


Editorial Board

Piotr Raźniak

Saudah Sofian

Qijun Jiang

Yu'en Lin
Gang Liu
K.C. Chen
Alex Meisami
Chia-Hao Lee
Szabolcs Blazsek
Tianze Li
Zhichuan Frank Li
Chien-Chiang Lee
Nicholas Apergis
Naji Mansour Nomran
Li Chengchun
Thiago Barros
Hideaki Sakawa
Zhijun Lin

Claudiu BOŢOC
Jorge Casas Novas
Yu Chen
Tomasz Wnuk-Pel
Wesam H. Beitelmal
Ana Paula Quelhas
Ho-Chuan (river) Huang
Maurizio La Rocca

Pedagogical University of Kraków, Poland

Universiti Teknologi Malaysia (UTM), Malaysia
North China Electric Power University, Beijing, China
Shanghai Ocean University, Shanghai, China

Jianwei Gao

Jilin University, Jilin, China
Hohai University, Jiangsu, China
California State University, United States
Indiana University South Bend, United States
National Taichung University of Science and Technology, Taiwan
Francisco Marroquin University, Guatemala
Keyano College, Canada
University of Western Ontario, Canada
National Sun Yat-sen University, Taiwan
University Of Piraeus, Greece
International Islamic University Malaysia, Malaysia
Changzhou University, China
Universidade Feferal De Ouro Preto, Brazil
Nagoya City University, Japan 
Macau University of Science and 
Technology Avenida Wai Long, Macao, China
West University of Timisoara, Romania
University of Évora, Portugal
Shanghai Jiao Tong University, China
University of Lodz, Sweden
Misurata University, Libya
Coimbra Business School, Portugal
Tamkang University, Taiwan
University of Calabria, Italy

Editor-in-Chief

Associate Editor

Editorial Board Members

Focus and Scope

 Economics Research
 Public Economy and Management
 International Economic Research
 Financial Research
 Regional Economic Research
 Economic History
 Research on the History of Economic Thinking
 Finance and Accounting Research

 Marketing Management
 Accounting
 Human Resource Management
 Finance
 International Trade
 Business Administration
 Statistics
 Finance and Taxation

Journal of Finance Research (JFR) is an international peer review journal publication. The aim of JFR is to be the most reliable 
sources for research information in the field of business finance all over the world.

The journal expected to deliver high-quality original research papers that are significant in all disciplines of finance research. We 
encourage paper submissions especially from young researchers and focusing on new research findings and exploring new theories 
and methods that can be applied in the business financial industry and professional. However, we also seek a contribution that 
complement in the field of economics development. The subject areas covered by the journal are but not limited to:

Editorial Board

Piotr Raźniak

Saudah Sofian

Qijun Jiang

Yu'en Lin
Gang Liu
K.C. Chen
Alex Meisami
Chia-Hao Lee
Szabolcs Blazsek
Tianze Li
Zhichuan Frank Li
Chien-Chiang Lee
Nicholas Apergis
Naji Mansour Nomran
Li Chengchun
Thiago Barros
Hideaki Sakawa
Zhijun Lin

Claudiu BOŢOC
Jorge Casas Novas
Yu Chen
Tomasz Wnuk-Pel
Wesam H. Beitelmal
Ana Paula Quelhas
Ho-Chuan (river) Huang
Maurizio La Rocca

Pedagogical University of Kraków, Poland

Universiti Teknologi Malaysia (UTM), Malaysia
North China Electric Power University, Beijing, China
Shanghai Ocean University, Shanghai, China

Jianwei Gao

Jilin University, Jilin, China
Hohai University, Jiangsu, China
California State University, United States
Indiana University South Bend, United States
National Taichung University of Science and Technology, Taiwan
Francisco Marroquin University, Guatemala
Keyano College, Canada
University of Western Ontario, Canada
National Sun Yat-sen University, Taiwan
University Of Piraeus, Greece
International Islamic University Malaysia, Malaysia
Changzhou University, China
Universidade Feferal De Ouro Preto, Brazil
Nagoya City University, Japan 
Macau University of Science and 
Technology Avenida Wai Long, Macao, China
West University of Timisoara, Romania
University of Évora, Portugal
Shanghai Jiao Tong University, China
University of Lodz, Sweden
Misurata University, Libya
Coimbra Business School, Portugal
Tamkang University, Taiwan
University of Calabria, Italy

Editor-in-Chief

Associate Editor

Editorial Board Members

Focus and Scope

 Economics Research
 Public Economy and Management
 International Economic Research
 Financial Research
 Regional Economic Research
 Economic History
 Research on the History of Economic Thinking
 Finance and Accounting Research

 Marketing Management
 Accounting
 Human Resource Management
 Finance
 International Trade
 Business Administration
 Statistics
 Finance and Taxation

Journal of Finance Research (JFR) is an international peer review journal publication. The aim of JFR is to be the most reliable 
sources for research information in the field of business finance all over the world.

The journal expected to deliver high-quality original research papers that are significant in all disciplines of finance research. We 
encourage paper submissions especially from young researchers and focusing on new research findings and exploring new theories 
and methods that can be applied in the business financial industry and professional. However, we also seek a contribution that 
complement in the field of economics development. The subject areas covered by the journal are but not limited to:

Jing Li China Power Technology Equipment Co., Ltd.
Yulin Liu University of Leeds
Jing Gao Shenzhen Huidao Investment Co., Ltd.
Ming Qian Ningbo Lianmei International Freight Forwarding Co., Ltd, China



Editorial Board

Piotr Raźniak

Saudah Sofian

Qijun Jiang

Yu'en Lin
Gang Liu
K.C. Chen
Alex Meisami
Chia-Hao Lee
Szabolcs Blazsek
Tianze Li
Zhichuan Frank Li
Chien-Chiang Lee
Nicholas Apergis
Naji Mansour Nomran
Li Chengchun
Thiago Barros
Hideaki Sakawa
Zhijun Lin

Claudiu BOŢOC
Jorge Casas Novas
Yu Chen
Tomasz Wnuk-Pel
Wesam H. Beitelmal
Ana Paula Quelhas
Ho-Chuan (river) Huang
Maurizio La Rocca

Pedagogical University of Kraków, Poland

Universiti Teknologi Malaysia (UTM), Malaysia
North China Electric Power University, Beijing, China
Shanghai Ocean University, Shanghai, China

Jianwei Gao

Jilin University, Jilin, China
Hohai University, Jiangsu, China
California State University, United States
Indiana University South Bend, United States
National Taichung University of Science and Technology, Taiwan
Francisco Marroquin University, Guatemala
Keyano College, Canada
University of Western Ontario, Canada
National Sun Yat-sen University, Taiwan
University Of Piraeus, Greece
International Islamic University Malaysia, Malaysia
Changzhou University, China
Universidade Feferal De Ouro Preto, Brazil
Nagoya City University, Japan 
Macau University of Science and 
Technology Avenida Wai Long, Macao, China
West University of Timisoara, Romania
University of Évora, Portugal
Shanghai Jiao Tong University, China
University of Lodz, Sweden
Misurata University, Libya
Coimbra Business School, Portugal
Tamkang University, Taiwan
University of Calabria, Italy

Editor-in-Chief

Associate Editor

Editorial Board Members

Focus and Scope

 Economics Research
 Public Economy and Management
 International Economic Research
 Financial Research
 Regional Economic Research
 Economic History
 Research on the History of Economic Thinking
 Finance and Accounting Research

 Marketing Management
 Accounting
 Human Resource Management
 Finance
 International Trade
 Business Administration
 Statistics
 Finance and Taxation

Journal of Finance Research (JFR) is an international peer review journal publication. The aim of JFR is to be the most reliable 
sources for research information in the field of business finance all over the world.

