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Abstract: In the current digitally driven business environment, this paper delves deep into the strategic value and core position 

of Customer Relationship Management (CRM) in the field of digital marketing. It thoroughly explores the functional positioning 

and operational mechanisms of CRM in digital marketing, analyzes the role and impact of CRM in digital marketing, and reveals 

the importance of effective customer relationship management for companies to gain a competitive advantage in a digital 

environment. Furthermore, it discusses how to leverage artificial intelligence, big data, cloud computing, and other applications 

to support and optimize CRM implementation, and addresses potential challenges that companies may face in implementing 

CRM strategies. Additionally, it provides some strategic recommendations and future research directions. 
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1. Introduction 

Customer Relationship Management (CRM) is 

indispensable in any enterprise; effective maintenance of 

customer relationships is essential to minimize customer 

churn [1]. With the rapid evolution and deep penetration of 

digital technologies, the global business landscape is 

undergoing unprecedented transformation. The rapid 

development of digital technologies has changed the 

traditional marketing methods. In this rapidly changing 

digital marketing era, the importance of Customer 

Relationship Management (CRM) is becoming increasingly 

prominent. It has become a key strategic tool for enterprises 

to maintain a competitive advantage and achieve sustainable 

development in the surging digital wave. This paper aims to 

analyze the strategic importance of CRM in the digital 

marketing era and explore how to effectively implement and 

manage customer relationships. 

2. Definition and Role of Customer 
Relationship Management (CRM) in 
Digital Marketing 

2.1. Definition and Connotation of Green 

Consumption 

Customer Relationship Management (CRM) is a 

comprehensive management philosophy and method that 

aims to establish and maintain good customer relationships, 

achieving long-term cooperation and win-win outcomes 

between enterprises and customers [2]. Its core value lies in 

systematically building and consolidating enduring, mutually 

beneficial relationships between enterprises and customers. In 

the field of digital marketing, CRM systems serve as the 

central hub of customer data, aggregating customer 

interaction information from various touchpoints such as 

websites, social media, emails, mobile applications, etc. 

Based on the customer insights provided by CRM systems, 

enterprises can implement personalized marketing strategies, 

such as sending customized emails, delivering personalized 

recommendations, offering exclusive discounts, etc., to 

enhance customer engagement attractiveness and conversion 

rates. Through CRM systems, enterprises can identify 

customers' purchasing behaviors, preferences, needs, and pain 

points, conduct refined market segmentation, effectively 

attract and retain valuable customers. 

CRM breaks down internal information barriers, enabling 

departments such as marketing, sales, and customer service to 

share customer data, collaborate, and ensure seamless 

services throughout the entire customer journey, avoiding 

customer churn caused by information gaps. Management can 

leverage CRM reporting and analytics tools to monitor sales 

performance, marketing campaign effectiveness, customer 

satisfaction, and other key performance indicators in real time, 

quickly identify market trends, optimize resource allocation, 

and adjust strategic directions. 

In the digital marketing era, CRM systems collect, integrate, 

and analyze vast amounts of customer data (including 

transaction history, online behaviors, social media 

interactions, feedback, etc.) to generate detailed customer 

profiles. Utilizing real-time communication technology and 

automated workflows, CRM systems can provide immediate 

responses to customer inquiries, complaints, or requests, 

offering 24/7 uninterrupted service. Additionally, tools such 

as chatbots, social media monitoring, self-service platforms 

enable enterprises to capture and address customer feedback 

promptly, enhancing problem-solving speed and customer 

satisfaction. By deeply understanding customer needs and 

behavior patterns, personalized marketing and services can be 

implemented. In a multi-device, multi-platform coexisting 

digital environment, CRM aims to achieve consistency in 

customer experiences across online and offline channels and 

various touchpoints. Leveraging data analytics, artificial 

intelligence, and automation technology, CRM achieves more 

precise and efficient customer relationship management. 

Through continuous innovation and agile adjustments, 

enterprises can seize market opportunities, respond to 

competitive challenges, and maintain a leading position in the 

field of customer relationship management. 

