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Abstract: With the open competition of electricity market
and the increasing demand of people for a better life and high-qual-
ity power supply services, the traditional power service has no lon-
ger adapted to the current situation. How to provide better service
for large power customers has become the focus and highlight of
power market competition. Combining economic value, develop-
ment potential, credit value, social value and other dimensions, a
value classification model was built. A customer’s scientific elec-
tricity consumption index model was built from the aspects of tech-
nical, economic and management energy efficiency of major cus-
tomers of electric power. Big data technology was used to analyze
the user’ s various power usage behaviors deeply and comprehen-
sively perceive users’ needs and formulate precise marketing strat-
egies. Precise marketing model of “Enjoy+” major customers was
proposed to provide diversified, personalized and customized ener-
gy services and value-added services for major power customers,
and enhance the market competitiveness and economic benefits of
the State Grid Corporation.

Key words : major power customers; value grading; scientific
electricity index ; precision marketing
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Fig. 1 The overall framework of the “Enjoy+” precision

marketing model for major customers
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Fig.2 “Enjoy +” platform service architecture
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Fig. 3 Value evaluation index system of power

major customers
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Table 1 Index system of scientific electricity use index
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Table 2 Differentiated marketing service strategies
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Fig. 4 Schematic diagram of major customer service

demand matrix
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