The journal expected to deliver high-quality original research papers that are significant in all disciplines of finance research. We 
encourage paper submissions especially from young researchers and focusing on new research findings and exploring new theories 
and methods that can be applied in the business financial industry and professional. However, we also seek a contribution that 
complement in the field of economics development. The subject areas covered by the journal are but not limited to:

Piotr Raźniak
Pedagogical University of Kraków, Poland

Editor-in-Chief

Volume 4 · Issue 2 · October  2020

JOURNAL OF
FINANCE RESEARCH

Volume 5 · Issue 1 · April 2021
Editorial Board

Piotr Raźniak

Saudah Sofian

Qijun Jiang

Yu'en Lin
Gang Liu
K.C. Chen
Alex Meisami
Chia-Hao Lee
Szabolcs Blazsek
Tianze Li
Zhichuan Frank Li
Chien-Chiang Lee
Nicholas Apergis
Naji Mansour Nomran
Li Chengchun
Thiago Barros
Hideaki Sakawa
Zhijun Lin

Claudiu BOŢOC
Jorge Casas Novas
Yu Chen
Tomasz Wnuk-Pel
Wesam H. Beitelmal
Ana Paula Quelhas
Ho-Chuan (river) Huang
Maurizio La Rocca

Pedagogical University of Kraków, Poland

Universiti Teknologi Malaysia (UTM), Malaysia
North China Electric Power University, Beijing, China
Shanghai Ocean University, Shanghai, China

Jianwei Gao

Jilin University, Jilin, China
Hohai University, Jiangsu, China
California State University, United States
Indiana University South Bend, United States
National Taichung University of Science and Technology, Taiwan
Francisco Marroquin University, Guatemala
Keyano College, Canada
University of Western Ontario, Canada
National Sun Yat-sen University, Taiwan
University Of Piraeus, Greece
International Islamic University Malaysia, Malaysia
Changzhou University, China
Universidade Feferal De Ouro Preto, Brazil
Nagoya City University, Japan 
Macau University of Science and 
Technology Avenida Wai Long, Macao, China
West University of Timisoara, Romania
University of Évora, Portugal
Shanghai Jiao Tong University, China
University of Lodz, Sweden
Misurata University, Libya
Coimbra Business School, Portugal
Tamkang University, Taiwan
University of Calabria, Italy

Editor-in-Chief

Associate Editor

Editorial Board Members

Focus and Scope

 Economics Research
 Public Economy and Management
 International Economic Research
 Financial Research
 Regional Economic Research
 Economic History
 Research on the History of Economic Thinking
 Finance and Accounting Research

 Marketing Management
 Accounting
 Human Resource Management
 Finance
 International Trade
 Business Administration
 Statistics
 Finance and Taxation

Journal of Finance Research (JFR) is an international peer review journal publication. The aim of JFR is to be the most reliable 
sources for research information in the field of business finance all over the world.

The journal expected to deliver high-quality original research papers that are significant in all disciplines of finance research. We 
encourage paper submissions especially from young researchers and focusing on new research findings and exploring new theories 
and methods that can be applied in the business financial industry and professional. However, we also seek a contribution that 
complement in the field of economics development. The subject areas covered by the journal are but not limited to:

JOURNAL OF 
FINANCE RESEARCH

Volume 6 · Issue 2 · October 2022

Editor-in-Chief
Piotr Raźniak

Pedagogical University of Kraków, Poland



Journal of Finance Research
Volume 6 | Issue 2 | October 2022 | Page 1-14

CONTENTS

1 Start with Consumers’ Interests and Hobbies to Realize Accurate Marketing

 Ziqi Liu

6 Yearning the Moon with Sixpence in Hand: Exploring the Relationship between External Corporate So-

cial Responsibility, Employee Commitment, and Design Thinking

 Weiwen Cai

12 Accelerate Fiscal Transformation, Actively Give Full Play to the Role of Financial Platforms

 Peng Yu   Zijun Shi   Lin Lv   Xueqing Liu   Xiumao Li

Copyright

Journal of Finance Research is licensed under a Creative Commons-non-commercial 4.0 International Copyright 
(CC BY-NC4.0). Readers shall have the right to copy and distribute articles in this journal in any form inany medium,  
and may also modify, convert or create on the basis of articles. In sharing and using articles in this journal, the user 
must indicate the author and source, and mark the changes made inarticles. Copyright © SYNERGY PUBLISHING 
PTE. LTD. All Rights Reserved.



1

Journal of Finance Research | Volume 06 | Issue 02 | October 2022

Distributed under creative commons license 4.0

Journal of Finance Research
https://ojs.s-p.sg/index.php/jfr

*Corresponding Author:
Ziqi Liu, 
Mahidol University, Salaya, Nakhon Pathom, 73170, Thailand;
Email: 2438396213@qq.com

Start with Consumers’ Interests and Hobbies to Realize Accurate 
Marketing

Ziqi Liu*

Mahidol University, Salaya, Nakhon Pathom, 73170, Thailand

ARTICLE INFO ABSTRACT

Article history
Received: 10 August 2022
Revised: 17 August 2022
Accepted: 10 September 2022
Published Online: 16 October 2022

Since Weibo entered China in 2007, in just a few years, Weibo has spread 
and developed at an alarming rate. High-speed communication ability, 
convenient operation mode, low platform, strong interaction and other 
advantages have led all walks of life to enter Weibo, and many enterprises 
and businesses have seen the development prospects in Weibo. In the fierce 
market competition, in the current chaotic marketing field of Weibo, it is 
very important for enterprises to find effective marketing schemes to make 
marketing more targeted and achieve successful sales. The characteristics 
of accurate marketing positioning can guide enterprises to move forward 
in the storm of marketing in Weibo. This paper focuses on the description 
that while precision marketing has become a goal that marketing activities 
are striving for, on the basis of literature research, it makes an in-depth 
analysis of various situations that are easy to appear in the current situation 
of marketing in Weibo, and puts forward precision marketing strategies. 
Through qualitative and quantitative research, with a large amount of data 
analysis, the direct relationship between Weibo marketing and precision 
marketing, such as user interest, brand positioning, event marketing, 
targeted promotion and opinion leaders, is obtained. On the platform of 
Weibo, different user groups are subdivided and summarized according 
to marketing modes and methods, and three types of Weibo operation 
modes and precise marketing strategies are summarized. Based on Sina 
Weibo platform, this paper analyzes the effective application of enterprise 
Weibo precision marketing. On the basis of analyzing the case of precision 
marketing in Weibo, the marketing strategy is summarized to realize the 
precision marketing for customers in Weibo. It is hoped that this article can 
produce certain application value for enterprises under the combination of 
theoretical integration and practical cases.