2.2. Characteristics and Trends of Digital 

Marketing 

Digital marketing relies on big data and advanced 

analytical tools, characterized by high personalization. It can 
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collect, organize, and analyze customer data from multiple 

channels such as purchase records, frequency of consumption, 

website browsing behavior, age, gender, geographical 

location, occupation, education level, etc. Based on this 

information, businesses can utilize personalized 

recommendation algorithms (such as collaborative filtering, 

deep learning, association rules, etc.) to intelligently match 

products, services, or content that best suit customers. This 

facilitates precise insights into customer needs and provides 

customized products and services tailored to customer 

preferences, thereby increasing the quantity and value of 

single purchases through cross-selling and upselling, 

stimulating repeat purchases, and leveraging customer social 

networks to expand brand influence and attract new 

customers. 

Digital technologies enable businesses to engage in 

comprehensive, multidimensional customer outreach and 

communication through platforms like Facebook, Instagram, 

Twitter, LinkedIn, TikTok, etc., where they can publish 

content, initiate discussions, respond to user comments, carry 

out brand promotion, product showcasing, customer service, 

and crisis management. Optimization of website content and 

structure can enhance organic search rankings, or businesses 

can opt for paid search advertising such as Google Ads, Baidu 

promotion, etc., to attract target customers actively searching 

and visiting the company's website. Real-time customer 

support can be provided through instant messaging tools like 

WhatsApp, WeChat, Facebook Messenger, or built-in website 

chatbots to address inquiries, handle complaints, and guide 

purchases. 

Another trend in digital marketing is data-driven decision-

making. By using advanced data processing tools and 

algorithms, businesses can deeply explore and analyze 

massive and diverse internal and external data, track user 

behavior across platforms like websites, apps, social media, 

etc., including browsing history, click-through rates, dwell 

time, abandoned shopping carts, user reviews, etc. This helps 

in building user profiles, understanding customer needs, 

interests, purchase paths, and lifetime value (LTV). Based on 

user behavior history, similar user behavior, collaborative 

filtering, etc., personalized product recommendations, 

content pushes, and matching discounts can be implemented 

to enhance user experience and conversion rates. Deep 

insights into market trends, customer behavior, and 

competitor dynamics can be gained, and based on data labels 

such as user attributes, behavior, value, customers can be 

segmented into multiple niche markets for targeted marketing 

strategies, thereby formulating more scientific and effective 

marketing strategies and decisions. Real-time monitoring and 

analysis of key performance indicators (KPIs) such as return 

on investment (ROI), customer acquisition cost (CAC), 

customer lifetime value (CLV), etc., enable data-driven 

decision-making, reducing marketing costs while improving 

marketing effectiveness and precision. 

2.3. The Role and Value of Customer 

Relationship Management in Digital 

Marketing 

In the digital marketing environment, Customer 

Relationship Management (CRM) plays a crucial role in 

building strong customer relationships [3]. This includes 

sending customized emails, delivering personalized product 

recommendations, or engaging in one-on-one interactions on 

social media to demonstrate attention and respect for 

individual customers. Through various channels like online 

chat tools, phone hotlines, self-service platforms, CRM 

provides instant answers, leading to deep customer 

understanding and precise marketing strategies. By 

integrating data from websites, social media, emails, sales 

records, customer service interactions, CRM systems track 

customer behavior across touchpoints (such as search, browse, 

inquire, purchase, repurchase, complaints, etc.) to outline a 

complete purchase journey map, identify key decision-

making points and pain points, and create comprehensive 

customer profiles. 

CRM assists businesses in designing and implementing 

effective customer loyalty programs, such as point rewards, 

membership privileges, coupon giveaways, etc., to encourage 

continuous purchases and interactions. It also supports 

transparent communication by providing customers with 

clear product information, order status updates, policy change 

notifications, etc., ensuring they have a clear understanding 

of brand-related matters. Personalized marketing strategies 

based on CRM data can accurately push product information 

tailored to customer interests and needs, stimulating purchase 

desire, increasing conversion rates, building strong customer 

relationships, fostering loyalty, and enhancing repeat 

purchase rates and word-of-mouth effects. Encouraging 

customers to participate in product trials, share experiences, 

recommend friends, etc., leverages their social networks to 

expand brand influence, attract new customers, and 

encourage ongoing interactions and purchases from existing 

customers. 

