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A Research of the Innovation of ondine Insurance M arketing M odes
in the Big Data Era
ZU0 Qi
(1. School of Economics and Management Southeast University Nanjing 210096 China;
2. Jiangsu Branch Corporate Customer Marketing Department of Ping An Property Insurance Nanjing 210019 China)

Abstract: The arrival of the big data era has offered Chinese traditional insurancece indnstry a valuable opportunity of sur—
passing insuran industries in other countries. With the participation of traditional insurance companies internet giants listed and
innovative companies in internet insurance on-ine insurance based on data is facing diversified development and new trends.
Based on the development status and characteristics of Chinese internet insurance industry. this paper analyses oportunities and
challenges of the traditional insurance industry and puts forword suggestions in order to improve marketing modes of on-ine in—
surance.
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