Keywords:
Weibo marketing 
Accurate marketing 
Marketing strategy

DOI: https://doi.org/10.26549/jfr.v6i2.11861

1. Definition of Accurate Marketing

The theory of precision marketing was put forward 
for the first time in 2005. Philip Kotler (2005) thinks that 
precision marketing means that enterprises adopt more ac-
curate, measurable and high return on investment market-
ing communication, formulate marketing communication 
plans that pay more attention to results and actions, and 
pay more attention to the investment in direct sales com-

munication [1].
Jeff Zabin (2008), an American scholar, defined in his 

book that precision marketing is to send the right infor-
mation to the right customers through the right channels 
at the right time, so as to really influence the purchase de-
cisions of the target customers and promote the effective 
achievement of marketing objectives.

Xu Hailiang, a domestic scholar (2006) summarized the 
definition of precision marketing as: on the basis of precise 

https://doi.org/10.26549/jfr.v6i2.11861
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positioning, establish a personalized customer communica-
tion service system, and realize measurable low-cost expan-
sion of Zhang Zhilu. He believes that precision marketing 
has three meanings: the first is precision marketing ideas [2]. 
The second is to implement accurate system guarantee and 
means. The third is to achieve the enterprise goal of low cost 
and sustainable development. Wu Qingsheng, Yu Ying and 
Zheng Xingshan (2006) think that precision marketing is a 
detailed analysis of different consumers in the target market 
by combining quantitative and qualitative methods. Accord-
ing to their different consumer psychology and behavior 
characteristics, enterprises adopt targeted modern technol-
ogies, methods and targeted strategies to realize marketing 
communication with high return on investment for different 
consumer groups in the target market.

Dong Hongying (2008) put forward that precision 
marketing is based on the full possession and analysis of 
customer information, aiming at the different needs of 
customers, and one-to-one marketing as much as possible. 
Its concern is to know the accurate target audience infor-
mation, effective information dissemination channels and 
marketing means. This definition attaches importance to 
the status of customers in precise marketing, but still em-
phasizes the application of precision marketing ideas in 
advertising communication [3].

Lu Wei (2008) put forward the definition of precision 
marketing from a wider scope: precise marketing is based 
on scientific management, with insight into customers as a 
means, properly and appropriately subdividing the market, 
and adopting precise marketing operation methods to make 
the market deeper and deeper, so as to obtain the expected 
benefits. This definition holds that customers and advertise-
ments can be accurate, products and technologies can also be 
accurately positioned, and the scope covered is broader.

2. Characteristics of Precision Marketing

2.1 Targeted Audience

Jeff Zabin (2008) thinks that the first characteristic of 
precision marketing is the accuracy and pertinence of the 
target audience. Although traditional advertising is based 
on market segmentation and positioning [4], due to the lim-
itations of traditional media and technology, the pertinence 
of the audience is still not strong. Precision marketing 
can rely on powerful database resources and use modern 
information technology to accurately measure and analyze 
consumers’ behaviors so as to choose the right channel to 
send the right information to the right customers.

2.2 The Economy of Cost

Kimberley (2006) thinks that on the Internet, it is pos-

sible to make more accurate IP targeting based on the 
user data on the website platform and the IP information 
of each computer network connection, so as to accurately 
find the target consumers at a very low cost. After accu-
rately finding the target audience, it can save a lot of mar-
keting costs for enterprises by using the relatively low-
cost network-oriented delivery.

2.3 Controllability of Effect

An important feature of precision marketing is to track 
the process of marketing activities. With the maturity of 
technologies such as targeting and tracking, marketing 
activities can be monitored, and the process can be opti-
mized by examining the effectiveness of each link. At the 
same time, for the measurability of the results achieved by 
marketing efforts, marketers can test all kinds of important 
factors provided in advance and make a reasonable analy-
sis of marketing strategies.

3. Advantages of Precision Marketing in Wei-
bo Platform

3.1 Targeted Marketing

As the name implies, precision marketing is charac-
terized by doing the best thing at the fastest speed. It 
conducts marketing activities for target customers through 
detailed data classification of products and services, and 
achieves the best control of other activities except target 
customers. In order to achieve this goal, we must effec-
tively communicate with the target customers and know 
their needs and opinions in time.

Whether it’s Weibo marketing or other marketing 
methods, losing the marketing pertinence is like losing the 
sense of direction and being unable to move.

3.2 The Effect Can be Measured

Besides the strong pertinence of precise marketing, 
the measurement of marketing effect is also its important 
feature. Among several implementation tools of preci-
sion marketing, whether it is Weibo, narrow advertise-
ment, social network or search engine, they all inherit 
the measurability of precision marketing. Compared with 
traditional media advertisements, precision marketing can 
accurately locate the data of each audience in marketing 
activities through a powerful data programming system, 
including personal basic information, preferences, loca-
tion, purchase experience, etc., and can also predict other 
personal information through computer simulation, such 
as other members’ information and other data needed by 
enterprises. The biggest advantage of data marketing is to 

DOI: https://doi.org/10.26549/jfr.v6i2.11861
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accumulate customer resources and lay the foundation for 
enterprises to carry out other marketing activities [5].

The one-way spread of Weibo has increased the blind-
ness of enterprises in marketing. In the process of finding 
the target audience, enterprises are like looking for a nee-
dle in a haystack and resigned to fate. Precision marketing 
speaks with data, presenting all unknown equations to 
enterprises in the form of algebraic results. Information 
dissemination carried out by enterprises with clear needs 
and objectives of the audience can not only easily arouse 
the attention and forwarding of the audience, but also 
increase the number of comments. Weibo’s influence has 
been enhanced unconsciously.

3.3 Reduce the Negative Effects of Advertising

The measurable effect of accurate marketing and the 
pertinence of marketing bring a direct benefit to enterpris-
es, that is, the significant increase of purchase conversion 
rate. This efficiency is not only reflected in the dissemi-
nation of enterprise information to target customers, but 
also in the marketing of enterprise products and services. 
Because the marketing activities of precision marketing 
are aimed at their own target customers, the news released 
by enterprises is generally consistent with the news that 
customers are willing to accept, which makes it easier to 
trigger the purchase intention of target customers and real-
ize the value of marketing activities of enterprises.

In marketing in Weibo, enterprises usually blindly pur-
sue the advertising arrival rate. According to the survey, 
users usually block all information (including related 
information) when they receive a large amount of infor-
mation that has nothing to do with them. This situation 
directly leads to the loss of a large number of effective 
customers, which is not conducive to the long-term de-
velopment of enterprises. Marketing accurately selects its 
own target customers in the database that are consistent 
with marketing activities for advertising push, which in-
creases the attention of enterprises to target customers and 
helps target customers to become loyal fans.

3.4 Focus on Consumers and Attach Importance 
to Communication and Interaction

Accurate marketing goal is to obtain high-profit market 
communication for target customers. It’s guided marketing 
with a strong data structure, closely following consumers’ 
desires. At the same time of successful marketing, it is 
more convenient for consumers. When consumers accept 
the product information they are willing to accept, they also 
improve their satisfaction with the enterprise virtually.

Accurate marketing is consumer-centered, and it also 

highlights its two-way relationship with consumers, at-
taching importance to communication and interaction. A 
major feature of direct contact and communication with 
consumers is that enterprises can get consumers’ first-
hand information. The more data they get, the easier it is 
for enterprises to improve the pertinence of their products, 
so that the products can meet the needs of the market and 
increase consumers’ acceptance again.