Moreover, based on CRM data, businesses can segment 

customers into groups with similar characteristics and needs, 

tailoring differentiated marketing strategies for different 

segments. Through customer data analysis and personalized 

recommendation algorithms, businesses can provide 

customized products and services that align with customer 

preferences and needs. For example, Amazon uses customer 

shopping history, browsing records, and search behaviors to 

deliver personalized product recommendations, boosting 

purchase conversion rates. CRM systems collect real-time 

customer feedback (such as satisfaction surveys, product 

reviews, social media comments, etc.), helping businesses 

quickly identify service gaps and product defects, optimize 

promptly, attract new customers, and promote repeat 

purchases and word-of-mouth. For instance, a sports brand 

targets young people who love outdoor sports through social 

media targeted ads, effectively attracting new customers. 

Similarly, a health management platform regularly shares 

successful cases of customer fat loss and muscle gain, proving 

the effectiveness of its products and services, enhancing 

potential customer confidence in making purchases. 

3. Impact of Customer Relationship 
Management on Competitive 
Advantage 

3.1. Customer Loyalty and Retention Rate 

By effectively practicing Customer Relationship 

Management (CRM) to integrate and analyze customer data, 

businesses can gain deep insights into customer needs, 

preferences, and behavior patterns. For example, through 

CRM-integrated call centers, social media platforms, emails, 

mobile apps, etc., companies can promptly respond to 

customer inquiries, address complaints, and provide 

personalized recommendations. Customer loyalty refers to 
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the degree of trust and dependence customers have on a 

company. CRM supports businesses in designing and 

executing various customer loyalty programs, such as point 

rewards, membership levels, coupons, etc., to encourage 

continuous purchases and active participation in brand 

activities. Retention rate, on the other hand, refers to the 

proportion of customers choosing to maintain business 

relationships with a company over a certain period. Based on 

CRM system's customer data, companies can segment 

customers finely and develop targeted marketing strategies 

for different groups. For instance, a telecommunications 

company monitors customer usage and satisfaction through 

CRM, offering renewal discounts or upgrade suggestions to 

customers approaching contract expiration or experiencing 

usage declines. 

Through CRM data analysis and by establishing good 

communication channels and personalized service 

experiences, companies can deepen emotional connections 

and interactions with customers. For example, offering 

special discounts, upgraded services, personalized care, etc., 

to customers at risk of churn can enhance trust and loyalty 

towards the company. 

3.2. Personalized Marketing and Customer 

Experience 

Personalized marketing is a customer-centric marketing 

strategy that involves tailoring products, services, and 

marketing strategies based on individual customer 

characteristics such as needs, preferences, and behaviors, 

including aspects like color, style, and functionality options. 

Personalized marketing extends beyond products or services 

to encompass the entire customer experience, which refers to 

the feelings and experiences customers perceive throughout 

their interactions with the company. This includes aspects like 

product quality, service attitude, communication efficiency, 

etc. For instance, platforms like Netflix or Spotify use 

algorithms to analyze users' viewing or listening histories, 

ratings, search behaviors, etc., to generate personalized movie 

recommendations or music playlists. Amazon, based on user 

shopping history, browsing records, search keywords, etc., 

provides personalized product recommendations. When users 

log in to their accounts, the displayed product lists on the 

homepage vary from person to person. 

Customer experience (CX) encompasses customers' 

perceptions and feelings across all touchpoints with the 

company, from initial discovery and purchase decision-

making processes to using products or enjoying services, and 

receiving after-sales support throughout the journey. A 

positive customer experience can enhance emotional 

identification with the brand, encouraging customers to 

establish long-term stable partnerships with the company. 

Building upon personalized marketing, providing high-

quality products and services, and promptly and effectively 

addressing customer issues and feedback ensures a consistent 

brand message, service standard, and user experience across 

all customer interactions, whether through the website, 

mobile apps, physical stores, or phone interactions. This 

establishes a robust communication mechanism and 

interactive platform, creating an overall satisfying experience 

for customers. 

3.3. Data-Driven Decision Making and 

Prediction 

In digital marketing, data-driven decision making 

empowers companies not only to achieve precise customer 

segmentation and personalized marketing but also to leverage 

predictive models and continuous optimization mechanisms 

using big data technologies. By integrating customer data 

from multiple touchpoints such as websites, social media, 

emails, mobile applications, etc. [4], and deeply analyzing 

customer's historical purchase records, interaction behaviors, 

feedback, etc., through methods like cluster analysis, RFM 

model (Recency, Frequency, Monetary), CHAID decision 

trees, and other data science techniques, businesses can 

segment customer groups into subsets with similar 

characteristics, understand the needs and behavioral patterns 

of different groups, and customize highly relevant, targeted 

marketing content and promotional activities, thus providing 

strong support for personalized marketing and services. For 

example, based on customers' historical responses to price 

changes, companies can implement differential pricing or 

limited-time discounts to maximize revenue or stimulate 

specific group's purchasing behavior. 

