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Abstract

Telemarketing is one of the most important sales channels among insurance sector. With an ade-
quate development in China, telemarketing shows its own features. Based on the analysis of tele-
marketing’s strength and weakness, we try to figure out the status quo and the future challenges
of telemarketing, and come up with a brand new development model in which telemarketing coo-
perates with network marketing as well. Through questionnaires to employees engaging in tele-
marketing activities from 3 insurance companies and an insurance intermediary, we find that the
benefits of telemarketing are high efficiency and convenience. On the other hand, we focus on the
qualification of insurance phone salesmen, and summarize the telemarketing’ weakness result
from the deficiencies of phone salesmen’s abilities, skills and knowledge. Even though telemar-
keting has many disadvantages, it is a significant sales channel of insurance in a short time. In fu-
ture, telemarketing will go hand in hand with online marketing, which can differentiate the sales
channels of different product.
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Table 1. The proportion of telemarketing
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Table 2. The number of outbound calls an employee makes per day on average
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Table 3. The number of inbound calls an employee receives per day on average
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Table 4. The average employment time of staffs
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Figure 5. Time spent on-boarding
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Figure 6. Staff’s knowledge of other insurance products in company and compensation system
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Figure 7. Sources of customer information
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Figure 8. Factors that hinder the success of telemarketing

7 8. MISEIRHERIINER(ZIE)

HE K8 B
1 X LA T 136 7 17 32.08%
2 Y& S AT 27 50.94%
3 e LT g P T R 13 24.5%
4 e LUHRAS I 4 F7 % 7 BOS A 34 64.15%
5 HECAVEAR 5™ i B AN LR A 7 13.21%
6 AROR AT SEIA T ] LS5 JRAT A LA iz 9 16.98%
7 PR E O EEE R 14 26.42%

4. BELGREWE

1) FAS AT A PRI 5 1) E BRI

MEHE S R LA, EE A R IR sk ni: EMA BT, 455 R st s,
W AN R RA R ;s TERARATTE, 7 B BE EE R R R IGHETE , XX — B 85 IR B3 A
fH51E. [FINS, X —8YE I8 52 3L 50l 25 IR 18 A EIBE S A I W BB R . Rk, AR K — B,
FAFHE = A S A S R SR A R I E B EIRIE. DARME RE A=, 58, AME
M7 600 ANAEIEH G, FRWERS T AR, FEBTRS AFIEABIN, ABE 40 A2
60 N Ia]. DLE PG A w] M), 2015 SEgra i iy e, A3 20 ARIHEIBA, 4458 1200 J5 7T, 2016
I HARETE 3000 T EA E. AT, FUESIRIEM S LR, BA — MR

2) MIFEH MBS G R_RARKEBR

B ELIR N R E I AR, ELIR X PR S e ZE S o ARYE ORI 2 R AT 2014 47 FLHK I FR
1R RIESA AT s, 2014 4 EICH RIS BT sBLER 2R ION 858.9 1276, [FILLIEK 195%, & fr 2%
W EG I 2013 4F [ 1.79%3G K28 4.2%, HETTHE 2015 SFikH] 6%. WA A AECREAT M H (AU A
JEBIHASI 7 5, KIEFHLWE A ESEL, Hd /e LM 10 ff2 23], w4, RENTEGEEL,
Fe i TG, PRE A R AR M E ], WSROI, o $ 00 B R S e B TR Rk Bk (4], A

BAHELN, KRB A A



5. &RiA

TG, R TIREG A R, BB A K DL R AR — AR LI DO T ) > AR A5 45 LB DO FR 56 1) 7 2
FURERTE R, Hk, FERBHRIAE T, HERRSEEL IR AZ 5 BB A AL, DA RIS S8 T —FhE
HUE, BE 7 FAREASCE AR SIS, KR B R 1 AR A28 A . TR T3 2
Ki, AR EITEE, TP ORI AR B A ke 1 BRI £ ). % 7 AT LA I A2 fR S X ot 2 APP
A A SRS 1 FE 2R P AT BRI R AR A A SRR, G2 AR R, L T B AR
8 GV Bl DR Dot BN 26 A AT TR SR 26 AN T 2 A8 () LT € 9% KB (8] 8 FRF B B [5]. #Ja, &
BRI PR IS T ORISR ) 2 )2 Z b ()3T, BRAR 1A AR A i 2 3, B RRE E vt ORIG Dt
FEEWIR, ks th By S i, DRI 93 B 5] ot K.

BRI ORI AR 7 ORI AR 228 A, 4R 1T 584 77 BUE BRI ORI S5 YN 26
XHE TSGR, (HEAE AR, 7R ORI O L E AL 6%, 3 Ui B 3 FE R SR ELIB I R 5 17 3 )
Bt ER. BERM e ok, RE AR ZR 2 KRS A58 SAE “fk” fifm b, AREE
ORESOE 25 28T I K, S KRR B AR IS T 37 (K095 71, ORISR g i 2R 4 O LA A e o

Lk (References)
[1] AEEHT. ORES IS E S A 7 []]. &Rl 50Tt 2010(6): 78-80
[2] BEE, RBT. WORR AN RIE SR IRE N A1) R, 2010(11): 81-86.

[81 bk, Frug. RERKLS BLERM RS G IR XS R, 280 P ER =Bk, 2014, 13(4):
32-36.

[4] & FRECRREHOHHIL]. ’AREH, 2011(5): 148-149.
[6] 7k, BR/NZR. JRZEORRS: o A AR T 1) R R AT SR AT 9], AR 42, 2011(7): J0020-J0025.

Hans i
W B REE B EZIN T RS

BRaRTE#ARSS (QQ. Tl HEH B )
N DT 5t A58 FO 39 T

24 /N DA SR S I T e )

AT BITE LR AR S

b B AT

IR

A 2% 7 g5 e BT

WRaiE A http://www.hanspub.org/Submission.aspx
WIFIHEAE . ecl@hanspub.org

Noabkowpr



http://www.hanspub.org/Submission.aspx
mailto:ecl@hanspub.org

	Current Situation and Trend of Telemarketing of Domestic Insurance Industry
	Abstract
	Keywords
	我国保险电话营销的现状和未来发展趋势
	摘  要
	关键词
	1. 引言
	2. 研究方法、对象和过程
	2.1. 研究对象
	2.2. 研究工具
	2.3. 问卷调查过程
	2.4. 统计过程

	3. 数据分析和讨论
	3.1. 电销便捷高效，仍是保险营销的重要渠道
	3.2. 电销团队流动性高，业务员成长空间有限
	3.3. 电话业务员培训有欠缺，专业素质有待提高
	3.4. 保险电话营销客户针对性不强
	3.5. 客户信息来源存在灰色地带
	3.6. 消费者对电话营销模式信任度不高

	4. 调查结果与讨论
	5. 结束语
	参考文献 (References)

