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Abstract: The Caribbean region is an indispensable and important participant in the construction of the “Belt and

Road”, and has increasingly close contacts with China. Its aquatic products are one of the main trade products and have

huge market potential and prospects. Suriname, Guyana, and the U.S. Virgin Islands in the Caribbean have close rela-

tions with the Netherlands, the United Kingdom, and the United States respectively, and their trade policies are mostly

similar to those of the former colonial countries. Studying the trade situation and management system of aquatic prod-

ucts in the region under the Pandemic has a guiding role for every country’s import and export enterprises.
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1. Introduction

Ithough it is not early for the countries

of the Caribbean region and China to

start the construction of the “Belt and

Road”, it also has very important stra-
tegic significance. The region also has an ancient histor-
ical relationship with Chinese “Maritime Silk Road”. In
recent years, China and the Caribbean have cooperated in
the fields of international order, economy and trade, and
finance. In 2017, the trade value between China and Lat-
in America exceeded US$2600 trillion, a growth rate of
nearly 20% . The following year, the second ministerial
meeting of the “China-CELAC Forum” passed the “San-
tiago Declaration” and “Joint Action Plan for Cooperation
in Priority Fields between China and CELAC Member
States (2019-2021)”, issued the “One Belt One Road”
Special Statement, further optimizing and upgrading the

regional bilateral trade situation.

The Caribbean countries have a unique geograph-
ical location, and the types of imported and exported
agricultural products are not abundant, mainly aquatic
products. According to the statistical analysis of customs,
aquatic products are a must-have product for almost every
country in the Caribbean to export to China, and at the
same time, aquatic products also occupy an important po-
sition in the Caribbean’s imports from China. Especially
Guyana, Suriname and other countries, their trade value
of aquatic products even exceeds 95% of the total trade
value.

Guyana was once a British colony, and the U.S.
Virgin Islands is still under the jurisdiction of the United
States. Suriname is the smallest country in South America
and was once a Dutch colony. Although they are all very
small countries in the Caribbean, their strategic impor-

tance cannot be ignored.
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2. Trade Situation in the Past Two Years

2.1 Chinese Trade Situation
2.1.1 Chinese Overall Trade Situation

According to customs statistics, Chinese total for-
eign trade in 2020 reached US$4,646.3 billion, a year-on-
year increase of 1.5%, exports were US$2,590.7 billion, a
year-on-year increase of 3.6%; imports were US$2,055.6
billion, a year-on-year decrease of 1.1%, and the trade
surplus increased by 26.9%. The United States, Japan,
and South Korea are Chinese three major trading partners.
The European Union and Australia are also important
trading markets, while trade growth with Africa and Latin
America is not obvious 7). According to the information
released by the spokesperson of the General Administra-
tion of Customs of the People’s Republic of China, the
total import and export volume between China and the
countries along the “Belt and Road” reached RMB 9.4
trillion in 2020, a year-on-year increase of 1.0%.
2.1.2 Chinese Export of Aquatic Products

According to customs statistics, in 2019, Chinese
aquatic product exports totaled US$20.7 billion, a year-
on-year decrease of 8.0%. Chinese aquatic product trade
surplus has dropped significantly; aquatic product exports
are relatively rich, with the top 10 products accounting
for 48.4% of the total; exports The market is relatively
fragmented. The export value of the top five markets ac-
counted for 53.8% of the total, and the export value has

all declined in varying degrees . According to customs

statistics, in 2020, Chinese total aquatic product exports
were 19.04 billion U.S. dollars, a year-on-year decrease
of 7.8%. Under the dual impact of pandemic and the Chi-
na-US trade situation, the value of exports to various mar-
kets continued to decline. The only major markets were
Thailand and Hong Kong. There was a slight rebound ',
but the aquatic products trade surplus increased substan-
tially.

2.2 Overall Trade Data in the Caribbean

Affected by pandemic and the global trade situation,
the trade imports and exports of countries in the Caribbean
will see an overall decline in 2020, as shown in Figure 1.

As can be seen from the above figure, in 2020,
Guyana’s import and export trade situation in the Carib-
bean is very special . According to the information of
the International Monetary Fund, the growth rate of its
imports of goods in the past three years are 2.0%, 7.1%,
4.5%, and the situation is stable; The growth rate of ex-
port volume jumped from 0.4% and 3.5% to 182.5%. The
main export category was fossil fuels, etc. (accounting for
9.0% of total exports). According to the announcement of
the General Administration of Customs, Guyana has only
11 aquatic products companies registered in China by the

end of 2020, and the market potential is huge.

3. Aquatic Products Trade Management System

3.1 Suriname
Currently, in the list of “Catalogue of Aquatic Prod-

ucts Exported to China from Countries or Regions Quali-
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Figure 1. The percentage increase or decrease in the trade of Caribbean countries in 2020 compared to 2019

Note: Data source International Monetary Fund website
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fied for Evaluation and Examination”, China has 18 types
of aquatic products allowed into Suriname, plus “wild
marine aquatic products.” In 2019, the bilateral trade vol-
ume between China and Suriname was US$290 million, a
year-on-year increase of 7.5%. China ranks fourth among
Suriname’s import partners. Suriname imported 240
million US dollars from China, a year-on-year increase
of 9.2%; China ranked sixth among Suriname’s export
partners, and Suriname exported US$50 million to China,
a year-on-year increase of 0.9%. China-Suriname trade
accounts for about 6.0% of Suriname’s total import and
export trade. Suriname exported fish and crustaceans and
other aquatic products worth US$40 million, accounting
for 2.6% of the total trade.

The competent authority for the fisheries and aq-
uaculture industry in Suriname is the Stichting Viskeur-
ingsinstituut (VKI). The main regulations are detailed in
Table 1.

Table 1. The main regulations of Suriname’s aquatic

products
Name of Law
laws and  serial number Establishing agency  enforcement
regulations authorities
GB 1911 .. . Department of
Ministry of Publ
Food law No.25. GB 1n1sI;}; (ith ublic Environmental
a
1953 No.134 Hygiene
Ministry of
SB 1980 1Sy .
Law of the No.144. SB Agriculture, Ministry of
sea 2001 No.120 lee‘stocll( and Fisheries
Fisheries
. Ministry of
Fish . . .
. SB 2000 Agriculture, Fish Inspection
Inspection . .
Act No.107 Livestock and Institute

Fisheries

Note: Data source Suriname government website

3.2 Guyana

Currently, in the list of “Catalogue of Aquatic Prod-
ucts Exported to China from Countries or Regions that
Meet the Requirements for Evaluation and Examination”,
China has 7 types of aquatic products that Guyana is al-
lowed to enter. The total trade value between China and
Guyana in 2019 was US$320 million, a year-on-year
increase of 20.3%. Among them, Guyana’s imports to
China were US$270 million, a year-on-year increase of

22.9%; Guyana’s exports to China were US$50 million,

a year-on-year increase of 6.7%. In 2020, China ranked
fourth among Guyana’s major trading partners. Guyana’s
imports to China were US$210 million, accounting for
8.6%; China ranked eighth among Guyana’s export des-
tinations, and Guyana’s exports to China were US$120
million, accounting for 4.2%. . Guyana’s export of frozen
fish and other aquatic products amounted to US$30 mil-
lion, accounting for 1.0% of the total.

Guyana is in charge of aquatic products mainly by
the Fisheries Department under the Ministry of Agricul-
ture. The main regulations on aquatic products are shown
in Table 2.

Table 2. Guyana’s main regulations on aquatic products

N f
ameo . Current Establishing
laws and serial number .
i version agency
regulations
198 i
Foodand ~ FOOD AND DRUGS 9611 Verjl_" " Ministry of
T ased 1
Drug Law ~ ACT CHAPTER 34:03 2012 Health
. Ministry of
2002
Fisheries FISHERIES ACT rele:;r;l; " Agriculture,
Law CHAPTER 71:08 Livestock and

2012
Fisheries

Note: Data source Guyana government website

3.3 U.S. Virgin Islands

The laws and regulations of the U.S. Virgin Islands
basically adopt U.S. laws. Since the United States of
America revised the Organic Law of the Virgin Islands in
1954, it has tried four times to replace the Organic Law
with a constitution approved by the people of the Territo-
ry, but failed. So far, the U.S. Virgin Islands’ aquatic prod-
uct management regulations refer to the United States,
and the management agency is also under the supervision
of the United States. Although there is a Department of
Agriculture and a Department of Health, it is only respon-

sible for daily work.

