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A Study on Marketing Problems and Countermeasures of Hebei Welfare Lottery

Zhu Jing
Beijing University of Civil Engineering and Architecture, China Beijing 100044

Abstract: Against the backdrop of profound transformation and intense competition in China's lottery industry, the marketing
system of welfare lottery (hereinafter referred to as "Welfare Lottery") is facing unprecedented challenges. This paper takes
the Hebei Welfare Lottery Issuance and Management Center (hereinafter referred to as "Hebei Welfare Lottery") as the
research object, and applies theoretical frameworks such as marketing, strategic management, and organizational behavior
to systematically review its practices and effectiveness in channel expansion, brand building, digital application, and internal
management. The study finds that under the guidance of the work principle of "Safe Operation and Healthy Development,"
Hebei Welfare Lottery has achieved counter-trend growth in sales and enhanced social benefits through institutional
innovation, technological upgrades, and deepening of its public welfare brand. However, its marketing system still faces core
issues such as insufficient channel synergy, weak penetration of brand rejuvenation, inadequate depth of digitalization, lagging
product innovation, and limited empowerment of grassroots outlets. This paper delves into the underlying causes of these
problems and proposes systematic countermeasures: constructing an "ecological" channel network, implementing a "value co-
creation" brand strategy, building a "smart marketing" brain, exploring "experience-driven" product innovation, and deepening
"empowerment-oriented" organizational management. The aim is to provide theoretical references for Hebei Welfare Lottery
to build sustainable competitive advantages and achieve high-quality development.
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