By employing data mining and machine learning 

techniques such as association rule analysis, sequence pattern 

mining, time series analysis, etc., businesses can reveal deep-

level information about customer behavior patterns, purchase 

paths, product combination preferences, purchase cycles, 

triggering factors, etc. Using machine learning algorithms 

like decision trees, random forests, support vector machines, 

neural networks, etc., to model customer behavior data helps 

identify more complex nonlinear relationships and hidden 

patterns, analyze customers' historical behavior patterns and 

trends, predict customers' future purchase intentions, 

preference changes, churn risks, etc., adjust marketing 

strategies and service plans in a timely manner, and maximize 

customer satisfaction. For example, predicting that a 

customer may switch from basic products to high-end ones or 

develop an interest in emerging product categories. Based on 

this, companies can plan product lines in advance and 

recommend products that match the new preferences. 

Furthermore, by analyzing customer feedback, complaints, 

suggestions, etc., and transforming collected unstructured text 

data (such as free-text feedback) into structured data for 

subsequent analysis. For instance, using natural language 

processing (NLP) technology to automatically identify 

feedback themes, sentiment tendencies, issue types, etc., and 

establish a unified customer feedback data analysis platform, 

integrating feedback data from various channels, achieving 

cross-departmental, cross-system data sharing and 

collaboration, analyzing improvement suggestions and 

expectations from customers, extracting deep-level customer 

needs and pain points, companies can promptly identify and 

address issues, improve product quality and service processes, 

enhance customer experience, and satisfaction. After 

implementing improvements, companies should continue to 

collect customer feedback, compare data changes before and 

after improvements, evaluate the actual effects of measures. 

If the results are unsatisfactory, adjustments should be made 

promptly; if the results are significant, best practices can be 

summarized and promoted to other business areas. 

4. Strategies and Methods for Effective 
Customer Relationship Management 
Implementation 

4.1. Forms of Social Media Interactions 

With the advancement of digital technology, various 
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countries and regions have enacted strict privacy regulations, 

such as the EU's GDPR and the US's CCPA, which require 

companies to comply with regulations in every aspect of 

personal data collection, storage, usage, sharing, and cross-

border transfer. Personal privacy is considered a fundamental 

human right and is protected by law. Consumers have the right 

to know how their data is collected, processed, and used. 

Therefore, companies should establish comprehensive 

privacy policies and compliance requirements, protecting 

customer privacy by clearly defining the purposes, scope, and 

usage rules of customer data collection, ensuring transparency 

and legality in the data collection process. At the same time, 

companies must ensure the confidentiality and security of 

customer data, refraining from unauthorized disclosure or 

misuse of customer information. In the era of highly 

developed social media, any events involving privacy 

infringement can quickly attract public attention and create 

negative publicity, severely impacting brand image. While 

pursuing commercial interests, companies should respect and 

protect consumers' personal information, actively participate 

in building a secure and healthy digital ecosystem. 

With the development of technologies such as privacy 

computing, homomorphic encryption, differential privacy, 

companies can conduct data analysis and value mining while 

protecting privacy, promoting data-driven innovation. 

Therefore, concerning the data collection, storage, and 

processing processes, companies need to establish norms and 

security measures, adopt industry-recognized encryption 

standards (such as SSL/TLS, AES) to encrypt data, ensuring 

that even if data is intercepted during internet transmission, it 

cannot be easily deciphered. For example, when employees 

work remotely, they can access the internal network through 

the VPN service provided by the company. 

4.2. Customer Engagement and Feedback 

Mechanisms 

Customer engagement provides a low-cost, high-efficiency 

means of market testing and validation because satisfied 

customers are more willing to share their experiences and 

brand stories, leading to spontaneous word-of-mouth 

promotion and attracting new customers. Therefore, 

companies can actively invite customers to participate in 

decision-making processes at various stages such as product 

design, marketing activities, and service improvements, 

engaging in deep interactions with them, fully listening to, 

adopting, and providing feedback on their opinions and 

suggestions. Companies can invite customers to share their 

opinions and suggestions through various channels such as 

online surveys, customer feedback platforms, and customer 

participation activities. The survey design should be concise 

and easy to fill out. Additionally, companies can host product 

trials, user conferences, innovation contests, recruit 

experience ambassadors, etc., inviting customers to directly 

participate in product design, testing, and improvement work. 

