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Abstract

With the changing direction of global energy development, the change of energy structure is imper-
ative. However, in the process of transformation, electricity still occupies an important position,
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and electrical enterprises have already faced enormous transformation pressure. Traditional de-
velopment strategies and paths need to be reformed as soon as possible. Both state-owned and pri-
vate electrical enterprises have already exerted all their efforts on the road of transformation and
upgrading. Each enterprise is utilizing its own technological accumulation, talent resources, and in-
tegrating various resources to expand incremental business, in order to obtain more market share
for its products, become new performance growth points, and strategically layout for the long-term
development of the enterprise. This article starts from the current situation of the transformation
and upgrading development of electrical enterprises and product marketing strategies, proposes
the problems in product marketing strategies in the process of transformation and upgrading de-
velopment, and provides optimization strategies.
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