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Abstract

Against the backdrop of the digital economy’s sustained growth, competition in China’s e-commerce
industry continues to intensify. Traditional online marketing methods suffer from significant ho-
mogenization, and the cost of acquiring new users for platforms has been rising year by year. Con-
sequently, effectively retaining customers and increasing repeat purchase rates has become a crit-
ical factor for e-commerce platforms to achieve stable growth. This paper adopts a customer rela-
tionship management (CRM) perspective to analyze the current state and challenges of online mar-
keting on e-commerce platforms, and elucidates the significance of CRM in enhancing marketing
quality. The study finds that many e-commerce platforms currently face issues such as inadequate
customer data management, insufficient personalized services, poor customer interaction and
communication, weak customer loyalty and churn management, and insufficient synergy between
CRM systems and marketing strategies. To address these issues, this paper proposes improvement
strategies in the following areas: establishing a unified, high-quality customer data management
system; developing precise and differentiated marketing strategies; implementing integrated cus-
tomer communication and relationship management; establishing a closed-loop management sys-
tem for customer value retention and churn early warning; and creating a CRM-based closed-loop
marketing and cross-departmental collaboration system. These strategies aim to provide guidance
for e-commerce platforms to enhance customer loyalty and strengthen their overall competitive
capabilities.
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Table 1. Differentiated marketing strategies based on customer lifecycle stages
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Table 2. Customer segmentation and lifecycle stage mapping based on the RFM model
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