4. Discussion

4.1 The Former Colonial Power Has a Profound Influence
on the Legal System of Caribbean Countries

The U.S. Virgin Islands is a non-self-governing
territory under the Charter of the United Nations. As an
organized territory not annexed by the United States of
America, it is managed by the Office of Insular Affairs of

the United States Department of the Interior. According to
3
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the Organic Law of the Virgin Islands (1936), the amend-
ment to the Law in 1954, and subsequent amendments to
the 1954 Revised Organic Law, the Territory has a legis-
lative body. The islands have a governor, not a president.
The governor has the executive power for a four-year
term and can only be re-elected once. The laws and reg-
ulations basically refer to the United States. Guyana is a
Commonwealth country. Its institutional settings and laws
and regulations refer to the British system. It is currently
one of the countries with the best economic situation in
the Caribbean. According to Guyana’s relevant regula-
tions on import and export of agricultural products, the
import and export of agricultural products and livestock
products should be approved by Guyana’s Ministry of
Agriculture, and quality inspection should be submitted
to Guyana’s Ministry of Agriculture and related depart-
ments. Imported live animals (including pets), fresh meat,
etc. should submit an import application to the relevant
departments of the Ministry of Agriculture, and apply
for quarantine to the relevant departments of the Guyana
Ministry of Agriculture and the Ministry of Health. Suri-
name is once called Dutch Guiana. As a former Dutch
colony, the legal system of Suriname will inevitably have
the shadow of the Netherlands. These conditions have
had a special impact on China’s trade: when companies
conduct transactions, they must not only pay attention to
the laws and regulations of the corresponding country, but
also pay attention to the relevant policies of their former
colonial host country. Because once they encounter fuzzy
areas or dispute areas, Caribbean countries will generally
refer to the relevant requirements of the former colonial
powers. In addition, these former colonial powers are ba-
sically members of the European Union or North Amer-
ica. Even if the Caribbean region refers to the current
advanced international standards and regulations, it will
inevitably involve the former colonial powers.
4.2 The International Situation Has a Huge Impact on
Aquatic Product Trade in the Caribbean

The survival of small countries under the pandemic
has a unique dilemma. Its economy is small, its trade prod-
uct structure is relatively simple, and its ability to resist risks
is weak. Especially in some island countries, the source of

income still depends on the tourism industry that requires

4

the movement of people. Under the influence of the pan-
demic, the depression is unstoppable. Frozen products such
as aquatic products have a lot of overlap with the prevention
and control measures of the new coronavirus due to their
special preservation and transportation. The virus can survive
longer in a low temperature environment, which directly
leads to the risk of carrying aquatic products transported in
the cold chain, and related trade is greatly frustrated. There-
fore, the trade channels opened by various policies have been
severely affected. In addition, China-US trade frictions have
continued, and disputes have not been significantly eased.
Under the wrestling of big powers, small countries in the
region will inevitably show a wavering attitude. The Unit-
ed States is the region’s largest trading partner ', and even
regards Latin America and the Caribbean as its own “back-
yard”. Today, with the promotion of the “Belt and Road” and
China-US trade frictions, the strategic significance of trade in
the Caribbean is important. On the other hand, based on the
aforementioned economic conditions, it is comprehensively
judged that the economic development of the Caribbean in
2021 will still be characterized by a market downturn, weak
trade, and pessimistic investment "', and the recovery speed
may not be too fast. Therefore, this is also the ultimate goal
for China to expand the market.
4.3 Complementary Advantages of the Management
System

Although the economies of the Caribbean countries
are relatively small, Suriname and Guyana are countries
with a population of less than one million, and the U.S.
Virgin Islands has a population of just over 100,000.
However, their laws and regulations mostly refer to in-
ternational standards and have a relatively high starting
basis. They also have a test field. The significance of
learning and reference in our country. China’s aquatic
product quality and safety regulatory agencies basically
include: the Ministry of Agriculture and Rural Affairs,
the National Health Commission, the National Market
Supervision Administration, the General Administration
of Customs, and the National Aquatic Product Standardi-
zation Technical Committee, covering various fields such
as fishery, health, market circulation, import and export,
etc. Each department has its own standard-setting author-

ity (the General Administration of Customs has absorbed
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the original inspection and quarantine standard-setting),
its own inspection and testing institutions, and its own
supervision and random inspections and supervision reg-
ulations, and their responsibilities are mostly overlapping.
Optimizing the reform of inspection and testing institu-
tions and unifying testing standards have an important
guiding role in improving the standardization of Chinese
aquatic products and the smoothness of conforming to in-

ternational standards.
Funding
Shantou Customs Scientific Research Project

(2020STK006).

References
[1] Zhu Wu. Caribbean countries unleash opportunities to attract Chi-

nese investment[J]. China Foreign Trade, 2019(02):76-77.

[2]

[3]

(4]

[3]

(6]

(7]

An analysis of Chinese foreign trade in 2020 [J]. Global Business
Classics, 2021(02): 136-141.

Chinese agricultural product trade monitoring from January to De-
cember 2019[J]. World Agriculture, 2020(03): 126-128.

Zhen Yujie, Statement Ping. Analysis of my country’s Aquatic
Products Import and Export Trade in 2020[J]. Scientific Fish Farm-
ing, 2021(04): 5-6.

International Monetary Organization data. Website: https://www.
imf.org/en/Home.

Shao Yu, Sun Yuhan. Has China squeezed out U.S. foreign invest-
ment? ——An empirical study based on Latin America and the Ca-
ribbean under the background of “One Belt One Road”’[J]. Foreign
Economics and Management, 2021, 43( 02):140-152.

Yin Jiayin. Analysis of the economic situation of Latin America
and the Caribbean in 2020 and outlook for 2021[J]. China Eco-
nomic and Trade Guide, 2021(08): 37-39+46..



Economics and Management Science | Volume 3 | Issue I | March 2021
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Abstract: In 2020, due to the sudden outbreak of the Corona, the global economy suffered a serious downturn, most
industries were hit unprecedentedly, and the unemployment rate soared. In China, the urban stall economy, which was
severely hit by the state in order to maintain the clean and tidy appearance of the city, has returned to people’s vision.
At the same time, recent studies have further explored the location proportion of the stall economy. The stall economy
in University Town accounts for 80% of the total stall economy in China, but less attention is paid to the causes of the
formation of stall economy in university town. Therefore, this paper will be based on the perspective of behavioral eco-
nomics and consumer economics, through the questionnaire survey of mobile phone data, focus on the perspective of
consumers, first explore the reasons for the intensive street stalls in the University City from multiple angles, then ana-
lyze the advantages of street stalls in economic development, and explore the future development of street stalls in the
University City from the two aspects of government and businesses.
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DOI: 10.12346/ems.v3il.4145

1. Introduction
n the 21st century, urban informal economies
have attracted the attention of economists and
politicians because of the contradiction between
the huge output it created and the negative ef-
fect on urban environment it brought. In addition, accord-
ing to research by P!, there are almost 1.8 billion people
who are engaged in different kinds of informal economic
activities. Moreover, China has nearly 114 million urban
informal employees. Since the covid-19 charged China’s
economy in 2020, China’s environment published policies
about encouraging people to do street vending. The news
(China’s premier praised the informal economy 2020)
reported that Keqiang Li who is the premier of China ap-
preciated street vending was one of the most significant
source of employment which was the vitality of China of
economy, like the fireworks in the world. According to
research the authors collected, there are 80% of universi-
ties which have street vending activities near the schools.
The research results can indicate that street vending in the

university is a special and big part of informal economy.

6

This article focuses on discussing the reason of
formation and giving suggestions about developing street
vending activities in university areas from consumers’
perspective. Street vending is a controversial topic which
draws much attention in the academic world. It can sat-
isfy the needs of consumers to reduce the cost of living.
However, it brought negative effects on consumers, such
as poor quality of products, lower food hygiene. Now the
academic world is discussing future progress of informal
economy. In order to further the study, the article will
discuss the reason of formation first. And then it will give
advice about developing street vending activities from

consumers’ perspective.

2. Formation

University Town is an area where many universities
and colleges are located in. Since many colleges and uni-
versities were located in downtown areas with tight land
and high prices, many schools have moved their old dis-
tricts located in the city center to new ones with low pric-
es on the outskirts of the city. Campus replacement, which

can build a new school with a larger area and updated
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equipment. After one school succeeded in applying this
model, other schools followed suit and built new univer-
sities through this model, gradually forming a university
town. Therefore, most university cities have the following
characteristics: they are located in the suburbs, and law
enforcement officers will inevitably be negligent; traffic is
inconvenient and inconvenient to travel; most indigenous
people living nearby have lower incomes. Coupled with
the curfew time of Chinese universities, these reasons are
very suitable for the derivation and development of the
economy.
2.1 Location

The representative university towns in China are
Guangzhou University Town, Beijing Liangxiang Uni-
versity Town, and Nanjing Jiangning University Town
as examples. They all located on the outskirts of the city.
Before the school was built, they were mainly inhabited
by immigrants. Their common characteristics are low ac-
ademic qualifications, no professional expertise, and most
of them can only engage in low-gold and low-income
jobs. After the universities relocated their campuses, they
created employment opportunities. These original resi-
dents could earn money by buying and reselling items,
opening food stalls, or turning the extra space at home
into Internet cafes or game halls for student entertain-
ment. This is one of the reasons for the rise of the stall
economy in the university town.
2.2 University Students’ Entrepreneurship

In the past, there was an example of selling pork at
the North University of China to make a fortune. Later, the
entrepreneurial project of Chinese college students-setting
up a street stall became a popular choice. City stalls provide
platforms and opportunities for Chinese young people to
start their own businesses and accumulate social experience
and business experience. From small to elementary and mid-
dle school students’ charity sales activities, as well as large
college students’ entrepreneurial experience, stalls are low-
cost, low-threshold, and low-technical. The requirements of
the host are not low in all aspects. The stall owner must have
enough patience and certain management ability and creativ-
ity to make the stall well. It is a low-cost trial and error expe-
rience. In addition, young people are extremely dissatisfied
with China’s 996 (work at 9 am, leave work at 9 pm, and get
off work six days a week). They prefer the freedom of time
to have time to enjoy life. The time, freedom, and freedom
of place to share the economy happen to satisfy this point.
And the first stop for these college students to set up a stall is
usually to choose the university town where they study.
2.3 Consumption Preference

The second reason for the formation in university is
the students’ consumption preference. Lin(2015) holds a
view to students’ consumption that at the beginning of the
21st century, in addition to the basic consumption of life
and learning, university students have other types of con-
sumption which are gradually increasing. The consump-
tion of contemporary college students is mainly divided
into basic living consumption (clothing, food, housing
and transportation) and learning consumption (tuition
and books)Cost, research, computers, etc.), leisure and
entertainment consumption (leisure, tourism, entertain-
ment), interpersonal consumption (human relations, love),
etc. Besides the students of university satisfy the basic
life needs, here is a diversified trend in the consumption
structure, which reflects that college students have the
ability to go out of campus, integrate into society and de-
sire to support the idea of high-quality material life. Be-
cause University students have diverse needs, the school
canteen and store can not satisfy students’ need. However
most university areas are located in suburbs where there
are problems of inconvenient transportation. The cost of
transportation to the city center increases the burden on
college students who don’t have many living expenses.
Consequently, street vending may become the best choice
for students’ consumption. Because it has advantages
such as high quality and inexpensive, closing the dormi-
tory. Buying goods from street vendors can not only solve
the problem of inconvenient transportation but also save
money to satisfy high quality and diverse shopping needs.