In marketing in Weibo, enterprises often don’t look at 
the long term, but only pursue short-term profits. Howev-
er, it is easier to ignore the trust with fans, which makes it 
impossible to achieve long-term development. The mean-
ing of precision marketing itself is the marketing that real-
izes the primacy of consumers and is implemented around 
consumers. Accurate marketing features not only greatly 
improve customer satisfaction, but also strengthen the two-
way communication between enterprises and customers.

4. Promote the Weibo of Sales-oriented En-
terprises

4.1 Use “Topic” to Find and Snare Target Users

To position Weibo as a promotion type, we should first 
solve how to find the target customers. The characteristics 
of topics in Weibo provide help for enterprises to find tar-
get customers.

Enterprises can realize the positioning strategy of tar-
get customers by searching the topic names related to the 
sales direction of the enterprise on Weibo. Generally, the 
users who participate in the topic discussion have some 
common attributes, so identifying the topic and participat-
ing in the topic can not only improve the influence of the 
enterprise, but also help the enterprise recruit more target 
users.

If the main sales area of the enterprise is skin care prod-
ucts, you can search the Weibo for functional hot topics such 
as # maintenance #, # acne #, # whitening #, etc., not only 
discussing the large number of users, but also paying more 
attention to the skin, all of which reserve a lot of resources 
for the target fan base of the enterprise and prepare for the 
next step of making profits.

4.2 Offline Localization Marketing 

Online and offline interaction strategy Weibo marketing 
company interacts with customers. This kind of marketing 
enhances the interaction between the company and users, 
makes potential users become fans of the company, and at 
the same time, improves the loyalty to the company. Through 
interactive discussion, the company can clearly understand 
what the potential customers’ concerns are and what their 
real interests are. Through frequent interaction and commu-
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nication, Weibo Company can carry out various marketing 
activities such as marketing promotion, market research, 
customer relationship management, crisis management, etc., 
and make the best use of Weibo platform to realize the con-
version of more online and offline customers.

4.3 “Weibo Wall” Marketing

The wall of Weibo is what we usually call the big 
screen of Weibo, and it is now widely used in corporate 
press conferences, star concerts and wedding banquets. 
Weibo has the following characteristics:

Timely: Timely feedback the feelings of the on-site 
personnel on the activities and the topics initiated.

Interaction: Interaction with live hosts and celebrities; 
Interaction between off-site users and on-site users in 
Weibo. Zero distance. Whether it is a celebrity or a grass-
roots; Or thousands of miles away, you can communicate 
through the Weibo Wall.

4.4 Customer-managed Weibo

Today, with the improvement of people’s living standard, 
high-quality service must be one of the first choices of cus-
tomers. After the number of fans in Weibo of enterprises has 
reached a relatively stable level, it is necessary for enterprises 
to use Weibo to provide multi-level services for fans.

4.4.1 Solve Users’ Questions and Improve 
Customers’ Needs

When enterprises define Weibo as the type of customer 
management, they should start to analyze the character-
istics of responding to the needs of different customers 
without strategies, so as to achieve customer satisfaction.

First of all, enterprises should quickly classify customer 
problems and determine the nature of the problems, such 
as product quality problems or improper service problems.

Secondly, different types of questions should be an-
swered by different professional customer service to en-
sure the accuracy of answering questions. The advantages 
of problem classification are as follows: 1) Customer 
questions can be answered quickly and accurately, and 
customer satisfaction is high. 2) The delay of problems 
can easily lead to marketing crisis when major problems 
cannot be dealt with in time, which is detrimental to the 
long-term development of enterprises.

Finally, pay attention to the follow-up. After answering 
the customer’s questions, continue to track whether the cus-
tomer has new questions or whether valuable experience 
sharing has been generated. Provide help for enterprises to 
accumulate marketing strategy materials for a long time.

Figure1 is the official Weibo of Sogou input method, 

which is specially used to reply to the problems that users 
have in using the input method. This Weibo professional 
service staff answers users’ questions with a high degree 
of patience, and the effect is humorous. It not only solved 
the customer’s question, but also made a publicity for the 
enterprise, causing netizens to pay attention to forwarding. 
The content is roughly that the input method of “b-e-i-d-u” 
by the user can’t get the word “Baidu”, and the customer 
service staff prompts the user to input in Mandarin. This 
Weibo triggered 490 reposts and 94 comments.

Figure 1. Official Weibo of Sogou Input method

4.4.2 Accurate Market Audience Research

For the dynamically changing customer groups, enter-
prises also need to conduct online research on customers 
through activities. After determining the market trend, 
guide the target customers to interact, and transfer offline 
customers to online for overall management. A Weibo 
can provide multiple services for many customers, which 
is a hundred times more efficient than offline one-on-one 
mode like telephone consultation. It not only improves 
customer satisfaction and loyalty, but also improves the 
effectiveness of Weibo’s marketing effect evaluation.

This paper mainly studies the feasibility and strategy 
of precision marketing under Weibo marketing. On the 
basis of literature research, this paper describes that while 
precision marketing has become a goal pursued by mar-
keting activities, it makes an in-depth analysis of several 
situations that are easy to appear in the current situation 
of marketing in Weibo, and puts forward the strategy of 
precision marketing. Through qualitative and quantita-
tive research and data analysis, the relationship between 
Weibo marketing and several precision marketing factors, 
such as user interest, brand positioning, event marketing, 
targeted promotion and opinion leaders, is obtained. On 
the platform of Weibo, different user groups are subdivid-
ed and summarized according to marketing modes and 
methods, and three types of Weibo operation modes and 
precise marketing strategies are summarized. Based on 
Sina Weibo platform, this paper analyzes the effective ap-
plication of enterprise Weibo precision marketing. Finally, 
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it summarizes Weibo’s precise marketing strategy by case, 
and realizes the precise marketing to customers in Weibo.

5. Summary

(1) Using qualitative research, it focuses on analyzing 
the problems that are easy to appear in the marketing of 
enterprises in Weibo, and combining with the theory and 
method of precision marketing, it puts forward sugges-
tions for improvement.

The problems prone to enterprises are: 1) One-way 
dissemination of information, ignoring the wishes of the 
audience. 2) Pursuing the advertising arrival rate, ignoring 
the purchase conversion rate. 3) Pursuing short-term turn-
over, ignoring word of mouth and long-term development.

According to different problems, different suggestions are 
given: 1) For the one-way dissemination of information, it is 
suggested to post on the basis of understanding fans’ interests 
and pay attention to forwarding at any time; 2) Aiming at the 
pursuit of advertising arrival rate, it is suggested that enter-
prises should first decide whether fans are willing to forward 
advertisements; 3) In pursuit of short-term turnover, it is 
suggested that enterprises should attach importance to estab-
lishing emotional interaction with fans.

(2) Expounding the correlation between Weibo market-
ing and precision marketing by questionnaire, and putting 
forward the idea of organic combination of Weibo market-
ing and precision marketing, so as to improve the current 
situation of Weibo marketing, improve the marketing ef-
fect, reduce marketing costs and marketing risks.

In the survey of Weibo of enterprises, the interviewees 
learned: 1) Weibo marketing has been known and under-
stood by most people, and its usefulness or usability has 
been recognized to some extent; 2) It is necessary to lock 
the purchase conversion rate of corporate Weibo followers 
in young people’s groups; 3) The motivation orientation 
of customers to use Weibo is mainly effective information, 
brand and communication.