Utilizing social media platforms such as Weibo, WeChat, 

TikTok, Kwai, etc., companies can initiate topic discussions, 

live interactions, user stories, etc., encouraging customers to 

express their opinions in the comments section, private 

messages, live streams, etc. Leveraging data analysis and 

artificial intelligence technology, companies can quickly 

clean, integrate, and analyze a large amount of customer 

engagement data, extract key indicators (such as satisfaction, 

NPS, engagement level, etc.). Artificial intelligence 

technologies (such as natural language processing, sentiment 

analysis, etc.) can automatically analyze the emotional 

nuances, keywords, themes, etc., in customer feedback. Based 

on customer engagement data, companies can establish 

predictive models to forecast customer behavior, changes in 

demand, and market trends, providing forward-looking 

guidance for product iterations and adjustments to marketing 

strategies. For instance, chatbots and intelligent customer 

service systems can automatically handle common customer 

issues, improving response speed and accuracy, and reducing 

the pressure on manual customer service. 

To fully listen to customer voices, quickly address their 

concerns, enhance customer satisfaction and loyalty, 

companies can establish multi-level customer feedback 

channels. This includes setting up a 24-hour customer service 

hotline with professional customer service representatives to 

answer calls, address customer inquiries, handle complaints, 

and accept suggestions. Companies can also provide real-time 

text communication platforms through online chat windows 

embedded in official websites, mobile applications, or 

dedicated customer service software (such as LiveChat, 

Zendesk, etc.). Additionally, they can establish a dedicated 

customer service email address to encourage customers to 

submit questions, feedback, or suggestions via email. 

Companies can create self-service websites or application 

modules containing FAQs, knowledge bases, troubleshooting 

guides, etc., to help customers find answers and solve 

problems on their own. Utilizing ticket management software, 

companies can uniformly register, allocate, track, and close 

customer feedback, ensuring standardization and 

transparency in the problem resolution process. Companies 

should also conduct regular training for the customer service 

team on product knowledge, communication skills, problem-

solving processes, etc., to ensure their ability to efficiently 

address customer issues and provide convenient feedback 

channels for customers. 

In practice, to ensure the effective operation and continuous 

improvement of customer engagement and feedback 

mechanisms, companies can conduct customer satisfaction 

surveys periodically (e.g., quarterly, semi-annually, annually) 

through online questionnaires, phone interviews, emails, etc. 

Companies can also immediately send satisfaction evaluation 

invitations after customers complete service touchpoints 

(such as purchases, consultations, after-sales services), 

paying attention to customer satisfaction scores (usually 

represented in star ratings, percentage scales), Net Promoter 

Scores (NPS), scores on various dimensions of customer 

satisfaction (such as product quality, service attitude, 

problem-solving ability), collecting customer complaint 

information from channels such as phone calls, online 

customer service, emails, social media, user communities, etc. 

Companies can also track the entire process of customer 

issues from submission to resolution, regularly summarizing 

and analyzing the above indicators, identifying highlights and 

issues in customer engagement and feedback based on data 

analysis results, and adjusting customer engagement and 

feedback mechanisms promptly. 

5. Future Development Trends and 
Research Directions 

5.1. Blockchain Technology and Security 

In traditional centralized systems, customer data is 

typically stored centrally on a single server or database, 

posing a risk of single-point failures. This architecture is 
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susceptible to data tampering and leaks because if the central 

node is attacked, fails, or is physically damaged, it may lead 

to data loss or unavailability. However, blockchain 

technology, through encryption and distributed storage, 

employs a decentralized distributed network where each 

participating node stores complete data copies or partial data 

fragments. This creates numerous backups, ensuring data 

integrity and availability even if some nodes fail. Blockchain 

ensures data integrity and tamper resistance, with each block 

containing a set of verified transaction data linked to the 

previous block via an encrypted hash function, forming an 

irreversible time chain. Altering any block's content will 

change the hash values of all subsequent blocks, requiring 

consensus among most nodes in the network, which is 

computationally infeasible (especially for blockchain using 

proof-of-work or proof-of-stake consensus mechanisms). In 

CRM scenarios, smart contracts can automate loyalty point 

issuance, coupon redemption, refund processes, etc., reducing 

manual intervention, lowering fraud risks, and ensuring 

consistent rule execution. 