3. Development

3.1 Development Advantage
3.1.1 Prices

A floor stall economy is a form of economy in
which people make a profit through mobility or fixed
forms of sex. In terms of price, the low-cost items sold in
the ground stalls create the cheapness of the ground stalls,
and it is this cheapness that stimulates the students’ desire
to buy. The School of Economics at Jiangxi University
of Finance and Economics (2021) has used a SWOT
analysis to show that, forced by the epidemic, people are
very conscious of the price of goods, and this just high-
lights the advantages of the floor stall economy in terms
of price, i.e. increasing people’s participation in the floor
stall economy in the form of thin margins ",

The very low prices also help to make the stall
unique in the myriad of ways of doing business, which
in turn increases the competitiveness of the street vendor
economy with other sectors. It can be indirectly conclud-

7
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ed from the SWOT that the reduction in rents and the
benefit of not having to pay taxes have contributed to the
cheapness of the street vendor economy. In turn, the low
prices associated with cheapness are more attractive to
students in a university town than a tenant’s hawker econ-
omy, and when mapped to the level of a university town
market with a lot of competitive pressure, the floor stall
economy stands out.
3.1.2 Location

The ground stalls in university towns are full of fire-
works and students’ lives have long been closely linked
to them, and the main advantage of ground stalls being
able to have these links is the location of the stalls. Shi-
wei Yang and Jingjing Yin (2020) have argued that the
street stall economy, with its mobility in different parts of
the city, has successfully and timely dovetailed with the
needs of city dwellers and tourists, complementing shop-
ping malls and outlets and helping to enhance the upgrad-
ing and vitality of the city. This “capillary” distribution
of stalls has successfully spread throughout the university
city, linking the street vendor economy to the students and
becoming one of the dominant forms of commerce in the
university city.
3.2 Employment

The growing employment gap has led to pseudo-ur-
banization and the emergence of informal employment,
such as street stalls, has helped to fill this gap and pro-
mote urbanization. The ground stall economy in the uni-
versity town then employs the stallholders through mobile
stalls. And, through Dandan Wu’s (2009) presentation, it
is concluded that laid-off workers and unemployed people
are very much in favor of the low-threshold, low-invest-
ment ground-stall industry during the employment down-
turn. Further, the analysis reveals that in this situation of
employment pressure and difficulty in employment today,
the simple and easy-to-earn ground stall industry is easier
to carry out than other types of industries, and the ground
stall economy has certain development advantages in the
direction of employment as there are more students in the
university town, high demand and strong consumption
ability, which in turn reflects the variety of stalls.
3.3 Politics

From a political perspective, most of China’s polit-
ical systems and systems are based on the interests of the
people, therefore, Yuehua Zhang (2020) elaborates that
under the socialist market, the fruits of the labor of the
ground stall operators should be respected and the legit-
imate rights and interests of the stall operators should be
guaranteed. Further mapping to the ground stall economy

8

in the university city market, the existence of ground
stalls gradually meets the daily needs of students and pro-
motes the economic development around the university
city, so in a premise with the recognition of students and
a good political pattern, the ground stall economy in the
university city is better able to function in the market. In
addition, most of the workers who carry out the floor stall
economy are poor people or carecer workers who are in
deep trouble. In terms of the national policy on poverty
alleviation, the thin profitability of the floor stall econ-
omy can help the poor people and assist them to get out
of their difficulties. Yuehua Zhang (2020) then said that
the current government has started to bring the ground
stall economy under management, liberalize it, monitor it
through the internet, help transform the business forms,
improve the quality of goods, and pull the economy to
recover. Politically, the government is gradually liberal-
izing its jurisdiction over the ground stall economy in the
university town, which gives the ground stall economy
much more room to grow than other industries, and this
open politics not only satisfy the will of the people but
also helps the country’s poor.
3.4 Development Suggestions
3.4.1 Create Private Domain Traffic

In a market environment, enterprises will create
consumer loyalty in order to maximize their own inter-
ests. This is based on the diversified relationship between
enterprises and consumers. The two are both a buying and
selling consumer relationship and a win-win partnership.
Similarly, the vendor is the positioning of the enterprise,
and the student is the consumer. The vendor can earn
value by selling goods and services, while the student
can get good food and use less money to obtain cost-ef-
fective products. In order to better sell their products and
maintain a long-term and stable relationship with a group
of regular student customers, vendors must explore the
needs and potential needs of their student customers and
the trend of changes in their needs and potential needs.

Satisfaction, once to reduce the loss of student cus-
tomers and create their consumer loyalty. At the same
time, the concept of emotional accounts makes inter-
dependent behaviors effective. Behavioral economics
believes that consumers’decision-making is boundedly
rational, which is manifested as relying on mental ac-
counts. Consumers’ purchasing decision-making to the
completion of the purchasing behavior process are con-
sumer psychology. Concentrated reflection on the activity.
This is also more emphasis on starting with consumers
and grasping consumer psychology, in order to enable the
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university town’s stall economy to achieve longer-term
development.

In the more than 408 questionnaires we collected,
only 243 people filled out that the vendors in their uni-
versity town are creating private domain traffic through
small programs or WeChat groups, and the rest of the
vendors are still in the most primitive way-waiting for
students on the side of the road for consumption The way.
In fact, for creating consumer loyalty, creating your own
private domain traffic through WeChat and Moments is
a low-cost operation, low-efficiency and high-efficiency
way. Private domain traffic is a single one that can be re-
used and can directly contact customers. Private domain
traffic is centered on users, and depends on the radiant
influence of relationships, presenting the characteristics
of strong relationships, high viscosity, easy migration, cir-
cle-layered, and long-tailed propagation. (Analysis on the
construction and operation of private domain traffic-Feng
Meilian) After the students have finished spending, ven-
dors can attract students to scan the code by giving red
envelopes or small gifts to join the group, so as to create
private domain traffic for themselves, maintain customer
loyalty, and achieve the result of profit maximization.
3.4.2 Inclusive Government Policy

The second possible way to develop street vend-
ing is establishing a unified management organization to
make sure street vending well organized. Governing street
vending in China can learn from governance in Japan. Lv
(2020) pointed out that it has made clear regulations on
the development of street vending in Japan’s road traffic
law.

It is forbidden to stack articles on the road to avoid
influencing traffic. China ‘s policy is that law enforce-
ment agencies strike informal economic activities. This
kind of policy is hard to help informal vendors and easily
stimulating violence which is not conducive to the goal
of social harmony and stability. In addition, Zhao (2020)
thought the existence of street vending conforms to Nash
equilibrium. Because attacking street vending activities
requires a large number of law enforcement officers and
cost a lot of money, the government seldom does the at-
tacking activities. This policy can not solve the problems
of street vending. In addition, tough policy breaks infor-
mal economy original advantages such as mobility and
flexibility. Government can add the policy of managing
street vending into law in order to raise the vendors’ legal
awareness, so then they can standardize their own busi-
ness behavior. The government can establish a national
vending market and set up stall management institutions

all over the country to ensure the stable operation of in-
formal economy. Setting up management institutions can
limit vendors’ business behavior and avoid it influencing
public traffic, but can not limit the mobility and flexibility.
In the process of promoting the development of informal
economy, government should pay attention to taking the
law as the guarantee and the management organization to
ensure the effective development of informal economy,
so as to give full play to the function and role of informal
economy and make the informal economy more coordi-
nated with urban development.

4. Conclusions

In a summary, the article discusses the reasons of
formation which are mainly about location, the University
students’ entreprenecurship and consumer preference at
first.

Then, it points out the development advantages of
street vending, such as cheap price and location. At last,
the article gives suggestions about how to develop street
vending economics from consumers’ perspective which
are based on development advantages and questionnaires,
such as creating private domain traffic and inclusive gov-
ernment policy.

References

[1] ChenZ.Y,LiZ.X, YeL.H. and Lu HY (2021) ‘SWOT analysis and
strategic planning of the development of local economy’, Market-
ing Management Review, 2, pp. 85-87.Available at: http://p85-cnki.
sdll.cn.ez.xjtlu.edu.cn/kems/detail/detail.aspx?QueryID=11&Cur-
Rec=1&DbCode=CJFQ&dbname=CJFDLAST2020&filename=X-
1XY202011007&uid=VkF6WGOraDB1bzlydjlxam40a2VWQKkF-
wVIQ5MDcvVS92QkhiQ1J1RE02UUd1 ZIgv (Accessed: 6 August
2021).

[2] China government. (2020, June 3). http://WWW.Gov.CN. http://
WWW.gov.CN.

[3] Huang, G.Z., Xue, D.S. Xu, K.D., Yang, Y.S. and Chen, K.L.
(2019) ‘Governance of Informal Public Space in Urban China:
A Post-modern Critique of Spatial Formalization of Urban Street
Vending’, UPI, PP.47-55. (Available at: https://kdocs.cn/l/cqAX-
h1WM6Y8M?f=201 Accessed: 6 July 2021).

[4] Huang X.X. (2014) ‘Exploration on establishing a new initiative
relationship with consumers from the perspective of behavioral
economics’, Manager” Journal, pp.203. Available at: https://www.
ixueshu.com/document/f984396d3e0aa7d3318947a18e7f9386.
html (Accessed: August 6, 2021).

[5] Lin, J., Zhao, J.P. (2012) ‘Consumption of Contemporary College
Students——- from the perspective of relevant research literature’,
Journal of China Youth University for Political Science, PP29-34
(Available at: https://kdocs.cn/l/cnajUoGUUG9s?f=201 Accessed:6

9



Economics and Management Science | Volume 3 | Issue I | March 2021

(6]

July 2021).