Under the above premise, the consumer decision-mak-
ing process model assumes that the user’s purchasing be-
havior is related to five precise marketing factors: user’s 
interest, brand, activity marketing, targeted promotion and 
opinion leader, and the certification results are obtained by 
statistical methods. It is pointed out that the organic com-
bination of Weibo marketing and precision marketing can 
increase the purchase conversion rate of users.

(3) Optimize the marketing mode of Weibo.
Based on precision marketing ideas, the operation 

mode of marketing in Weibo is divided into three modes: 
Weibo, a sales promotion enterprise, Weibo, a brand 
building enterprise and Weibo, a customer management 
enterprise.

Put forward different marketing strategies for the three 
modes: Promote the Weibo of sales-oriented enterprises. 
We should use “topic” to increase target users, combine 
offline localization marketing, and cooperate with “Wei-
bo Wall” marketing to increase sales. Weibo, a brand 
enterprise. We should make use of the events that have 
happened, create our own hot events, and create a contact 
event with Weibo, a celebrity expert, to maintain and pro-
mote the corporate brand; Weibo, a customer-managed 
enterprise. We should pay more attention to solving users’ 
questions, improving customers’ needs and making accu-
rate market audience research.

(4) Analyze and demonstrate the feasibility of precision 
marketing in Weibo.

By analyzing the advantages, disadvantages, opportuni-
ties and threats of implementing precision marketing in Sina 
Weibo, it is concluded that the precision marketing in Weibo 
is more effective than other network marketing methods, and 
the precision marketing in Weibo will be the main network 
marketing method for Chinese enterprises in the future.

(5) Guided by specific examples, enhance marketing 
practicality.

Aiming at a specific e-commerce online store, this pa-
per analyzes the operation mode, method and good effect 
of its Weibo precision marketing. Once again, it demon-
strates the precise Weibo marketing strategy which is 
directly related to Weibo marketing, including brand posi-
tioning, user interest, activity marketing, targeted promo-
tion, opinion leaders and other factors of users’ purchasing 
behavior.
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1. Introduction

“So busy yearning for the moon that he never saw the 
sixpence at his feet.” [6] (Curtis and Whitehead, 1997). 
W. Somerset Maugham’s profound novel, The Moon and 
Sixpence, in which the main character resolutely quits his 
money-centred job (symbolized by the sixpence) in mid-
dle age to pursue his art dream (symbolized by the moon), 
has resonated with countless readers. Such popularity 
has been achieved because the novel offers an escape for 
people who must choose “sixpence” over “the moon” due 
to their living conditions, despite still being curious about 
the universe, appreciating nature, pursuing social equality, 
and having concerns about their community. To achieve 
a lower rate of turnover and absenteeism, organizations 
want to attract employee’s commitment and increase 

employee engagement. As such, there are questions con-
cerning whether there is a possibility that companies can 
“yearn for the moon” with their employees, satisfying the 
goodwill towards society, the aspiration for a better en-
vironment, and the romantic imagination of the vast uni-
verse together. Through such cooperation, employees will 
become more loyal to the company and more committed 
to their work because they have shared values and a con-
sistent growth direction.

In the present study, the significance of corporate so-
cial responsibility (CSR) and its role in motivating em-
ployees to have a higher commitment to a company is 
investigated. Particular focus will be given to the external 
dimension of CSR, which does not directly show the ben-
efits towards the employee, but generates shared notions, 
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ideals, and values between company and employee to 
increase their loyalty and fondness. Firstly, several terms 
are defined and their relevance in the CSR discussion is 
explained. Next, several studies are reviewed that focused 
on external CSR actions that enhance employee’s pres-
tige, sense of achievement, and the needs of romanticism, 
which are argued to influence employee organizational 
identification. Finally, a proposal is given stating that de-
sign thinking should be invested in the action of CSR to 
establish a visionary and sustainable bond between em-
ployees, the organization, and external stakeholders. 

2. Theoretical Background

According to Hirschman’s theory, customers and em-
ployees have two options in response to decline in firms: 
Exit and Voice [11] (Hirschman, 1970). In the action of 
Exit, customers stop purchasing, and employees start 
leaving. Here, the leadership must act immediately to sal-
vage the situation. In the action of Voice, customers and 
employees begin to express their dissatisfaction through 
acts such as protests. Here, the leadership must com-
municate with customers and employees and solve any 
problems (Hirschman, 1970). Hirschman indicated that 
Loyalty was an indispensable part of the process of Exit 
and Voice, through which the firm can listen to the Voice 
and take care of customers and employees before the Exit 
(Hirschman, 1970). Notably, Loyalty takes time and effort 
to develop. The relationship between CSR and employee 
loyalty has become a significant topic in the fields of or-
ganizational behaviour and industrial psychology (Jones 
and Rupp, in press).

CSR is a self-regulatory business model that allows 
a company to be socially accountable to its customers, 
workers, stakeholders, and the general public. Companies 
may become more conscious of their impact on all aspects 
of society, including the economic, social, and environ-
mental, by engaging in CSR. CSR has been a topic of 
discussion and debate for many years, with some arguing 
that companies should focus on making profits for their 
shareholders and others arguing that companies have a 
responsibility to use their power and influence to improve 
society. Previous researchers have shown a tendency to 
link CSR actions with a firm’s financial performance and 
consumer behaviour [18] (Orlitzky, Schmidt and Rynes, 
2003). However, in the past two years, the COVID-19 
pandemic has provided corporations with an opportunity 
to become more authentic in their CSR efforts and help 
address pressing global social and environmental concerns 
(He and Harris, 2020). During the pandemic, organiza-
tions were held responsible for employees’ psychological 
state, and the strong bond between the firm and employees 

became more significant than ever. 
Macro-CSR researchers frequently distinguish between 

internal and external CSR, since CSR beneficiaries are 
typically either within or external to the organization [26] 
(Werther & Chandler, 2010). External CSR is most con-
nected with environmental sustainability, supporting the 
local community, or consumer caring [8] (El Akremi et al., 
2015). CSR that targets the environment includes lowering 
the negative ecological impacts of the company, investing 
new energy, and focusing on climate change and sustain-
able future generations. CSR also refers to the efforts and 
policies that businesses adopt to have a beneficial impact 
on the communities in which they operate. Sponsoring 
local sports teams, donating to charity, investing in local 
business, supporting humanitarian causes, and building 
sustainable communities are all instances of CSR. Con-
sumer-focused CSR refers to a company’s obligations to 
those who use its services or buy its goods. Product safety 
measures and customer service programs are examples of 
CSR practices in the industry [10] (Farooq et al. 2017). The 
most typical concern of external CSR is a firm’s public 
image and its position on societal issues, and such CSR is 
frequently used to urge employees to be conscious of what 
the company does. 

Early studies of CSR often concluded that employees 
are the benefactors of internal CSR efforts, while external 
stakeholders are the beneficiaries of external CSR activi-
ties [16] (Margolis and Walsh, 2003). In the present inves-
tigation, employees’ perceptions of external CSR were 
found to have an impact on their organizational identity 
via the prestige mechanism. External CSR actions pro-
vide externally visible indications that the organization is 
appealing, generous, and distinctive, and that such efforts 
are highly recognized and appreciated by the community. 
Employees receive information about their corporate via 
media, word of mouth, and publicity. Such opinions of the 
firm from the outside are internalized as a source of self-
worth and self-esteem, with the sense of belonging intend-
ed to manifest itself in the form of loyalty. Here, external 
CSR becomes a source of pride for employees to define 
themselves [10] (Farooq et al., 2017). 

