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Abstract

Abstract

China life Property insurance was founded at the end of 2007, compared to
China Ping An insurance, PICC and China Pacific Property of these established more than
20 years of property insurance companies also set up relatively early property insurance
company, China Life Property Insurance is the newborn calf. But just two years, China
Life Property Insurance Shenzhen branch of the market rose from fifteenth to fourth, Such
a fast development speed and the characteristics of shenzhen branch of China life Property
insurance and marketing strategy has a close relationship, it is to give full play to its own
unique advantages, establish the reasonable marketing system, had become the leader of
Shenzhen property insurance market group second.

In this paper , Chinalife Property insurance Shenzhen branch as the
research object, to  study the successful experience of Chinese life insurance
Shenzhen branch from several of its own characteristics and marketing strategy etc.. This
paper  first  describes  therelevant  theoretical ~ knowledge of  marketing
strategy and Chinese life insurance Shenzhen, Next to the shenzhen insurance market
situation and current situation of the development of simple; then the China life
Property insurance Shenzhen branch of the competitors to do a simple introduction ,and
gives a detailed description in the fourth part branch on the Chinese life property &
casualty insurance and Shenzhen. This article through to the shenzhen branch of China
life Property insurance in the aspect of product, price, channel and promotion strategy, has
made the detailed analysis of the corresponding marketing strategy in each link of the
problem, and put forward some improvement Suggestions.

Finally, the conclusions of this dissertation shows that in the marketing of enterprises
must be combined with its own characteristics in order to play their own advantages, In
the face of differentiated competition in the market; in addition, market positioning and
market segmentation, accurate and reasonable product structure can effectively use limited

resources to produce the greatest market profits of enterprises.

KEY WORDS: THE PROPERTY INSURANCE MARKET, CHINA LIFE
PROPERTY INSURANCE, DIFFERENTIATION
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