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Application Analysis of Customer Relationship Management
in Electricity Marketing
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Huadian Zhangqiu Power Generation Co., Ltd., Jinan, Shandong, 250216, China

Abstract

Customer relationship management refers to the process in which enterprises use corresponding information technology and Internet
technology in sales, marketing and service to coordinate the interaction between enterprises and customers, so as to promote the
upgrading of management methods, and provide innovative customer interaction and services to customers, so as to improve the
core competitiveness of enterprises. The role of customer relationship management in electricity market marketing is indispensable,
as it can help power companies better understand the diverse needs of customers and provide personalized services for different
customer needs, establishing a long-term stable cooperation model between power companies and customers and enhancing market
competitiveness. The paper aims to discuss the practical application of customer relationship management in electricity market
marketing, as well as the problems and corresponding solutions in the application of customer relationship management in electricity
market marketing.
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