Additionally, Farooq’s study also revealed that various 
employees are responsive to different types of CSR efforts 
based on their social and cultural orientations. External 
CSR may be more important for employees with high cos-
mopolitan orientation who seek recognition from the ex-
ternal community, while collectivist employees are more 
concerned about external CSR since their identities are 
formed through group affiliation [10] (Farooq et al., 2017). 
The result is beneficial for start-up companies when op-
erating on a small scale in that the firm can learn every 

DOI: https://doi.org/10.26549/jfr.v6i2.11866

https://doi.org/10.26549/jfr.v6i2.11866


8

Journal of Finance Research | Volume 06 | Issue 02 | October 2022

Distributed under creative commons license 4.0

employee’s personality and mentality to act on CSR with 
more support and appreciation from employees. 

However, the relationship between external CSR and 
labour productivity has been examined as a nonlinear 
model in other studies [1] (Bolton, 2020). Both low- and 
high-level external CSR are negatively related to work 
performance. Due to insufficient external CSR, employ-
ees’ self-worth may not be fulfilled, and they may feel 
embarrassed that their organizations are not as good as 
others [17] (Onkila, 2015). At high levels of external CSR, 
employees would be cautious of self-serving motivation 
driving external CSR activities [9] (Farooq et al., 2013), 
because enterprises would have spent too many resources 
on programs that do not provide additional advantages.

Thus, to attract a broader party of stakeholders and 
employees, organizations need to find a moderate and bal-
anced level of external CSR activity, which is structural 
for long-term and innovative practice. In the present study, 
the benefits of design thinking in external CSR actions 
are highlighted, which can influence a positive and sus-
tainable relationship between organizations and employee 
loyalty. 

3. Case Studies

Design Thinking

Herbert Simon coined the phrase “design thinking” to 
describe the distinct mental skills employed by designers 
to solve issues in his influential book, The Sciences of the 
Artificial in 1969. The phrase gained further traction after 
Tim Brown, CEO of design consultancy IDEO, defined 
his firm’s approach to strategy in a 2008 Harvard Busi-
ness Review article. Design thinking, according to Brown, 
who practiced and applied the method as leader of IDEO 
to solve both small and large problems: “Design thinking 
combines the designer’s sensibility and methodology to 
match people’s demands with what is technologically 
achievable and what a viable business strategy can turn 
into customer value and market opportunity” [3] (Brown, 
2008). As such, design thinking lies at the intersection of 
human desirability, technological feasibility, and econom-
ic viability. 

At present, design thinking does not have a single 
definition, being regarded as a concept, plan, method, or 
strategy. Any individual or organization can deepen and 
broaden the meaning of design thinking for using any way 
they perceive. In the present study, the IDEO’s design 
thinking approach was adopted, which includes three core 
activities: inspiration, ideation, and implementation. The 
most significant aspect of design thinking is humans are 
placed at the centre of every action. Empathy, optimism, 

iteration, creativity, and ambiguity are critical components 
of the designer’s mindset that run through the core activi-
ties of design thinking [14] (IDEO Design Thinking, 2021). 
In the phase of inspiration, a human-centred designer 
inquires and empathizes with the target audience directly 
to define the problem or need. During the ideation phase, 
designers brainstorm and create ideas freely and boldly to 
formulate ideal and innovative solutions that fulfil their 
needs. Finally, the implementation phase involves the 
designer implementing their vision to ensure that the solu-
tion is materialized and touches the lives of end-users.

In the present study, adopting the design thinking meth-
od to invest in and practice external CSR is argued to be 
desirable from a human (employee) point of view, while 
also being technologically feasible and economically via-
ble.

Inspiration – to empathize

Regarding participation in corporate social responsi-
bility projects, big technology companies such as Google, 
AMD, and eBay once invested in a non-profit initiative 
called One Laptop per Child (OLPC). OLPC was estab-
lished to transform education for children by designing 
and distributing inexpensive laptops for children in the 
developing world, so as to facilitate a better education 
experience for such children. OLPC was first proposed in 
2006, but after more than six years, instead of achieving 
the original goals, OLPC produced disappointing results 
and was shut down in 2014 [20] (Robertson, 2018). OLPC 
spent a long period of timed entangled with building low-
cost laptops and ignored the fact that, at the time, many 
developing countries were undergoing a technological 
revolution. For example, China and India ensured their 
own low-cost mobile computing devices through brilliant 
talents, rapid tech progress, and mature manufacturing. 
Thus, OLPC never entered into the large nations they ini-
tially targeted [25] (Watters, 2012). 

As imagination, the intention of using inexpensive 
computers to educate the children can be considered won-
derful and positive. However, aggressive responses to 
other country’s education matters can sometimes be risky 
and contentious and can be perceived as technological 
colonialism. Despite being aware of such concerns, OLPC 
still chose to use a “non-invasive” strategy to implement 
the project. However, as could be predicted, the targeted 
problem was not solved and OLPC was criticized as being 
unsupportive [25] (Watter, 2012). Any intention of helping 
developing areas requires a more comprehensive under-
standing and sophisticated analysis of the local situation 
and close partnership with indigenous designers, who are 
irreplaceable in terms of knowing what complementary 
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work has to be done to make a project successful. In the 
case of the OLPC project, teachers encountered difficul-
ties when guiding their students to effectively use laptops 
to study because of the lack of professional training that 
was given [19] (Osborne, 2013). As could be expected, the 
project resulted in disappointing feedback data. According 
to the project’s evaluation by Inter-American Develop-
ment Bank (IDB) and a report by Peru’s education minis-
try (the country with the largest involvement), found that 
there was no significant improvement or increased moti-
vation to study in both math and literacy for children who 
received laptops [19] (Osborne, 2013).

The results were not unexpected. Besides the irrational 
assumption that teachers should know how to use laptops, 
the outcome could be attributed to a number of other fac-
tors. For instance, the project implementers need to ask 
themselves: has evidence been found that shows students 
have a higher desire to study in countries where tech de-
vices are ubiquitous among children? Is a laptop a stim-
ulus to study or a distraction from study? Moreover, did 
researchers investigate whether the country receiving aid 
has the ability to use such devices continuously? Is there 
enough stable electricity power and internet access? Since 
OLPC did not inquire, listen, and empathize during the 
process of designing the project, failure was the result. 

When designing a philanthropic program for a certain 
area in need, the designers or developers should not as-
sume what the people need. Communication, research, 
and discussion are essential processes in design thinking 
as well as in the development of CSR programs.

Ideation – to think bold

Environmental sustainability is one of the most con-
cerning topics in CSR practice, and a long-term plan, ac-
tivity, and experiment is needed to examine the outcome. 
With one of the world’s most popular online and mobile 
payment and lifestyle platforms, Alipay implemented their 
bold CSR project, Alipay Ant Forest, to tackle climate 
change after careful consideration. Alipay Ant Forest is 
a public welfare project aimed at driving the public to 
reduce carbon emissions. In the Ant Forest, everyone’s 
low-carbon behaviour can be counted as virtual “green 
energy”, such as biking, walking to work, and going pa-
perless. When virtual green energy is accumulated to a 
certain level, users can use their mobile phones to apply 
for the planting of a real tree in areas where the ecology is 
in urgent need of restoration, or claim protection rights in 
areas where biodiversity is in urgent need of protection. 