Ligiong Zheng, Rong Peng, Jingjing Xie, Wenting Zhu, Xiaoc-
hun Chen and Jihuai Fang (2012) ‘Reflections on the “Street stall
Economy” around Colleges and Universities -- taking Jiaxing
area as an example’, Journal of Hubei University of Econom-
ics (Humanities and Social Sciences), 5, pp. 47-48.Available
at: http://p85-cnki.sdll.cn.ez.xjtlu.edu.cn/kecms/detail/detail.
aspx?QuerylD=69&CurRec=3&DbCode=CJFQ&dbname=C-
JFD1112&filename=HBRW201205018&uid=WHZnOG9SbH-
hYTHBmenlWTVE2Vng1 OFhqaEtObOFFODNIeTNTbC9Ib1BF
Q31xajIN (Accessed: 6 August 2021).

[7] Meilian Feng(2020) ‘Analysis on the construction and operation of

private domain. traffic -- Taking Li Jiaqi’s e-commerce live broad-
cast as an example ’, News knowledge, pp.80-86.Available at:
https://xueshu.baidu.com/usercenter/paper/show?paperid=1y600t-
b06a350trOrd370xp0m2671846&site=xueshu_se (Accessed: Au-
gust 6, 2021).

[8] University town(2017) Available at: https://baike.baidu.com/

item/844996?fr=aladdin (Accessed: August 6, 2021)Use the URL

of web page as author.

[9] Wu D.D. (2009)‘Moderate development of the “local economy” to

10

ease employment difficulties’, Information Management Digest
(Management Edition), 6, pp. 7+40.Available at: http://p85-cnki.
sdll.cn.ez.xjtlu.edu.cn/kems/detail/detail.aspx?QueryID=10&
CurRec=1&DbCode=CJFQ&dbname=CJFD0910&filename=ZZ-

[10]

[11]

[12]

WG200906007&uid=VKkF6WGOraDB 1bzlydjIxam40a2VWQKF-

wVIQ5MDcvVS92QkhiQ1JIRE02UUAd1ZIgv (Accessed: 6 August

2021).
Yang S.W. and Yin J.J. (2020) ‘Thoughts on Promoting the Sus-
tainable and Healthy Development of the Land-sharing Economy
in the New Period’, China Development, 4, pp. 36-40.Available
at: http://p85-cnki.sdll.cn.ez.xjtlu.edu.cn/kcms/detail/detail.
aspx?QuerylD=79&CurRec=1&DbCode=CJFQ&dbname=CJF-
DLAST2020&filename=ZGFZ202004008&uid=WHZnOG9S-
bHhYTHBmenIWTVE2Vng1 OFhqaEtObOFFODNIeTNTb-
C91b1BFQ3IxajIN(Accessed: 6 August 2021).
Zhang Y.H. (2020) ‘Political economy of the ground below
the horizon economy’, Marketing Management Review, 11,
pp- 16-17.Available at: http://p85-cnki.sdll.cn.ez.xjtlu.edu.
cn/kems/detail/detail.aspx?QueryID=11&CurRec=1&D-
bCode=CJFQ&dbname=CJFDLAST2020&filename=X-
1XY202011007&uid=VkF6WGOraDB1bzlydjIxam40a2VWQk-
FwVIQ5MDcvVS92QkhiQ1J1RE02UUd1ZIgv (Accessed: 6
August 2021).
Zhao, Y.J., Huang, H.Q., (2000) ‘The game behind the stall’,
BUSINESS ECONOMICS AND ADMINISTRATION,PP13-15
(Available at: https://kdocs.cn/l/cm4vLOXIjMO3?f=201 Ac-
cessed:6 July 2021).



Management insight

Analysis of Problems and Countermeasures in Financial Risk
Management of Administrative Institutions

Mingxuan Wang

School of Economics, Bohai University, Jinzhou, Liaoning, 121000, China

Abstract: This article mainly starts from the connotation of administrative institutions and the importance of avoiding

financial risks, analyzes the causes of financial risks, and analyzes the problems in the process of avoiding financial risks

based on this, and gives countermeasures to solve the problems. Its purpose is to make the income of administrative in-

stitutions more reasonable, so that the prevention and management of financial risks can be more effectively enhanced,

thereby promoting the more sustainable and stable development of administrative institutions.

Keywords: Administrative institutions; Financial risks; Problems; Countermeasures

DOI: 10.12346/ems.v3il.4146

Author Introduction: Mingxuan Wang (2000-), female, Han nationality, from Anshan, Liaoning, a 2018 student of Ac-

counting (ISEC), School of Economics, Bohai University.

1. Introduction

Administrative institutions are a platform for the
Chinese government to exercise public power while being
able to implement macro-control. They have played an
important role in the process of my country’s economic
development and transformation, and have shown their
important value. At the same time, with the development
and transformation of the economy under the new situ-
ation, the financial risk management of administrative
institutions has become more and more complex. Accord-
ingly, the management tasks have become more and more
arduous. The needs of financial personnel also need a
complete and systematic system to restrain and establish a
corresponding system. In summary, administrative institu-
tions should start from their actual financial management
situation and possible risks, build a comprehensive and
systematic financial risk management mechanism for ad-
ministrative institutions, and ensure the stable and smooth
development of financial management within the institu-
tion. Make a beneficial contribution to the society and the
people.

2. The Connotation of Financial Risks in
Administrative Institutions and the Importance
of Avoiding Financial Risks

From the perspective of economic development,

with my country’s booming market economy and im-

provement, the traditional economic system has been
unable to meet the development needs of today’s society.
Therefore, this greatly increases the probability of finan-
cial risks in administrative institutions, and even more
brings huge unnecessary losses to administrative institu-
tions "\

In addition, due to the significant differences between
administrative institutions and enterprises, from this per-
spective, the financial risks faced by administrative insti-
tutions must also have a certain degree of particularity and
heterogeneity. On the whole, including facing a series of
the legal aspects, decision-making aspects, integrity aspects
and operational aspects of risks are the most prominent and
existing financial risks faced by administrative institutions.
Therefore, more effective measures must be adopted to
avoid the financial risks of the entity in order to promote the
administration. The long-term and healthy development of
public institutions. Preventing financial risks through effec-
tive countermeasures can improve the management level of
the entire administrative institution. At the same time, finan-
cial management is a very important part of the management
of administrative institutions. Therefore, strengthening the
management of financial risks is more accessible and basic
sex work.

3. Analysis of the Causes of Financial Risks of
Administrative Institutions

Analyzing the reasons for the formation of financial
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risks can be analyzed from two perspectives, namely, in-
ternal and external reasons.

Starting from internal factors, an enterprise’s finan-
cial system, financial subject, and financial process are
the most direct factors that can cause corporate financial
risks. The formulation of the financial system is to enable
enterprises to better carry out financial forecasting and
management procedures, regulations and methods. If the
production of the financial system cannot provide the cor-
rect direction for the effective adjustment of the financial
operation of the enterprise, it will cause the financial staff
to make the wrong relevant financial plan, which will
eventually lead to the occurrence of financial risks; the
financial process is It can fully reflect the efficiency and
collaboration of the financial execution process, and the
financial risks such as losses in the financial process, in-
ternal profit disputes and the resulting profit margins have
attracted more and more attention .

Starting from external factors, it can be divided into
the following three parts: natural, economic and political
environment. The characteristics of the influence of the
external environment are mainly reflected in the complex
combination of multiple factors and its uncertainty ©*'.
Changes in the economic environment are the main rea-
son that affects corporate financial risks. On the one hand,
changes in national policies and changes in economic
development during special periods will cause drastic
fluctuations in the economic market. On the other hand,
changes in business models, technological innovations
and the entry of external competitors may cause financial
risks generated by the company itself. In terms of polit-
ical environment, the conditions for economic, cultural
and social development of a region depend on the robust-
ness of a country’s political environment. Having a stable
political environment can enable the long-term, stable and
sustainable development of the regional economy .

4. Problems in the Process of Avoiding Financial
Risks in My Country’s Administrative Institutions

(1) The risk management and control system is not
sound

In the process of financial management, adminis-
trative institutions are simultaneously affected by the two
economic management systems of planned economy and
market economy. In this case, on the one hand, adminis-
trative institutions will not respond to the signals released
by the market as sensitively as enterprises. As a result
of information asymmetry, it often leads to higher risks.
At the same time, from the government level, due to the
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policy orientation, it is easy to be directly affected by
government policies and lead to risks in its financial deci-
sion-making.

At the same time, due to the wider scope of inter-
nal financial management of administrative institutions,
it also involves the financial planning and use of funds
by various departments. It can be seen that financial risk
control is not only the job responsibility of the financial
department, but also requires the coordination and active
cooperation of various departments. However, in the ac-
tual work process, most administrative institutions have
not paid enough attention to the management and control
of internal financial risks. Even the awareness of risk
management and control is relatively weak. Leaders and
management pay less attention to risk and their aware-
ness is also relatively low. This has also triggered a weak
awareness of risk control among members of various de-
partments and lack of systematic awareness of risk man-
agement. Ignoring financial risk management and control,
the relevant financial department cannot normally carry
out and implement the management and control work.

(2) The internal management of the enterprise is not
strong

The administrative structure of the administrative
institution itself is lagging, which restricts the develop-
ment of the unit. The internal management system of
administrative undertakings is imperfect, lack of evalua-
tion mechanism, and cost management objectives are not
clear. Then asset management in the planned economy
period often affects the scientific nature of the cost ac-
counting system. Value management often emphasizes
the use of assets while ignoring the value of assets. Man-
agement, not to pay attention to the liquidity management
of assets, reduces the current assets. Once the unit has a
debt crisis, it will inevitably increase the probability of
triggering financial risks. If the unit management system
has insufficient operating and management experience, it
will cause inventory backlog and bad debts in accounts
receivable, which will lead to financial crisis.

