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Abstract. With the continuous improvement of Internet penetration in China,
social media has become an important channel for insurance companies to
expand their markets. This article analyzes the current operational status of
insurance companies on social media and their significance for industry
development. Consumer’s distrust of insurance companies is a key bottleneck
restricting the development of the industry, and social media, with its
dissemination, coverage, and real-time interactivity, provides an excellent
platform for insurance companies to reshape their brand image and bring
themselves closer to consumers. Combining information asymmetry theory and
marketing theory, this paper explores the feasibility of insurance companies
solving information asymmetry problems through social media operations. It
proposes a matrix layout model of "official account science
popularization+specialist services". By popularizing insurance knowledge,
sharing industry information, and providing personalized services, aim to reduce
consumers' misunderstandings about insurance and enhance the brand's
professional image; At the same time, the focus of operations will shift towards
brand image building, attracting consumer attention with vivid content such as
hot topic interpretation and company culture display, changing the traditional
sales image, and enhancing brand reputation and loyalty. Social media operations
have become a key strategic measure for insurance companies to enhance market
competitiveness and win consumer trust, helping to promote the industry towards
a healthier and more sustainable development stage.

Keywords: Insurance Companies, Social Media, Information Asymmetry,
Value Co Construction.

1 Introduction

According to the 55th Statistical Report on the Development of China's Internet Net-
work released by China Internet Network Information Center in January 2025, as of
December 2024, the number of Internet users in China has reached 1.108 billion, the
Internet penetration rate has risen to 78.6%, the number of users of micro dramas has
reached 662 million, and the utilization rate of Internet users has reached 59.7%. Instant
messaging applications and online video applications both belong to social media [1,2].
The continuous expansion of Internet users and the combination of social media and
traditional marketing have not only brought about the successful application of social
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media in the business field but also provided the foundation for the digital transfor-
mation of various industries [3,4]. Especially in industries that rely heavily on customer
trust, such as insurance, social media is reshaping the traditional marketing model. Peo-
ple will no longer rely solely on traditional online sales, allowing customers to passively
obtain one-sided insurance products. Instead, people will promote comprehensive in-
surance products and product information to consumers, allowing them to actively
choose products that are suitable for themselves. This not only creates a marketing ad-
vantage at a lower cost in a short period, but also enhances consumers' trust in their
products and brands.

In the past, insurance customers still had offline consumption habits, but now online
marketing has gradually become a habit and the direction of insurance consumers. Re-
lying solely on brand effects and channels cannot meet the needs. Therefore, the power
of technology has expanded the depth and breadth of insurance marketing channels.
Thackeray, Rosemary et al. pointed out the role of social media marketing in the new
Web 2.0 environment. By arbitrarily controlling information, the promotion effect can
be greatly improved. In addition, it can increase the frequency of communication with
users, thereby enhancing the effectiveness of "viral" marketing [5].

In terms of domestic research, Xu Yan believes that high social trust will make pol-
icyholders have higher psychological expectations for pension insurance products, will-
ing to believe in the potential substantial returns that insurance may bring, and their
enthusiasm for insurance will also be relatively increased. Zheng Daili pointed out that
in the face of diversified communication channels and fragmented communication con-
tent requirements, the networked era should combine the fundamental role of traditional
media and communication channels, grasp the selection principles of communication
media, integrate online and offline communication functions, focus on the accuracy of
communication, and enhance network interaction and innovation of marketing content
to improve marketing communication effectiveness. In terms of functional pathways,
Liu Jinhua and Wu Jing believe that social interaction provides residents with a channel
to acquire knowledge about commercial medical insurance, which helps to improve
residents' subjective satisfaction with commercial medical insurance and produces a
significant "follow-up" effect, thereby having a significant impact on residents' partic-
ipation in commercial medical insurance.Jie Xiaohua believes that enterprises should
formulate reasonable insurance marketing strategies based on accurate understanding
and positioning of insurance marketing, combined with market demand, consumption
level, and the actual situation of the enterprise, and transform the advantages of insur-
ance marketing management into market advantages. Li Guofeng takes the current op-
erating status of insurance marketing agencies in the new era as the research object,
analyzes the marketing problems they face, and explores strategies for the sustainable
development of insurance marketing agencies. [6,7]Fang Jianhua believes that the
widespread use of social media has profoundly influenced marketing models. Yang
Shufang and others believe that with the development of social networks, people have
become invisible advertising spokespersons in social networks. The promotion on so-
cial media not only has a huge impact on the consumption situation of young people,
but also has an impact on other potential customers. [8,9]. Social trust is conducive to
promoting information exchange and cooperation between different groups, increasing
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residents' expectations of returns on commercial medical insurance, and having a sig-
nificant impact on residents' participation in commercial medical insurance.