Ant Group donates funding to public welfare groups 
through Alipay Ant Forest’s ecological restoration initia-
tives in various locations, and the public welfare organ-

izations coordinate particular tasks such as planting and 
upkeep. There are donation agreements and acceptance 
reports for each initiative. Alipay Ant Forest has recruited 
over 500 million users, planted 100 million trees across 
112,000 hectares in Northwest China, and protected 
12,000 hectares of conservation land since its launch. By 
cooperating with farmers to plant trees, produce organic 
agricultural items, and connect them with e-commerce 
platforms, Alipay Ant Forest has helped create over 
400,000 employment possibilities and $8.4 million in rev-
enue [24] (UNFCCC, 2019). Green and low-carbon tech-
nologies have become a central trend of global economic 
development due to the degrading global environment. By 
advocating low-carbon behaviour, the Ant Forest project 
has greatly reduced China’s carbon emissions. In 2019, 
Ant Forest won the UN Champions of the Earth award 
and was recognized by The United Nations Environment 
Programme (UNEP) in the “Inspiration and Action” cat-
egory. Inger Andersen, Executive Director of UNEP, de-
scribed Ant Forest as a project that uses the best of human 
intellect and innovation to make the world a better place 
and uses digital technology to fundamentally redesign our 
relationship with our planet [24] (UNEP, 2019). 

While contributing to environmental sustainability, Ant 
Group and its related companies such as Alibaba have 
also gained recognition from countless consumers. In this 
regard, Ant Group has also developed itself while taking 
on social responsibilities.

Implementation – to put in action

COVID-19 posed a number of new challenges for 
industrial marketers, who suddenly found themselves 
without markets, facing a bleak future, and dealing with 
insecure employment. Before managing an internal situ-
ation, many organizations choose to quickly respond to 
public crises and place their high value and determination 
on CSR actions. Some of the most well-known names 
in consumer luxury would have rapidly switched their 
ateliers from creating exquisite products to providing 
hand sanitizer and personal protection equipment (PPE) 
to overworked medical personnel [4] (Cankurtaran and 
Beverland, 2020). As an example, LVMH joined the fight 
against COVID-19 as soon as the epidemic broke out, 
making hand sanitizer in their perfumes and cosmetics 
maisons, masks and gowns in their fashion and leather 
goods maisons, and importing over 40 million surgical 
masks, ventilators, and blood tests for public health au-
thorities. The LVMH Group and its Maisons all joined the 
massive effort in the group’s host countries, including a 
range of initiatives to support healthcare workers, suppli-
ers, and non-profits [15] (LVMH, 2020). Despite struggling 
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during the industry crisis, airlines such as Delta, JetBlue, 
and United Airlines offered free, round-trip flights to 
health care workers on the frontlines of the novel coro-
navirus pandemic [5] (Conklin, 2020). For organizations 
managing through a public crisis, actions of creative initi-
atives and fast implementation will have enduring effects 
on how they are perceived. Facebook’s Public Service 
Announcement Campaign “We’re Never Lost If We Can 
Find Each Other” is an example of using a corporate’s 
unique resources to respond to crises. Using real-life 
photographs taken during the first wave of the pandemic, 
the campaign helped consumers come to terms with lost 
futures created by the disaster. The campaign was narrated 
by a poem that took viewers through the emotional phases 
of this pandemic, from mourning, depression, to accept-
ance and hope. By letting go of the old, the audience were 
emotionally prepared to participate in a new future. As a 
social media platform, Facebook uses the advantage of 
communication to create PSA campaigns to quickly build 
consensus and drive coordinated action across society. By 
understanding the difficulties of the crisis setting, the de-
livery of critical public health messages can be facilitated.

The ‘new normal’ created by the pandemic will neces-
sitate a stronger focus on risk management and scenario 
planning, in addition to the use of design thinking to re-
spond quickly to emerging and fluid social situations [4] 
(Cankurtaran and Beverland, 2020).

4. Discussion 

After reviewing the case studies, adopting the design 
thinking method to create and practice external CSR 
projects seems likely to result in a more prosperous, in-
fluential, and appreciated outcome and a better chance of 
positive financial performance. For corporate participating 
in external CSR, the three core design thinking activities 
provide an alternative method. Inspiration reminds organi-
zations to inquire and empathize with their target audience 
to avoid ineffective assumptions. Ideation asks corporate 
to think outside of the box and be creative and bold when 
intervening in intractable problems. Implementation im-
plies that the organization not only offers ideas but also 
tangible solutions, ensuring that their concept is both ideal 
and real.

Notably, the limitation of the present study is the lack 
of measures on employees’ feedback to external CSR 
actions that adapt the design thinking method. As such, 
a further study should be conducted with more focus on 
how innovative approaches can bond employees with cor-
porate through external CSR, since employee’s CSR per-
ception has a positive link with commitment and loyalty, 
organizational identification, job satisfaction, and engage-

ment, as well as creativity [13] (Hur, Moon, and Ko, 2016). 

5. Conclusions

Based on the literature review and case studies, corpo-
rate social responsibility is a critical factor in the sustaina-
ble development of enterprises, individuals, countries, and 
society. In the present study, the three core activities of de-
sign thinking were adopted as an alternative methodology 
to design and practice CSR projects that show the result 
of an enhanced reputation, a potential positive connection 
between employee and organization, and a potential op-
portunity for the future market. With the “new normal” 
along with COVID-19, corporations will continue facing 
challenges from many aspects. Companies that value and 
embrace CSR with creative and visionary notions could 
have a better chance to win social recognition and achieve 
long-term development.
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The 20th report puts forward more scientific and precise guidance for 
economic development, and makes a scientific direction for economic 
work at the overall height of the country. In recent years, with the rapid 
development of China’s economy and society, the financial situation has 
also changed to a large extent. Financial work is an important support 
for the current government work, and the quality of financial work is 
directly related to the harmony and stability of the whole society. Based 
on this, under the new situation, we will continue to deepen the research 
on financial transformation, fully stimulate the function of finance, let the 
financial platform play its function, and effectively provide a persistent 
guarantee for social and economic development.
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1. Introduction

From the 17th report “promote the sound and rapid 
development of national economy”, to the 18th big report 
“accelerate the transformation of the mode of economic 
development”, the party’s 19th big report “implement the 
new development concept, the construction of modern 
economic system”, to 20th “speed up the construction of 
new development pattern, promote the development of 
high quality”, the previous report changes more clearly 
outline the outline of China’s economic development pat-
tern. Finance is an important basis for supporting econom-
ic and social development. To strengthen financial trans-
formation in the new era, it is necessary to continuously 
stimulate the role of financial platforms, stimulate the 
vitality of financial platforms from multiple perspectives, 
and effectively cover the diversified needs of financial 
transformation at the present stage.