Through the analysis of internal management, it is
found that the internal accounting control and supervision
work of most units has formalism, and its due role cannot
be brought into play. What’s more, there is no internal
control system established at all, which is extremely
lacking in substance and binding force. In addition, in
the management work carried out by many units, the su-
pervision and law enforcement functions of the external
supervision and management system have not been truly
brought into play, and the rectification efforts have been
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insufficient. In addition, in the actual supervision and in-
spection process, few units were punished and managed
in accordance with the law. At the same time, it was also
discovered that the functions of the various agencies were
scattered and overlapped, which resulted in the unit’s im-
perfect internal management and greater financial risks.

(3) Inadequate external supervision

The financial department and audit department, as
the supervisory unit of the financial management of ad-
ministrative institutions, are limited by manpower and
time, and their lack has caused many operating organ-
izations to spend a lot of money to solve the economic
crisis under the condition of poor management. Because
there is no special supervision department in the unit, and
the supervision of the financial department is weak, the
manager becomes the sole decision maker of important
management matters of the unit, which leads to the con-
tinuous emergence of corruption in business institutions.

In addition, in the case of the intervention of the
administrative supervision department, when the admin-
istrative and public institutions are carrying out a series
of financial risk prevention and management work, in
this process, the relevant supervision and management
department is very likely to be involved in this process. It
is profitable to obtain gray income, which may lead to the
slack prevention of financial risks and the lack of rigorous
management system in the implementation process, which
has a negative impact on the development of administra-
tive institutions.

5. Countermeasures for Optimizing the Financial
Risk Management and Control of My Country’s
Administrative Institutions

(1) Improve the awareness of risk management and
control, establish and improve the financial management
system

The lack of performance of internal management
incentive effects is largely due to the lack of awareness of
the theoretical system of control frameworks within ad-
ministrative institutions and weak awareness of financial
risk management and control. The individual’s positive
behavior depends on the person’s thoughts, values, as well
as the breadth of knowledge structure and the depth of
knowledge application. The emergence of various prob-
lems in the process of internal control construction should
not only be based on the objective factors in the organ-
ization to seek reasons, but also reflect on the existence
of “human” factors in the implementation of policies. To
solve the problem of low acceptance of internal control

construction in administrative institutions, we should first
improve the internal control awareness and financial risk
awareness of relevant financial management leaders and
relevant financial professionals in departments such as the
financial department and human resource management.
Attention should be paid to strengthening the learning of
internal control theory and the implementation of related
training. The specific form can be aware of the regular
organization of internal personnel of the unit to partici-
pate in corresponding management seminars, exchange
management opinions and actively communicate with
employees to understand the internal of the unit in a time-
ly manner. The basic management situation and related
personnel dynamics, financial risk management and inter-
nal control development can be transformed from passive
implementation of internal control to active improvement
of internal control. Only when the ideology of the person-
nel of this unit is united, the internal control construction
is widely recognized in all departments, and united, can
the financial risk management work of the internal control
framework be truly implemented.

(2) Improve the risk control ability of financial per-
sonnel and improve the internal management mode of
public institutions

Improve the financial staff’s ability to recognize the
importance of financial risks, through various financial
risks and different forms of financial risks, familiarize
themselves with the work and establish the concept of
risk. While strengthening risk awareness, we must also
improve its risk control capabilities. At the same time,
more attention should be paid to the reform of the inter-
nal management model of public institutions, to prevent
relevant supervisory agencies from profiting from it, and
to form a clean and efficient management and supervision
atmosphere. We can learn from foreign experience and
combine our country to establish a set of management
models to adapt to the internal control construction of
public institutions in our country, support the introduction
of corresponding auxiliary systems, establish reasonable
management positions, provide project decision-mak-
ing procedures, and standardize various management
business processes. Regarding the internal management
model, special attention should be paid to the setting of
core performance positions, such as fund management,
procurement management, bill management, internal
audit, engineering management and other positions. It is
also necessary to clarify the responsibilities of employees
in each position and clarify what they have rights and ob-
ligations. At the same time, in the process of restructuring
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the internal management model, the need for internal con-
trol framework theory is indispensable, mainly including
the checks and balances of rights, visibility of responsi-
bilities, and behavioral incentives, and knife decisions
should be made in the actual implementation of economic
management activities. Implementation and supervision
should be independent of each other and each performs
its own duties. Through a comprehensive and subversive
systemic reform of the internal management model, the
risk of loss of important assets in the daily financial ac-
tivities of administrative institutions can be avoided to a
large extent, and the facts and implementation of the in-
ternal control theory can be further promoted.

(3) Strengthen the prevention of financial risks from
the perspective of improving supervision

The core of strengthening supervision lies in the
establishment and improvement of relevant supervision
mechanisms. Through the establishment of accounting
supervision and inspection implementation departments,
the implementation of the accounting system will be
more effectively implemented in actual work. In order to
strengthen the implementation of the internal control and
supervision of the members of the financial department
of each unit, strengthen the supervision and inspection of
the financial work, and control the emergence of financial
risks, the relevant departments of the unit must not only
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pay attention to the improvement of their own quality, but
also strengthen the coordination and cooperation between
departments. Only in this way can the establishment and
implementation of accounting control systems carried
out by various units be more effective. At the same time,
we must not ignore the organic combination of the gov-
ernment, society, and the unit’s three supervision bodies,
strengthen the construction and implementation of the
financial risk control mechanism, and make the external
supervision and internal supervision more unified and co-
ordinated on the basis of a sound accounting supervision
mechanism. It can enable the unit to create a good atmos-
phere and enable each department to establish and carry
out effective accounting control work.
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1. Introduction

In the environment of the new era, we shall focus
on pushing forward sustainable development of regional
economies based on the construction of ecological civi-
lization, establish a sound ecological and environmental
compensation system, enhance the ecological and envi-
ronmental protection within the range of regions, form
correct senses and complete all-round prevention &
control during the construction of regional economies,
improve utilization efficiency of resources and energy,
promote sustainable development of environment using
ecological protection methods and maintenance methods,
and play a role of pushing forward regional economic

progress.

2. Analysis on the Relationship between the
Construction of Ecological Civilization and the
Sustainable Development of Regional Economies

The ecological and environmental problem has been
an important issue for sustainable progress of economies
during economic development in all regions in China.
The environmental pollution will impose a certain threat
on sustainable development of regional economies. If the
protection of ecology and environment fails to be assured

within the range of regions, severe pollutions and damag-

es will occur, which will damage the development carriers
of regional economies and fail to satisfy the sustainable
requirements of economic progress. By enhancing the
construction of ecological civilization in regions, we can
improve the utilization efficiency of land resources, water
resources and other resources using system modes and
management measures, effectively protect the local ecol-
ogy and environment, improve the current situation and
development status of ecology, provide good environment
and carriers for economic development, prevent the con-
strains of industry and enterprise development resulted
from environment damages through environmental pro-
tection and maintenance, and enable the sustainable pro-
gress of economies within the range of regions. Therefore,
the construction of ecological civilization has a direct
relationship with sustainable development of economies,

which shall draw an attention ",

3. Measures to Promote Sustainable Development
of Regional Economies by the Construction of
Ecological Civilization
3.1 Improvement of Regional Ecological Compensation
Mode

At present, constrained by the economic system, the
western developed countries take market-oriented modes
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for ecological compensation while the developing coun-
tries usually use government-core measures for ecological
compensation; in particular, the practices and measures
for ecological & environmental compensation is single in
China and most of the work are implemented by govern-
ments. For example, governments have organized shelter
forest construction, returned the grain plots to forestry
and returned the cultivated land to pastures. Though good
performance has been achieved, due to large national ter-
ritory, complex ecological & environmental conditions in
all regions, a large number of ecological & environmental
gaps to be compensated and single financing mode, the
conflicts in compensation is rather obvious. Therefore,
China shall actively learn from the success experience of
other countries during ecological & environmental com-
pensation, introduce market mechanism, and establish
government-led and market-assisted ecological compen-
sation mode.

1) The government-led ecological compensation
measures mainly including longitudinal financial transfer
payment and transverse financial transfer payment are
taken to complete the compensation projects. Wherein,
the longitudinal compensation measures are to provide
sufficient funds sourcing finance, tax and collection and
with the role to assure the sufficiency of ecological com-
pensation funds from senior departments to junior depart-
ments; in addition, policies are utilized to provide cor-
responding guidance for economic development in each
region, constant ecological & environmental restoration
and protection are constantly conducted under the role of
governments, and even ecological & environmental pro-
tection is provided to local masses so that the local mass-
es can form correct senses in environmental protection.
However, such a compensation mode has certain defects
during application and cannot form a direct environmental
relation with regions, making it difficult for governments
to form an accurate understanding on concrete status of
all regions and improve the ecological compensation
effect. The transverse compensation measures are to pro-
vide fund support from local governments within a range
of regions using transfer payment; such measures impose
a certain dependence on the work of local governments
and enable to assure a direct relationship between the
construction of regional ecological civilization and the lo-
cal governments and certain ecological compensation role
under direct guidance of local governments ',

2) The ecological compensation work assisted by
market mechanism highlights the leading role of the
market so that the compensation subjects can develop
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toward diversification, make up for the deficiencies of the
government-led work and broaden the source channels as
well as space of funds. During actual operation, it is nec-
essary to establish the compensation mechanism of supply
and demand in combination with the supply-demand rela-
tionship change within the range of market, interconnect
the compensated subjects and the compensation subjects
and formulate sound work systems & contents. During
the construction of ecological civilization and the com-
pensation of ecology » environment within a region, the
participation of market enables people to directly learn
about the value of resources within resource utilization
period, fully understand the significance of environmental
protection and form an accurate concept.

