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Abstract

The research aimed to; 1) investigate the strategies for using new media by
commercial health insurance companies, 2) examine consumer behaviors and perceptions
regarding new media usage, and 3) analyze appropriate strategic approaches to applying
new media to enhance commercial health insurance marketing in Chinese society. The
study employed a mixed-methods approach. In the qualitative phase, data were collected
from 12 executives (4 senior and 8 middle-level managers) of three major health insurance
companies China Life, Pacific Insurance, and Ping An Insurance through in-depth interviews
to explore organizational perspectives and actual strategies. In the quantitative phase, data
were collected from 385 commercial health insurance customers using questionnaires and
analyzed with descriptive statistics.

Findings indicated that: 1) commercial health insurance companies prioritize
highly interactive and popular new media platforms, such as short videos, live streaming,
and WeChat Official Accounts, not only to disseminate information but also to create
experiences, engagement, and deep consumer relationships, reflecting organizational
adaptation to competition and strategic use of new media for differentiation and
competitive advantage; 2) consumers’ needs and market competition significantly
influence the application of new media innovations, while an innovation-oriented
organizational culture acts as a mediating factor that enhances the effective and
sustainable use of new media, as confirmed by a structural equation modeling (SEM)
analysis; and 3) strategic guidelines for applying new media include: using transparent and
interactive communication channels to build trust, producing creative and up-to-date
content to stimulate consumer engagement, providing personalized services to meet
diverse consumer needs, fostering an internal innovation culture for continuous
adaptation, and systematically managing online reputation and relationships to strengthen

trust and mitigate potential negative feedback.
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