2. Promote the Change of Style and Consol-
idate the Foundation of Financial Transfor-
mation

The high-quality practice of financial transformation 
requires thought first. First of all, we should pay attention 
to the work style, and according to the current financial 
transformation requirements, timely change the work 
style, and pay attention to it from the ideological height. 
Ideological and political and style construction can ensure 
the orderly progress of various work, which is directly 
related to the quality and effect of financial transforma-
tion work. In the process of financial transformation, to 
intensify efforts from the ideological level to pay atten-
tion to, increase the intensity of policy propaganda and 
the efficiency of work style adjustment, especially for 
financial staff to enhance theoretical knowledge learning 
and propaganda, let them realize the urgency of financial 
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transformation and scientific, in order to enhance the en-
thusiasm in the process of work. Especially for the grass-
roots financial transformation of the financial system, be-
cause the grassroots financial management system is still 
not reach the ideal state of standardization, especially in 
the grassroots financial sector informatization, intelligent 
digital emerging technology content is still at a low level, 
is not able to use efficient digital technology to informa-
tion processing of the data [1]. Basic financial personnel in 
the process of work, formed the curing inertia thinking, it 
is easy to promote the work using the old mode to work, 
for new problems cannot use new ways to solve, not even 
very well to accept and digest the new type of financial 
management concept, the ideological dilemma affects the 
financial function into full play. Based on such consider-
ation, the first step is to increase efforts in the change of 
work style, starting with the work style construction of the 
department, to create a clean and upright financial man-
agement atmosphere, establish a sound and perfect the 
financial management system and intelligent supervision 
and management system, so that the financial funds can be 
truly used effectively.

3. Balanced Fiscal Revenue and Expenditure, 
Improve the Quality of the Financial Guar-
antee Transformation

To ensure the smooth transformation of financial se-
curity, we need to make efforts to balance fiscal revenue 
and expenditure. In order to give full play to the financial 
functions of the government, it must guarantee and bal-
ance the fiscal revenue and expenditure scientifically, and 
proceed smoothly from the following aspects.

First,to establish and improve the long-term manage-
ment mechanism of financial expenditure, especially for 
some public projects and public service spending need to 
strengthen concern, specifically to build specialized work 
team, establish to ensure smooth public service expend-
iture management system and workflow, will be a com-
plete set of detailed revenue expenditure and capital man-
agement system for service public projects. At the present 
stage, public investment pays more and more attention to 
education, science, culture, health and other undertakings, 
which means that the financial departments should devote 
more energy to the establishment of long-term financial 
management guarantee for science, education, culture, 
health and other undertakings, so as to successfully real-
ize the effective and accurate financial management. For 
example, during the COVID-19 epidemic period, we will 
actively make smooth financial expenditure on various 
medical security to ensure the promotion of isolation, 
treatment machines and other matters, which can effec-

tively solve social problems and play a great role in ensur-
ing social health and stability [2].

Second,with the comprehensive use of various advan-
tages, we will reduce the burden of government funds in 
the areas of people’s livelihood and public services, and 
ensure that the expenditures on social and public utilities 
can receive special financial funds. We will take a com-
bination of measures to strengthen the management of 
government expenditures and ensure that they are precise, 
targeted and personalized. In this regard, the government 
should strengthen supervision and management, and 
reasonably plan a fiscal revenue and expenditure system 
covering regional development. The government should 
also correctly distinguish special categories and the so-
cial public can participate in categories, let the audience 
can participate in the project and the related policy in the 
whole society, let the audience of the whole society can 
understand the government in fiscal functions and real 
utility, let the whole society can really trust the govern-
ment in the fiscal spending, and is willing to participate in 
the work of social management work.

Third, we need to determine the organic coordination 
between regions to minimize personalized differences, 
especially the significant gap in economic growth among 
different regions. With the help of the financial allocation 
mechanism, various resources should be reasonably divid-
ed and allocated to realize the coordinated and balanced 
development of different regions. Local governments 
should give full play to their own advantages, carry out 
scientific regulation of fiscal policies from a macro per-
spective, ensure the reasonable allocation and scientific 
input of financial funds, make industrial development 
achieve balanced and sustainable development, and 
achieve high-quality urban development with efficient and 
accurate financial input.

4. Refine Expenditure Management and Im-
prove the Transformation of Fiscal Expendi-
ture

The work of the financial department is directly related 
to the capital control of the whole city, and the correct 
scientific expenditure can provide a solid support for the 
local economic development and higher-quality transfor-
mation. At present, in the post-epidemic era, the economic 
situation is relatively complex. Comparatively speaking, 
the source of fiscal revenue is limited to a certain extent, 
but the fiscal expenditure has to cover more levels. There-
fore, in the process of fiscal expenditure, it is necessary to 
strengthen the scientific prediction and reasonable plan-
ning, to ensure the fine management of fiscal expenditure, 
so as to promote the fiscal transformation with higher 
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quality. Specific can be implemented from the following 
several aspects.

First, we should strengthen the revenue of fiscal reve-
nue. By continuing to increase the reasonable distribution 
of financial payments, financial funds can really be truly 
invested in the most scarce places. In the process of ap-
propriation, we must strengthen management, supervision 
and tracking, and ensure that fiscal expenditure in the 
whole link can be reasonably controlled, and in the pro-
cess of dynamic supervision, we can truly ensure the safe 
use of fiscal finance. On this basis, we should promote the 
maximum revenue of fiscal revenue, which should also 
pay attention to the benefits generated by the withdrawal 
of funds and the results generated in the investment pro-
cess, so that every fiscal expenditure can really play the 
biggest role. Second, to intensify government procure-
ment, formulate strict system to regulate and integrate the 
government for the construction of public facilities and 
equipment procurement, will be more strict supervision 
and control system into purchasing funds investment, 
eliminate funds are waste or abuse, fine control of fiscal 
spending, with transparent, strict, standard, perfect and 
complete financial funds supervision system to make each 
work strictly justice. In this link, we should make use of 
the advantages of the online network, and disclose the 
financial information through the government affairs open 
network, so that the public can supervise the financial 
expenditure and the use of the finance. In addition, local 
governments should strengthen their financial supervision, 
strictly abide by the fiscal red line, ensure that they do not 
cross the line, take into account overall plans, and make 
reasonable arrangements, where the financial funds are re-
ally used accurately, and promptly stop and strictly control 
the inappropriate behavior in the use of financial funds.

5. Promote Digital Finance to Improve the 
Quality of Financial Transformation

First, the implementation of digital finance, can ac-
celerate financial transformation and improve the quality 
of financial transformation. First of all, it is necessary 
to strengthen the publicity of digital finance, so that in-
formation technology can become the support of digital 

finance, and pay attention to the promotion of digital fi-
nance, so that the staff can truly realize the convenience 
and superiority of digital finance brought to the work [3]. 
Second, we should give full play to the leading role of the 
financial department to ensure that in the process of dig-
ital financial transformation, the subject have clear rights 
and responsibilities, and the financial department should 
play their core role, promote the comprehensive digitali-
zation of various financial affairs, and coordinate and deal 
with complex problems and emergencies in the process of 
financial digital transformation. Three is to cultivate and 
perfect the data, technology, talent and management, etc., 
vigorously promote the smooth implementation of the 
construction of digital finances, strengthen the ability of 
information technology, pay attention to information pro-
tection, to promote big data and even artificial intelligence 
penetration into the financial work, using modern infor-
mation technology to build a solid financial management 
platform, make digital financial management and service 
innovation.

In the process of financial transformation, together 
from multiple angles, stimulate the vitality of the financial 
platform, make diversified means of financial transforma-
tion road solid support, do deep financial transformation, 
truly for economic development, social progress, people’s 
happiness and power, real escort for high quality transfor-
mation.
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