It can be seen that the traditional single ecological
compensation mode of governments cannot meet the re-
quirements of current era development. We shall take the
compensation by governments as the main part and the
compensation by markets as the auxiliary part in combi-
nation with the characteristics of sustainable development
of regional economies and the features of the construction
of ecological civilization, jointly establish a sound eco-
logical compensation system, improve the environmental
protection efficiency, fully implement the construction of
ecological civilization in the regions, and elaborate the
role and value in promoting sustainable development and
progress of regional economies "',

3.2 Integration of Environmental Protection Concept
and Economic Construction

In the construction of ecological civilization of Chi-
na, we have begun to focus on and divide the regions of
China, formed prior development regions, key develop-
ment regions, restricted development regions and prohib-
ited development regions, and put forward the positions
as well as standards within all regions. Thereof, the prior
development regions and key development regions are
certainly advantageous in science and technology; in such
regions, we shall attach importance to the manufacturing
of materials and products during regional economic de-
velopment, invest sufficient S&T power, and improve the
level of regional economies under the action of modern
science and technology. The restricted development re-
gions and the prohibited development regions have rich
ecological and environmental resources; during regional
economy progress, we shall strengthen the development
of ecological products, focus on the protection and gov-
ernance of natural environment, and enhance the ecolog-
ical and environmental restoration effect after resource
utilization. From the perspective of sustainable progress
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of regional economies and the industrial development of
ecology & environment, a country shall bear the duties
of environmental protection, clarify and analyze the rela-
tionship between environmental protection and economic
development, establish a sound environmental protection
mechanism in prior development regions and key devel-
opment regions, fully implement the polluters’ govern-
ance responsibilities and payment concepts in the whole
process of economic construction, assure the implementa-
tion of the environmental protection concept in each link,
enable the subjects of regional economy construction to
form a correct concept in ecological & environmental
protection and restoration, make contributions to ecological
and environmental protection during production, prevent
resource waste as well as environmental pollution, and push
forward sustainable development of economies .
3.3 Improvement of Pollution Prevention and Control
Mode

With a view to promote sustainable development
of regional economies, we shall strengthen the pollution
prevention and control, and take the prevention as the
main part and the control as the auxiliary part. Firstly,
we shall greatly implement pollutant emission reduction
system within the regions, accurately evaluate the impact
on ecology and environment before the construction of
a new project, urge the transformation and treatment of
non-conforming pollutants and allow the construction of
a new project only after compliance with standards. In
addition, we shall focus on the chemical production enter-
prises and steel production enterprises with high energy
consumption and severe pollution, urge the introduction
of modern pollution prevention & control techniques and
mechanical devices, minimize the quantities of emitted
pollutants, and prevent the damages of production work
on environment. The subjects with severe pollution such
as chemical enterprises and steel enterprises shall take
modern air pollution prevention and control techniques,
water pollution prevention and control techniques and soil
pollution prevention and control techniques, prevent ad-
jacent water and environment from pollution, and assure
compliance of water of rivers and lakes with standards in
case of damage to life quality as well as health of adjacent
residents. Secondly, we shall focus on monitoring region-
al air pollution during pollution prevention and control,
use modern desulfurization and denitrification techniques
during production by local enterprises, and only emit the
conforming gas to the atmospheric environment. During
this period, we shall focus on soil pollution prevention
and control of cultivated land, immediately control the

heavy metal pollution or other pollution issues, restore
soil quality and remove the threat to quality and safety of
agricultural products. Finally, we shall focus on environ-
mental protection within regions, constantly improve the
ecological and environmental quality, greatly protect local
wetland, cultivated land and other ecological resources,
enhance the self-restoration performance of ecology, ac-
tively learn from advanced afforestation and lake-making
experience, and maintain the diversity of local biological
species. If any endangered wild animal exists, a sound
protection scheme shall be formulated to enable animals
to reproduce stably "',
3.4 Establishment of Green Economic Development
Mode

In the construction of regional ecological civilization,
we shall focus on establishing green economy development
mode, greatly advocate energy-saving and emission-reduc-
tion, improve the development effect and utilization level
of various resources, and prevent environmental pollution
or energy waste. Firstly, we shall enhance the utilization of
various resources and energy, take modern energy-saving
techniques for the enterprises with high energy consumption,
minimize the energy consumption from production, suggest
governments to make tax-preference policies and financial
support policies for the enterprises eliminating backward
production equipment & techniques and introducing mod-
ern energy-saving and emission-reduction techniques, and
improve the enthusiasm of energy transformation of enter-
prises. Secondly, we shall optimize and improve the energy
structure layout within the regions, actively build wind
power generation system, solar power generation system and
nuclear power development infrastructure, improve local
energy structure, replace traditional non-renewable energy
with new energy, and achieve the purpose of environmental
protection. Finally, we shall formulate a sound plan for the
development and utilization of natural resources, implement
the management system in water resources and land resourc-
es within regions, strictly control the consumption of water,
improve the utilization efficiency of water resources by wa-
ter circulation systems as well as techniques, and optimize
the allocation of water resources within regions; in addition,
we shall strengthen development monitor in accordance with
characteristics and conditions of local land resources, com-
plete S&T innovation, and assure sustainable development
of economy and environment by improving the utilization

. 6
efficiency of resources .

4. Conclusions

To be concluded, a certain correlation exists be-
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tween the construction of ecological civilization and the
sustainable development of regional economies. Any
severe ecological pollution or environmental damage
will severely restrain the local indirect progress. There-
fore, in the new era, we shall establish green economy
development model with “promoting sustainable devel-
opment of regional economies” as the goal, consummate
environmental pollution control mechanism, integrate
environmental protection concept and regional economy
construction, improve ecological compensation system,
and promote sustainable progress of regional economies
using the construction of ecological civilization.
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1. Scene Marketing

(1) The meaning of scene marketing

Scene marketing originated from the word “Scene”
of film and television works. It refers to the scene in a
drama or movie. It is a specific picture of life that takes
place in a specific time and space (mainly space) with
certain tasks or actions or because of the relationship
between characters. Relatively speaking, it is a stage hori-
zontal display of the characters’ actions and life events
in the specific development process . There are both
“field” and “Scene” in actual marketing, and then the
“Scene” theory is extended to marketing to form the most
important part of service experience marketing. “Field”
is the shaping of a certain space, while “landscape” is
the embodiment of feelings in the scene. Through the
personal experience of various senses, we can achieve a
kind of cognition of “field” and achieve the identification
of “Scene”. We can simply understand that marketing
with scenes is scene marketing. Scene marketing refers to
scenario analysis and information communication based
on the place, time and situation of consumers in the mo-
bile Internet environment, connecting online and offline,
accurately identifying scenario demand and triggering
consumption behavior with scenarios, so as to provide
support for enterprises to acquire users, establish scene

cognition and usage habits .

Robert scober and Shel Israel believe that the ad-
vent of the scene era depends on the five technical forces
of “big data, mobile devices, social media, sensors and
positioning systems”. They believe that it is these five
technological forces that are changing the experience of
consumers and also bringing about an extraordinary scene
era. Scenario marketing can provide a new idea and meth-
od for Internet marketing. This marketing method based
on big data analysis and with ultra-high immediacy is
changing the current marketing idea.

Scene marketing is an effective strategy to deal
with environmental changes. Defining products and ser-
vices through scenarios can timely respond to changes
in consumer market demand . The profound change of
scene marketing lies not only in the shaping of physical
scenes, but also in the shaping of virtual scenes. In the era
of Internet, the scene mode has a new change - pay more
attention to consumer experience. Only by constructing
from multiple angles, deeply interacting and increasing
scene experience can we effectively achieve the expected
goal of marketing.

(2) The characteristics of scene marketing

(i) Deep experience

The deep experience is to let consumers experience
the scene and feel their feelings. The purpose of deep
experience is to let consumers infiltrate into the scene, to
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give the most profound sensory contact, so as to produce
psychological touch, emotional resonance and role intro-
duction. The current marketing trend is not single enter-
prise marketing, but an interaction between enterprises
and consumers. Consumers can have a specific impres-
sion on specific products only after they have experienced
it and tried it, which will have a final impact on consump-
tion.

The essence of scene marketing is to establish the
connection between life and emotion through user expe-
rience, generate experience, integrate emotion, and make
consumers get real experience and personalized experi-
ence through deep experience. Some scholars have found
that situational information is helpful to consumers’ posi-
tive perception of product image ™.

(i1) Precision marketing

In today’s era of Internet big data, the rapid increase
of data and traffic has become an inevitable trend. How
to find the most needed one among the trillions of data
groups is the first problem that enterprises should solve if
they want to achieve the purpose of marketing. Different
consumers enter different fields through different entranc-
es, whether it is physical or virtual, the construction of the
scene is conducive to the identification of the entrance.
For example, the main color of black and white design
in Apple mobile phone experience store makes consum-
ers full of science and technology fashion atmosphere
as soon as they enter; for example, after baidu searches
a topic, it will leave many traces on the local browsing
page. When users are more interested in this topic and
conduct multiple searches, many web pages or software
will recommend such topics to users and put them in the
main eye-catching position, and even build a topic scene
with differentiation.

In addition, with the help of GPS and China’s
Beidou navigation and positioning technology, consum-
ers can be tracked geographically to provide different
brand information to consumers with different needs. For
example, QQ sports have the function of automatically
recording daily steps. When users are concerned about the
official account of QQ movement, they can also see the
number of friends, and can do PK, create a healthy com-
petition scene, including some activities such as sports
red envelopes and so on. QQ sports also tied up some
advertisements and sponsorships, and when users receive
red packets, they will see similar advertisements.
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(iii) Personalized communication

One of the main characteristics of scenario market-
ing is user demand. In order to meet the different needs
of different customers, enterprises need different records.
When enterprises consider what consumers think, con-
sumers also express their demands. This process creates
an opportunity for communication between enterprises
and consumers. It is the construction of a scene that
makes the one-to-one precise personalized marketing
possible, which is more effective and direct than the tradi-
tional communication methods.

