agents will 
affect consumers' sense of experience. The experiential marketing activities launched by 
insurance companies, such as traditional festival celebrations, health check-up activities, 
consumer travel activities, insurance agents entering the community to promote insurance 
knowledge and other activities, are relatively outdated and lack interest and value. Insurance 
agents have not been able to accurately correspond to specific groups of consumers. For 
example, the insurance experience marketing of young groups should focus more on hot 
insurance current affairs and inspire them to think about the value-added of insurance wealth 
management, experience activities in Internet scenarios, and elderly groups. Insurance 
experience marketing should focus more on Chinese filial piety, pension, health care, and other 
activities. There is a gap between the marketing activities provided by insurance companies 
and the actual needs of consumers, which ultimately weakens the willingness of customers to 
participate in experiential marketing activities. 

3.3. Conscious Communication between Insurance Agents and Consumers  
In traditional insurance marketing, insurance agents and consumers exchange information, 
while insurance community marketing focuses on information interaction between users. 
Users' opinions are collected to form leaders' opinions, which are given to insurance agents and 
even insurance companies. However, the opinions of the community in the commercial 
insurance industry have not received due attention, which is related to the particularity of the 
commercial insurance industry. The validity period of insurance clauses is long, the insurance 
clauses are complex, and non-professionals cannot even put forward effective suggestions. The 
lack of interaction between agents and consumers is related to the lack of channels for 
consumers to effectively feedback problems. Secondly, the services of insurance agents include 
a series of comprehensive insurance services such as relationship maintenance in the early 
stage of sales, concept communication, product purchase advice, after-sales insurance renewal, 
and contract upgrades. The conflict between the short-term evaluation system and the long-
term service. The performance evaluation of insurance agents is mostly short-term, and 
consumers' recognition of products or insurance companies comes from long-term, high-
quality after-sales service, and interactive marketing between consumers and insurance agents. 
It is based on the value recognition of insurance companies and the interest in insurance 
products suitable for them. Good after-sales service often makes customers willing to share and 
transmit information in the community to form a wide range of customer awareness and drive 
the sustainability of insurance marketing. develop. It is precisely because the entire service 
process has not yet reached a perfect level, which leads to a low degree of sharing among 
customers. 

4. Conclusion 

In this section, we mainly discuss commercial insurance from the perspectives of value 
marketing, experiential marketing, and interactive marketing, and propose effective strategies 
for community marketing. 

4.1. Value Marketing Strategy  
The path of insurance community marketing is the integration of online and offline to achieve 
market segmentation of potential insurance consumers, which is inseparable from the support 
of big data and the experience of insurance agents. The idea of building an insurance community 
is from "senior insurance marketing executives" to "insurance experts" and then to "senior 
customer leaders" to continuously improve insurance agents' recognition and support for 
consumers' opinions in the community, and to expand consumption Consumers' understanding 
of life insurance and non-life insurance knowledge allows consumers to pass insurance more 
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widely to more potential consumers by understanding the role of insurance. Furthermore, a 
consumer feedback mechanism should be established to allow insurance agents to act as a hub 
linking consumers and insurance companies. Based on the portrayal of consumers by big data, 
collect as much information as possible that can be obtained by non-big data and select 
products from the same categories of customers according to their age, life and work nature, 
living habits, etc., as far as possible to achieve user needs customization. Finally, in response to 
the current needs of consumers in terms of investment and wealth management, it is necessary 
to increase the wealth management training of insurance agents in the future, to expand 
consumers' value acquisition channels and the content depth of insurance brands so as to 
enhance the taste and status of customers. 

4.2. Experiential Marketing Strategy  
Value marketing guides consumers rationally to purchase commercial insurance, while 
experiential marketing is more about guiding consumers' senses, so that consumers have a 
better sense of experience, thereby increasing their desire to consume and enhancing 
consumers. Loyalty, experiential marketing of commercial insurance can make consumers have 
a new understanding of the professional image of insurance agents from corporate image 
promotional films, health examinations or health lectures, traditional festival activities, and 
typical case claims settlement sites. In addition, insurance agents can provide services by 
visiting communities, answering routine insurance questions, and displaying the selection of 
insurance products and marketers, the distinction of specific insurance terms, and solutions for 
insurance claims through short videos. Professional claims settlement services show 
consumers the strength of commercial insurance, and through the transmission of insurance 
information, customers can participate, ask questions, and answer questions to update their 
knowledge of insurance. 
After establishing a stable connection between consumers and insurance agents, consumers 
are stimulated to participate in the actual purchase of insurance products, experience the 
complete sales process, perceive the specialization of insurance agents, and improve 
consumers' user expectations. On the basis of customers' trust in insurance agents, consumers 
are encouraged to participate in offline activities. First, action marketing stimulates customers 
to participate in the actual insurance product purchase experience activities, allowing users to 
experience the entire pre-sales to after-sales workflow, deepening customers' perception of the 
process of insurance product sales, trying to improve customers' experience expectations, thus 
triggering consumer discussions, and through consumer opinions, more potential consumer 
groups in the community can participate in the purchase experience. Furthermore, on the basis 
of real case presentations such as typical cases of dividend return of expired policies, income 
expectations of wealth management and dividend policies, and pension distribution of life 
insurance, the teaching methods, video publicity methods, and sitcoms are used to make the 
students. Consumers have in-depth interactions with insurance agents just as consumers are 
most concerned about the ultimate protection and benefits that an insurance policy can provide, 
the claims that can be obtained after an accident, the principal and dividends obtained after the 
insurance contract is terminated, and benefits Changes in the situation, it is best to use real data 
to show the expected situation to customers through comparative analysis, so that consumers 
can compare different commercial insurance products, form different product perceptions 
according to different needs, and finally achieve accurate positioning. 

4.3. Community Marketing Strategy  
Insurance agents should provide follow-up services for actual customers during sales and after-
sales and proactively push relevant insurance renewals, item changes, claims settlement, 
participation in special services, and preferential activities to meet consumers' needs for 
products and services. Give full play to the leadership opinions of consumers in the community. 
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In response to the cumbersome process problems raised by consumers, insurance agents can 
use new media and the Internet to work online to realize online operations such as sales and 
claims settlement. The cumbersome procedures are solved online until In the last step, the 
customer goes to the insurance company to confirm their identity, and the time for claim 
settlement is shortened with the simplification of the procedure. The key to community 
operation lies in consumer management. The implementation of insurance community 
marketing can achieve customer participation by organizing online activities to interact with 
customers and organize offline activities. Resource sharing between insurance agents and 
consumers is the key to maintaining a good relationship between the two parties. In the end, 
the stickiness between insurance companies, insurance agents, and consumers will be 
enhanced. The good experience of consumers will cause fission and aggregation of insurance 
information. In one aspect, the insurance coverage of marketers can be expanded through the 
purchase of other customers. 
After more than 30 years of development of commercial insurance in China, the marketing of 
insurance agents has gradually moved from extensive operation to intensive development. The 
current economic situation has brought more opportunities and challenges for insurance 
agents. Insurance agents should Continuing to focus on meeting customer needs, arousing 
customer insurance awareness, providing high-quality insurance services, and building a 
marketing environment with consumers, insurance agents need to think about how to 
effectively transfer the successful cases of the "community economy" to the traditional 
insurance industry. In the future, the influencing factors of commercial insurance community 
marketing and the mediating effect of community opinion leaders can also be discussed. 
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