In digital marketing, privacy protection of customer data is 

crucial, and blockchain technology enables anonymization 

and permission control of data. For instance, sensitive 

customer information like names, ID numbers, addresses can 

be replaced with unidentifiable hash values or encrypted 

ciphertexts. Information restoration can only occur when 

necessary, using specific decryption mechanisms. Through 

blockchain's self-sovereign identity (SSI) or decentralized 

identity (DID) technology, customers can own and control 

their digital identities and related data [5]. Customers can 

autonomously decide which information to share with third 

parties, when to share, and the scope and duration of sharing, 

truly realizing "my data, my rules," protecting customer 

privacy rights. For example, CRM systems can use 

blockchain's permission control function to ensure only 

authorized marketing personnel or partners can view 

anonymized customer data, and they can only perform limited 

operations within specified time frames, enhancing customer 

trust and loyalty. Blockchain's transparency records all data 

access, usage, and transaction behaviors on the chain, forming 

an immutable log, enhancing customer supervision over data 

usage processes, ensuring companies use data as agreed upon 

and preventing data abuse. 

In traditional customer relationship management, data is 

often dispersed and lacks effective integration due to 

departments using independent information systems or 

databases, leading to data silos and information barriers, 

affecting cross-departmental collaboration efficiency. 

However, blockchain technology, with its characteristics of 

distributedness, transparency, immutability, and smart 

contracts, can facilitate data sharing and exchange, helping 

companies achieve a comprehensive, integrated customer 

view. By deploying consortium chains or private chains, 

companies can create a shared data platform across 

departments. Each department encrypts customer-related data 

and uploads it to the chain, forming a distributed, unified 

customer data pool. Blockchain's distributed ledger structure 

and consensus mechanism ensure the immutability of on-

chain data. Once data is uploaded to the chain, any 

modification leaves a clear audit trail, preventing malicious 

tampering or deletion of data. Blockchain technology enables 

real-time data synchronization and updates. When a 

department updates customer data, these changes are 

immediately broadcasted to all nodes through the blockchain 

network. Using smart contracts, companies can finely set data 

access rules and permissions. Each department or role can 

automatically grant or revoke access to specific customer data 

based on business needs and compliance requirements 

through smart contracts. Decision-making across departments 

based on the same data source reduces information 

asymmetry, improving decision quality and execution 

efficiency. This not only helps improve internal collaboration 

efficiency but also protects customer privacy. 

To fully leverage the advantages of blockchain technology 

in customer relationship management (CRM), it's essential to 

strengthen blockchain technology's scalability and 

performance optimization. This includes selecting or 

developing efficient consensus algorithms suitable for large-

scale data processing, such as proof of stake (PoS), delegated 

proof of stake (DPoS), Byzantine fault tolerance (BFT), etc., 

to reduce transaction confirmation time and energy 

consumption, meeting the demands of large-scale customer 

data processing and real-time transactions. Secondly, 

exploring the integration of blockchain with technologies like 

artificial intelligence and big data is crucial. Combining 

artificial intelligence algorithms (such as machine learning, 

deep learning) to deeply mine and intelligently analyze on-

chain customer data, identifying customer behavior patterns, 

predicting consumption trends, optimizing marketing 

strategies, and enhancing the intelligence and efficiency of 

customer data analysis and utilization. Given the tamper-

resistant nature of blockchain data, legal responsibilities 

regarding data tampering need to be clarified. It's also 

necessary to strengthen regulatory systems for blockchain 

technology, providing a secure and controllable experimental 

environment for innovative blockchain applications in CRM 

under regulatory guidance, allowing companies to explore 

and validate new business models and technological solutions 

while ensuring the legality and security of customer data. 

6. Conclusion 

This paper, based on the unique background of the digital 

marketing era, systematically elucidates the strategic 

importance of Customer Relationship Management (CRM) 

and puts forward some suggestions for implementation and 

development. CRM is crucial for the long-term development 

and competitive advantage of enterprises. It is not only a 

means for enterprises to maintain customer relationships and 

enhance customer satisfaction but also an important tool for 

enterprises to understand market demand, accurately target 

audiences, and formulate personalized marketing strategies. 

In the digital environment, enterprises should focus on 

establishing a sound Customer Relationship Management 

system and utilize modern technologies and tools to improve 

customer experience and marketing effectiveness. 
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