However, existing research has not yet systematically analyzed the specific strate-
gies of insurance companies' social media operations and their impact mechanisms on
consumer trust. Therefore, this study analyzes the current behavior of insurance com-
panies in operating their social media accounts, explores whether insurance companies
must open social media accounts and interact with customers, and how to operate their
accounts well to reduce consumer distrust of the enterprise and enhance their market
competitiveness.

2 Theoretical Explanation

2.1  Asymmetric Information Theory

The theory of information asymmetry refers to the fact that in market transactions, the
information held by both parties is usually asymmetric, meaning that one party has
more or more accurate information than the other. For some highly specialized products
or services, information asymmetry is prone to occur. Companies deliberately conceal
relevant information or terms to mislead consumers, leading to moral hazard issues
[10]. This not only damages consumer interests but also lowers the company's credibil-
ity. In the insurance industry, the problem of information asymmetry is particularly
prominent. policyholders often lack professional and complete insurance knowledge,
and have no clear and accurate judgment ability on the insurance terms in the insurance
contract, making it difficult to accurately evaluate the true value of the insurance con-
tract. According to the consumer complaint report of the China Banking and Insurance
Regulatory Commission, sales violations account for 60% of the total number of per-
sonal insurance complaint cases. The sales misleading behavior caused by information
asymmetry not only damages the legitimate rights and interests of policyholders but
also brings huge economic and reputational losses to insurance companies and even
affects the expansion of the insurance market and the sustainable development of the
entire insurance industry.

2.2 Marketing Theory

Marketing refers to the production and operation activities carried out by enterprises
around target customers in the market, to provide customers with

Achieve expected business results in the process of providing satisfactory services
and products. It is easy to understand from the meaning that only by gaining the trust
of customers can marketing work be carried out smoothly. Therefore, when operating
and promoting products, enterprises should consider the needs and feelings of custom-
ers, reduce information asymmetry and uncertainty, and enhance customer trust. Social
media platforms provide technological possibilities to alleviate this information asym-
metry, making insurance terms more accessible and understandable through real-time
interaction and content transparency.
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Philip Kotler defines marketing channels as individuals or businesses that acquire
ownership or provide favorable conditions for ownership transfer during the process of
producers providing goods or services to consumers. The construction of marketing
channels can closely connect producers and users and play a bridging role. Marketing
channels have various constituent elements, including time, place, etc.

In addition to meeting customer needs, enterprises also need to use effective com-
munication and dissemination methods to convey the value and advantages of their
products to customers and enhance their awareness and recognition. In addition, enter-
prises should pay attention to the shaping and maintenance of brand image, establish
brand reputation and loyalty through consistent brand information and good customer
experience.

Anthony. Phil mentioned in his proposal of social media marketing that social media
has prominent features such as vague definition, fast innovation speed, integration of
multiple technologies, public participation, and community linkage, providing more
communication opportunities for enterprises and users. Zou Liqing compared the sim-
ilarities and differences between social media and traditional Internet marketing and
pointed out that social media can enable companies to conduct real-time online com-
munication with customers, which is more helpful for companies to better grasp their
dynamic consumption needs [11]. In today's digital era, the popularity of the Internet
and social media enables enterprises to interact more directly with customers and
quickly obtain customer feedback. Based on the theory of information asymmetry and
the characteristics of digital marketing, insurance companies should establish a three-
dimensional marketing system that includes transparent interpretation of terms, sce-
nario-based content dissemination, and real-time interactive feedback. The terms and
conditions should be transparent, and social media should be used reasonably for mar-
keting to reduce distance and distrust with customers, obtain more accurate and rapid
feedback from customers, and further optimize their products and services.

