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Summary. This article mainly discusses the rapid development of non-profit or-
ganizations, the characteristics and shortcomings of the organizations themselves
are increasingly apparent, and analyzes the government's measures to supervise
the activities of non-profit organizations in the People's Republic of China.
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Summary. Currently, B2B marketing strategies in various industries have under-
gone digital transformation. Zongshen Power, as a leader in the low altitude
economy and a leading global manufacturer of engines and power solutions, is
actively innovating and developing in the B2B marketing field by combining the
most advanced intelligent systems and technologies. This article explores how
Zongshen Power utilizes digital tools, data-driven strategies, and globally inter-
connected digital platforms to connect global customers and create new growth
opportunities in the global market. The study also analyzed the challenges faced
by the company in this process and proposed suggestions for future development.
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