With the emergence of marketing ideas based on
consumer experience demand, higher requirements are
put forward for scene design. Some enterprises simulate
various personalized needs of consumers, conduct pur-
poseful and targeted analysis of the scene, pay attention
to humanistic care and respect personalized experience.
Coca Cola once launched a “nickname bottle” activity.
The wrapping paper on the bottle was no longer like the
popular beverage, but replaced with some hot words at
that time, such as “literary youth” and “meow star man”.
Through the striking white characters on the red back-
ground, it mobilized the existence and identity of every
consumer, and then aroused consumers’ awareness of
products with the same values the degree of purchase.

(3) Types and methods of scene marketing

(i) Traditional type scene

Traditional scene marketing is a kind of scene based
on traditional marketing, which mainly depends on the
space background and other discrete material. It contains
certain environment, real-time state and social atmos-
phere. Then it stimulates the consumer’s emotion with the
harmonious unity of various elements, so as to capture
their mind and achieve the marketing purpose. In IKEA
shopping mall, the seller will arrange the furniture they
sell according to the family environment, so that consum-
ers can feel a warm atmosphere, instead of the supermar-
ket selling furniture only.

The traditional type of scene mainly refers to the
construction of objective scene. In addition to the tradi-
tional environment, it also includes information carriers
such as text, pictures, video, broadcast, etc. all kinds of
advertisements and propaganda rely on this traditional
type of scene. Through the shaping of the scene, consum-
ers’ imagination and association can be aroused, and the

motivation of appropriate scene layout can be found out,
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which can better stimulate the needs of consumers. All
kinds of real estate advertisements and luxury goods ad-
vertisements create a high-end atmosphere image or build
a good life state experience through video and text, which
can lead consumers to associate with similar scenes.
Through these constructed scenes, various psychological
hints are given to the enterprise propaganda concept or
potential demand of consumers.

(i) Virtual scene of Internet state

According to the 43rd statistical report on Chi-
na’s Internet development by CNNIC, as of December
2018, the number of Internet users in China had reached
829 million, with 56.53 million new Internet users in
the whole year, and the Internet penetration rate was
59.6%,which is 3.8 percentage points higher than that
at the end of 2017. The scale of mobile Internet users in
China has reached 817 million, and the proportion of In-
ternet users accessing the Internet through mobile phones
is as high as 98.6%, and 64.33 million new mobile Inter-
net users were added in the whole year ™.

Equipment intelligence and resource sharing lead
scene marketing to enter the Internet area gradually. “Sce-
nario” contains all information related to user tasks in
different scenarios. Scenario is a way of organizing and
presenting information, covering all information related
to or affecting users’ activities and tasks, including time,
location, weather, sensor information and all information
submitted or input by users .

The essence of scene construction in the Internet
mode is the same as that in the traditional mode. It is a
process that needs to establish the specific experience of
consumers and enterprises’ products. This process not
only covers the field of technology and space, but also
adds the unique explosive information dissemination ef-
fect of the Internet. In the past, traditional marketing was
unilateral marketing by enterprises, which only focused
on their own products and lacked effective technology to
collect consumer data. However, the popularization of big
data concept and the maturity of data analysis process are
enough to add another force to the marketing efficiency
of enterprises. Through its unique geographic information
technology, Gaode map can obtain accurate travel routes
for us to facilitate our travel. In the process of travel,
it collects road traffic information data to remind us to
avoid congested road sections and various commodity

push around. Capture and predict the user dynamic, build

a scene based on the actual demand of consumption, and
truly put the consumer experience at the forefront.

In addition, the flow of mobile terminals should be
noted. At present, the number of mobile Internet users
continues to increase, and the flow of mobile terminals
to enter apps or web pages has increased sharply. Many
enterprises have set their sights on mobile terminals. Yili
cooperates with sina Weibo. For a period of time, Yili’s
logo and tips will always appear in the column of items
with microblog hotspots. At present, enterprises use the
Internet media to attract the attention of the audience and
arouse the potential purchase demand to shape the scene,
label and classify consumers, release personalized push,
users interact with the real space on the mobile terminal,
and enterprises receive opinions and data to make reason-
able planning for the publishing scene again, which is a
cycle.

(iii) Fusion scene: online and offline coexistence

With the gradual development of the market, 020
marketing model (online to offline) was born, which
means online to offline, online is the Internet platform,
offline is the physical platform, the convenience of online
promotion is used to inject online traffic into the offline
platform. How to improve the online traffic, how to im-
prove the entrance crowd, scene shaping is particularly
necessary.

Marketers first detonate users through the core seeds
of the online scene space of the Internet, and then deto-
nate the brand through the offline passive media commu-
nication around the user’s core scene space. Online com-
munication will guide users’ thinking to a certain extent,
while offline promotion will make users direct contact
with the user interface. Therefore, the biggest purpose of
brand marketing is to effectively promote online connect
offline to build a suitable mobile scene, so as to form the
resonance effect between products and users . Through
the combination of Internet and physical stores, it is the
main form of scene marketing to construct fusion scenari-
os, highlight brand effect and create precision marketing.

In addition, the value contribution of scenario mar-
keting to enterprises lies in the repositioning of products
and services. For example, Google and Apple companies
analyze and capture the personalized needs of consumers
in social, shopping, travel and entertainment scenarios,
and introduce scene technology to predict and respond to
consumer needs .
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(iv) Summary

Scene marketing is a new unique marketing mode.
With the help of science and technology, the effect of
marketing mode has been promoted to the peak. The
scene marketing mode integrating experience marketing,
big data marketing and deep marketing has become an
important new marketing mode for enterprises. Scene
marketing focuses on scene construction, data analysis
and communication with consumers. Various advantages

make enterprises choose scene marketing.

2. Analysis of Scene Marketing Cases

(1) Scene marketing with publicity as the main goal --
take “WuYueHua” toilet paper as an example

Art has both spring and snow, but also the people.
“WuYueHua” combines its products with art, and has held
“ink and wash” activities in the shopping malls of sub-
way stations. Professionals and consumers are invited to
make ink and wash paintings on the basis of toilet paper,
and the ink and wash paintings are pasted on the corridor
for people to enjoy. This is a bold attempt, because ink
painting is the painting that needs water most. Mayflower
through such publicity activities to show the strength of
the product and the nature of the water cannot be broken.

The scene is created in shopping malls, subway sta-
tions and other places with a large flow of people. When
you see a lot of artworks, the exhibition of artworks on
such occasions will produce a great contrast effect, which
will attract people to stop and watch. At the same time,
people will know that such beautiful works of art are
painted with toilet paper. It will be a little surprised to
see some people while painting on the side; you will also
have the desire to participate in it, not only to express
your artistic color, but also to know how “moisture resist-
ant” the toilet paper is. Good looking ink and wash paint-
ing it easily ascends the elegant hall, but did not expect
to use toilet paper. The two are not linked at all. “WuYue-
Hua” is to seize this pain point, break people’s inherent
thinking, to solve the toilet paper “fear of moisture™ this
problem.

“WuYueHua” has invited professionals to paint
to attract people to stop and watch. It also allows peo-
ple to give full play to their imagination, splash ink and
participate in it, interspersed with specific products and
corporate logo, making people deeply impressed with the
enterprise and its products.
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Scene marketing mode is no longer the enterprise
alone, but depends on the scene, so that consumers can
participate in it. From the single propaganda to the pres-
ent interactive propaganda, from the violence intuitive
propaganda to the present attractive propaganda. Through
this model, improving scene perceived value will signif-
icantly affect customer perceived usefulness, satisfaction
and repurchase intention .

The publicity of scene marketing focuses on the
construction of the scene. When there is a specific scene,
it can build momentum for specific product activities;
conversely, in order to achieve good publicity effect, it
is necessary to have a scene that is deeply impressed by
people. The entrance of the scene is attractive, and the
interaction of the scene leaves a deep impression on peo-
ple. Through the scene follow-up step by step, people’s
awareness of brand products is enhanced.

(i1) Scene marketing with the main goal of achiev-
ing interaction with the public -- a case study of Lancome

Interactive link is an important part of scene market-
ing, and the effect of interaction affects the public’s direct
impression on the brand. In the efficient and positive in-
teraction, consumers fully understand the brand value and
open the first door to the product.

Lancome simulates the damage caused by UV +
urban smog pollution, and grasps the skin protection
which people care about. In Beijing Xidan North Street,
Lancome uses the huge LED screen to launch the adver-
tisement of Lancome light breathing protective milk. The
LED screen is divided into three parts. On the left is the
real-time air quality report, with real-time Street PM2.5
index and ultraviolet index. The bottom is marked with
how many people’s skin is being damaged at this mo-
ment. In the middle is the live real-time dynamic picture,
and sometimes the product advertisement of Lancome is
released. The main advertising advertisement is on the
right, with a huge two-dimensional code, and the number
of people’s skin at this moment is indicated in the effec-
tive protection, people with the scan of the two-dimen-
sional code can go to the business not far from the screen
to get and try the relevant products for free.

The huge screen attracted people’s attention in the
past. First of all, people noticed that it was not the adver-
tisement itself, but the real-time monitoring screen. When
a large number of people were exposed to the huge prop-

aganda screen, they would naturally have a hint whether
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they would appear or not. Secondly, people paid attention
to the left and right sides. This is a skin care cosmetics
advertisement, and they learned about the advertisement
The large screen directly points to the core problem, how
many people’s skin is in a damaged state, calling on peo-
ple to care about this problem, and give a solution to this
problem, that is, scanning the QR code on the right side
of the screen, you can go to the physical store nearby for
experience. More and more people take out their mobile
phones to scan the code, attracting more and more people
to pay attention to the large screen and Lancome brand.

Lancome through people care about the issue of
skin care, take the way of self question and answer to
promote products, and give people concerned about this
kind of question an answer, through this way to interact.
Large screen reasonable distribution for the left, middle
and right three parts, rather than simple advertising, prop-
aganda concept, more to add interactive factors. On the
one hand, interaction can select the audience, and on the
other hand, enterprises can collect data about consumers.
There is a slogan on the right side of the screen. How
many people have joined in the effective skin protection?
This is also a call for people to go to the physical store to
experience such products. Finally, it forms a closed-loop
with large screen as online and physical store as offline.