3 The Operational Strategy of Insurance Companies

3.1 Find Suitable Social Media Platforms to Integrate Into the Residency

The 2023 China Internet Insurance Consumer Insight Report shows that compared with
2022, the online insurance purchase rate of consumers of all ages in 2023 will generally
increase, while the offline insurance purchase rate will decrease. The higher the income,
education level, and city level of consumers, the more inclined they are to purchase
insurance through online channels. It is worth mentioning that the preference of the
elderly for online services has significantly increased. The online insurance purchase
rate among respondents aged 51 to 60 has increased from 63% in 2022 to 72% in 2023.
More and more consumers are choosing to purchase insurance online due to the con-
venience of online channels. The China Internet Insurance Development Report (2024)
shows that in 2023, a total of 57 life insurance companies carried out Internet business.
The increase in preference for online channels has created favorable conditions for in-
surance companies' social media marketing, especially for highly educated and high-
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income individuals who are more inclined to obtain professional information through
social media

With the popularization of education and the rapid development of the economy, the
cultural quality of residents has improved, and their understanding of insurance prod-
ucts is constantly deepening. The demand for insurance products is also constantly in-
creasing. In addition, under the current development model, there are still few con-
straints on insurance companies, and there are oversights and omissions in supervision.
Many insurance salespeople are prone to misleading sales behavior under the dual drive
of interests and business assessment, deepening consumers' distrust of existing insur-
ance companies.

The China Internet Insurance Development Report (2024) shows that in 2023, a total
of 57 life insurance companies carried out Internet business. Although all insurance
companies have set up Internet businesses and launched relevant business websites,
many consumers' knowledge of insurance is still incomplete, coupled with their distrust
of insurance companies, the digital business of insurance companies has not received a
response. This trust crisis precisely needs to be resolved through the transparency and
interactive features of social media platforms. As a daily tool used by most consumers,
information on social media platforms is open and transparent, making it easy for users
to obtain information that meets their needs on such platforms, and enabling them to
comment and interact promptly, bringing rapid user feedback to businesses.

Compared to the official websites established by insurance companies themselves,
social media platforms are closer to consumers. Social applications such as Weibo,
WeChat, and Xiaohongshu have quickly become popular social tools for most people
in the past decade. As of March 2024, the average monthly active user scale of WeChat
has exceeded 1 billion, and the average monthly active user scale of Weibo and
Xiaohongshu has also reached 490 million and 200 million, respectively. In June 2022,
China Life Insurance will launch the "Guard the Good Life with Heart" Tiktok Chal-
lenge, customize interesting interactive special effect stickers, invite netizens to share
the "Guard" story, record the good life, and pass on China Life Insurance's brand com-
mitment of "knowing each other for many years is worth trusting" with the help of
universal co creation. As of the end of the event, the total exposure of the challenge
exceeded 2.1 billion times, and the interaction volume exceeded 58 million. Setting up
accounts on these social media platforms is undoubtedly the quickest way for insurance
companies to reach consumers.

However, simply setting up social media accounts and introducing products cannot
solve the information gap between insurance companies and consumers. Most consum-
ers do not actively accept or understand insurance products. On April 2nd, the "Online
Insurance Consumption Survey Report" released by the Jiangsu Provincial Consumer
Protection Commission showed that consumers only scored 73.22 points for their
online insurance consumption experience, which did not show much satisfaction.
45.0% of consumers have encountered situations where there are no clear explanations
and prompts for exemption clauses on insurance policies; 42.3% of consumers have
encountered confusion and ambiguity in terms of insurance coverage and compensation
conditions; 39.4% of consumers have encountered situations where insurance liability
and exemption clauses contradict each other. How insurance companies operate their
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social media accounts and interact appropriately with consumers has become the key
to enhancing trust between insurance companies and customers.

