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Research on the Construction of Linkage—type Database Marketing Model in
Big Data Area——A Case into FAW

JIN Xiao—tong, WANG Tian-xin, YANG Xiao
(Business School of Jilin University, Changchun 130012, China)

Abstract: Based on the era of big data—driven dynamic business environment, combined with the theory
tends pointed in existing studies on database marketing model innovation from the perspective of open systems
innovation and value creating, this present paper put forward innovative linkage—type database marketing model and
its data integration capability and system reconfiguration function, and construct the basic theoretical framework
including value co—creation guidance, linkage—type database marketing model and value—sharing to deal with the
disadvantage existing database marketing model that reflected in the data processing,system support, communication
effectiveness and marketing performance. On this basis, this study takes FAW-Volkswagen’s linkage—type database
marketing model for example, and further proposed extended meaning that the linkage —type database marketing
helps to boost intelligence enterprise creation, enhance coexistence value among stakeholders and build commercial
ecosystems in order to provide useful guidance both in theoretical study and practice development for domestic
enterprises to innovate database marketing model.

Key Words: linkage —type database marketing model; data integration; system reconfiguration; value —
creation; value—sharing
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