(iii) Scenario marketing with consumer experience
as the main goal -- Take ofo as an example

Deep experience is a very important nature of scene
marketing. With a good experience effect, consumers will
have an impression on the content of the product. Expe-
rience marketing has developed for a long time, many
enterprises focus on experience marketing mode, but the
experience marketing based on scene is still worthy of
attention.

In 2017, at the beginning of the new year, ofo and
Beijing Metro Tongcheng jointly held the “we are in
action” public welfare project in 2017. A cycling exhibi-
tion area was set up in Chaoyang Gate of Beijing Metro,
where the average daily passenger flow exceeded 400000.
When someone starts riding a bike, the big screen uses
trigger technology to follow the cyclist to move. The
cyclist seems to be in the blue sky and white clouds on
the road. After the ride, the number of carbon emission
saving will appear on the screen, so that participants can
understand the significance of cycling to environmental

protection from the figure of carbon emission saving.

In the 21st century, the pace of social life is getting
faster and faster, and the number of private cars is more
and more. The environmental problems brought about
are obvious. Ofo has grasped this problem to publicize
the benefits of cycling to people and the huge benefits it
brings. It also allows people to participate in it, under-
stand their positive contribution to carbon emissions, and
understand the significance of cycling to environmental
protection in specific experience. It can be said that ofo
not only publicized the concept of environmental protec-
tion to the public, but also changed ways to publicize their
own bike sharing, so that more people can choose to join
the team of environmental protection by sharing bicycles.

This kind of experience is a very specific experi-
ence. In the public welfare scene built by ofo, users not
only enjoy the pleasure of riding, but also have a certain
sense of achievement because of saving carbon emissions.
It can be said that more with one stone.

Different from the traditional marketing model,
scene marketing has made a long-term development from
the perspective of publicity, interaction and experience.
Taking these three angles as the breakthrough point, it can
not only take the excellent side of traditional marketing,
but also make up for its shortcomings. In the new situa-
tion marketing, scene marketing can also be adopted to
establish scene entrance and improve specific propaganda
flow.

From the perspective of publicity, we can see that
“Mayflower” takes specific scenes to publicize its prod-
uct features, publicize its brand products, and realize its
specific impression in the minds of consumers through
interactive experience. Through all these practical and ef-
ficient publicity methods, people can adopt this integrated
way in the publicity process, build specific scenes, attract
target customers, and achieve sales goals.

From the perspective of interaction, we can learn
that Lancome’s interactive choice is selective, and it
directly points to those who care about their own skin
health problems, arouses their sensitive nerves, and then
scans the code for interactive publicity. This “interaction”
is the interaction that makes the door willing to take out
the mobile phone, and from the moment people take out
the mobile phone, the previous psychological communi-
cation effect appears. Choosing appropriate interactive
questions and actively suggesting or communicating can
effectively improve marketing efficiency.

23



Economics and Management Science | Volume 3 | Issue I | March 2021

From the perspective of experience, we can also
see a new mode of experience quantification. People may
only know about environmental protection by cycling, but
there is no specific number. It is the activity of ofo that
enables people to understand their contribution to envi-
ronmental protection.

It is difficult to distinguish interaction, experience
and publicity in specific activities. The three are inte-
grated and complementary in the new scene mode. More
effective publicity from the perspective of interaction and

experience is the real way of scene marketing.

3. Possible Problems of Scenario Marketing

(i) Privacy disclosure

Privacy leakage has become the norm in the devel-
opment of information internet today. People gradually
pay attention to their privacy. When scene marketing takes
“sweep” and other similar measures to interact, people’s
mobile phone information will naturally be recorded, and
then enterprises will push products infinitely for product
promotion, which will cause trouble to consumers. Even
some enterprises continue to carry out propaganda and re-
turn visits, SMS bombing, to a certain extent, harassment
of consumers.

(i1) Inappropriate scenes and scenes lacking creativ-
ity

Setting up the scene naturally should follow the
principle of moderation. The right scene can naturally
make people relaxed and happy, and they are willing to
accept the publicity and edification of the brand. “May-
flower” chose to use a large area of display board to
display the paintings displayed by masters and ordinary
consumers. On the one hand, it played a propaganda role;
on the other hand, it increased the sense of achievement
of consumers. If the whole scene is carried out under the
roaring music, it will destroy the overall scene environ-
ment, so it is very important to consider the scene factors
from all aspects.

(iii) The marketing effect is not easy to measure

Scene marketing is more with the play of the scene,
the scene is changing at any time, the marketing effect
changes with the scene, characters, network environment,
many marketing evaluation models have a certain gap in
the scene marketing evaluation, so it is necessary to estab-
lish a scientific and complete scene marketing evaluation
system which can adapt to a wide range.
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4. Countermeasures and Suggestions for Solving
Problems

(i) Silent collection

With the development of science and technology
civilization in the 21st century, people fill in more and
more personal information, followed by the worry about
personal privacy. For the actual scene marketing, we
should try not to use the method of violent push. For net-
work scene marketing, we can adopt the technology of si-
lent collection to obtain the data resources that enterprises
need to use without disturbing customers. Some big data
collection enterprises have become pioneers of silent col-
lection, such as honeycomb world.

(i1) Pay attention to the environment when setting
up the scene

Scene building should be in a moderate range.
Neither the narrow scene effect nor the scene effect be-
yond the established standard will achieve the purpose of
attracting users. Therefore, enterprises need to put them-
selves in the position of consumers in the actual scene
construction, although it cannot be comprehensive, but
also let every customer feel the charm of the scene.

In addition, the scene construction should also at-
tract the attention of the target consumer groups, which
can attract the people who are most concerned about such
products to the greatest extent, and shield the consumers
who are not interested in this kind of products.

(iii) Technological innovation

With the rapid development of mobile terminals,
the number of mobile application users is increasing, and
the number of people flow is large, which requires us to
firmly grasp the core technology, analyze data in time and
push appropriately according to interest, and comprehen-
sively use cloud computing technology and Internet tech-
nology.

Scene marketing can be said to be a new concept
with the emergence of the Internet. In the actual market-
ing operation, it is unavoidable to encounter various prob-
lems. The author thinks that enterprises should analyze
the advantages and disadvantages of specific products and
specific scenarios in order to maximize the marketing ef-

ficiency.
5. The Trend and Prospect of Scene Marketing

Scene marketing relies on Internet technology, pays

attention to data analysis, realizes the interaction between



Economic vision

enterprises and consumers, and gives consumers a new
experience. The ultimate goal is to improve the marketing
efficiency of enterprises.

Marketing Trends and key issues are as follows.

(1) Can we solve the “pain point” of consumers?

The reason why the pain point is called pain point
is that consumers need something urgently in a certain
situation. This demand is more urgent than the general
demand. If enterprises pay attention to this point in the
process of product design and development, and can be
integrated into people’s real life scene through experi-
ments, this kind of product can often achieve very good
marketing effect.

(2) Can consumers have a good experience?

The effect of consumers’ real experience is more
effective and persuasive than various forms of publicity.
To make the product have a good experience effect, it is
necessary to conduct different experiments in different
scenarios, gradually evaluate the product use effect, and
compare the expected purpose. If these can be achieved,
when the consumer experience effect is good, they will
have a certain dependence on the product, and gradually
develop into brand loyalty.

(3) Can consumers feel convenience?

Convenience is part of the experience, but it’s worth
mentioning. When similar products produce differences
in convenience, the sales effect of the products is very
different. When the consumer interface is more concise,
the consumption channels are wide and direct, and the
consumption process is extremely humanized. When con-
sumers have demand for similar products, this product
will surely stand out.

Scenario marketing based on consumer demand has
all the above advantages; in addition, it also has the ad-
vantage of interactive communication between consumers
and enterprises.

People who have more fragmented time choose mo-
bile terminals to socialize, consume and entertain. If they
seize their fragmented time, they will seize the first-hand
advantage. When the sales mode extends from offline to
online, supplemented by personalized scenes, they can
communicate with consumers in the shortest time, let
consumers know whether to meet their personal needs

and stimulate their impulse consumption desire.

Finally, enterprises must pay attention to the nega-
tive effects of scene marketing. In the future, consumer
privacy protection will face more severe challenges. Big
data, positioning system and social media in scene tech-
nology force reconstruct the privacy boundary of personal
life ",

The combination of various information sensing de-
vices and the Internet forms a complex and huge network,
covering the comprehensive collection of voice, image,
body feeling and emotion, so as to realize the compre-
hensive perception of the human body and truly reflect
the real emotion of consumers in the face of the scene.
Especially with the popularization of virtual reality tech-
nology, the experience effect provided by this technology

can be used in the experience link of scene marketing.

6. Conclusions

The impact of scenario marketing on marketing
trends can be summarized as follows.

(1) Broadening marketing ideas

Pay attention to interaction and communication,
and pay attention to consumer demand. Scene marketing
abandons the situation that enterprises directly publicize
to consumers, and consumers consider purchasing inde-
pendently. Instead, consumers start to inform enterprises
of the information consumers need, so that enterprises can
produce marketable products.

Design new products and pay attention to consumer
feedback. Scenario marketing requires enterprises to pay
attention to big data analysis. Products do not end the
whole marketing process when they are in the hands of
consumers. They should encourage consumers and active-
ly accept consumers’ data feedback, so as to change or
design again and meet the new needs of consumers.

(2) The expansion of marketing methods

Today’s most dynamic consumers focus on fun,
play and buy. Setting up the scene and letting consumers
participate in it is a marketing method that cannot be ig-
nored. Scene marketing is a marketing model that pays at-
tention to consumer experience. Consumer experience not
only enhances the adhesion between consumers and en-
terprises and products, but also becomes one of the roles
of enterprise publicity naturally because it is infected by

the scene atmosphere in specific scenes. Scene marketing
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uses psychological suggestion and interest to achieve the

goal of selecting target group and leaving target group.
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