3.2  How to Operate a Social Media Account

3.2.1 Official Account Science Popularization+Specialist Services. At present, most
insurance companies are still exploring how to operate their social media accounts well.
The most common practice nowadays is the matrix layout model of "KOB (official
account)temployee+KOL". Furthermore, they will cultivate their own KOS (key opin-
ion sales) accounts, build a multi-level content matrix, and achieve a complete chain
from brand promotion to sales conversion. Then, the existing content will be reor-
ganized into three progressive levels. Firstly, the positioning and function of the official
account (brand image shaping). The official account daily revolves around insurance
knowledge popularization, financial tips, and company introductions, replacing the pre-
vious practice of directly displaying products to consumers. Instead, through
knowledge transmission, it regularly pushes industry information, claims cases, and
health management knowledge, reducing consumers' perception of insurance. Misun-
derstandings with finance strengthen the professional image of the brand. Secondly, the
value of employee accounts (deepening professional services) is to establish dedicated
employee channels to provide consumers with deeper professional knowledge and cus-
tomized services. Thirdly, the role of KOL/KOS (market penetration expansion) is to
have an understanding of consumer profiles in the middle, stratify customer groups with
different needs, and push insurance products that meet customer needs. This matrix
layout, through a dual mechanism of breadth coverage and depth services, can not only
expand brand influence but also achieve precise conversion

3.2.2 Transform the Direct Purpose From Product Promotion to Value Co-construc-
tion. Traditional insurance marketing is facing a crisis of trust and urgently needs to
change its mindset - from product promotion to value co-construction. Then, the con-
tent should be reorganized into three levels. Firstly, the drawbacks of traditional meth-
ods (consumers resist direct promotion) are that, due to the chaotic market environment
in the past, the professional level of salespeople varies, and the products they promote
do not truly meet customer needs. Customers cannot understand the significance of
insurance products for future risks, leading to today's consumers feeling disgusted with
the sales practices of insurance salespeople who directly promote products. Secondly,
new content strategies (science popularization+hotspots+interaction). Most insurance
companies now choose to publish popular science knowledge and current events on
their social media accounts, using videos and simple graphics as the main content to
replace the complex and lengthy insurance terms in insurance contracts. Through vivid
and interesting company introductions and irregular lottery activities, they attract con-
sumers' attention to the company. Thirdly, the brand building path (credibility shaping)
focuses on enhancing the company's brand building, strengthening the company's cred-
ibility, providing consumers with more brand exposure, insurance science populariza-
tion, and product seeding, reducing consumers' stereotypical impressions of insurance
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companies, enhancing customers' trust and stickiness in the brand and products, and
reducing the loss of trust from customers to understanding and purchasing products.
This subtle brand-building approach, through a three-stage influence from cognitive
science popularization to emotional attitude improvement and then to spontaneous be-
havior, ultimately achieves an improvement in brand favorability and purchase conver-
sion rate.

4 Conclusion

By analyzing the current situation of social media operations in the insurance industry,
consumer distrust of insurance companies has become a key bottleneck restricting the
development of the industry. Social media, with its powerful dissemination, extensive
coverage, and instant interactivity, provides an excellent platform for insurance com-
panies to reshape their brand image and bring themselves closer to consumers.

This article further analyzes the successful experiences and effective strategies of
insurance companies in social media operations. Through the model of "official account
science popularizationtspecialist services", insurance companies can not only system-
atically transmit insurance knowledge and enhance consumers' awareness of the insur-
ance industry, but also provide personalized professional services according to the
needs and characteristics of different customer groups, thereby enhancing consumers'
trust and satisfaction. At the same time, the focus of operations will shift from simply
attracting customers to establishing brand image, using vivid and interesting content
forms such as interpreting hot topics and showcasing company culture to attract con-
sumers' attention and interest, changing the previous single sales image in consumers'
minds, and thereby enhancing brand reputation and loyalty.

In short, social media operations have become a key strategic measure for insurance
companies to enhance market competitiveness and win consumer trust. Through careful
planning and continuous innovation, insurance companies are expected to shine on the
social media stage, driving the industry towards a healthier and more sustainable de-
velopment stage.
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