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Abstract. Celerated pace of market development in the natural gas industry, the
country’s gradual liberalization of natural gas prices, and the gradual opening of
the upstream market to the public, the changing external factors will undoubtedly
pose a huge challenge to the survival of natural gas marketing companies. The
current natural gas sales pattern will be gradually broken, whether on the supply or
demand side, a growing number of competitors will enter the market in the future
to capture market share. This paper identifies the stages of natural gas customer
relationship lifecycle management based on the proposed natural gas customer
relationship lifecycle management, and summarizes the problems in its customer
relationship management work by investigating and analyzing the business status
of A natural gas sales company. A cluster analysis model was then established to
classify customers. Finally, a development strategy for the identification stage, a
graded service strategy for the development stage, a value enhancement strategy
for the stabilization stage and a termination strategy for the recession stage of
natural gas customer relationships are proposed to help natural gas sales companies
achieve long-term and stable development.
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1 Introduction

China’s energy structure has changed dramatically in recent years as a result of national
policies. Natural gas is gradually being cultivated as one of the main energy sources of
China’s modern energy system, according to The opinion on accelerating the utilization
of natural gas [12, 15]. It is expected that the consumption of natural gas resources will
generally increase in the next decade [2, 19]. In the future, the natural gas market will
have more participants, and the natural gas industry will form a multivariate competition
pattern. The introduction of foreign resources improves the supply capacity of natural
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gas resources in the upstream [13]. Upstream resources are being seized by an increasing
number of local enterprises or large private enterprises, and the multivariate competition
pattern intensifies the natural gas market’s competition situation in the downstream.
Pipeline transportation in the middle is solely the responsibility of The National Pipeline
Network Company. Therefore, natural gas supply costs are expected to gradually decline
and remain stable, and natural gas sales prices will gradually move closer to the prices
formed under the market mechanism, and the growth of natural gas sales companies is
fraught with difficulties. Faced with this situation, China’s natural gas sales enterprises
should take proactive measures to adapt to changing circumstances [3, 4, 5, 10, 14].

In the face of increasingly fierce competition in the natural gas industry, natural gas
sales companies must have a comprehensive and standardized customer relationship
management strategy. Despite the fact that The National Pipeline Network has been
established, no relevant management policies or supporting facilities have been estab-
lished or improved. Natural gas sales companies should seize the opportunity to capture
market share first during a favorable window period when other competitors have yet to
enter [1, 9, 16, 17].

2 Overview of Natural Gas Customer Relationship Lifecycle
Managment

Customer lifecycle is an abbreviation for the full lifecycle of customer relationships,
which refers to the trajectory of customer relationship levels over time. During this
process, the customer’s natural gas consumption and the profit brought to the natural gas
sales companywill change in a certain regular manner. Natural gas customer relationship
lifecycle management is a systematic and dynamic approach to managing customer
relationships based on the characteristics of the different stages of natural gas customer
relationships by identifying, tracking, guiding and managing customers to maximize
their long-term value [7][8].

3 Stage Division of Natural Gas Customer Relationship Lifecycle
Management

Different division standards and stages of customer relationship lifecycle management
exist. The gas consumption and gas consumption growth rate are selected as the division
standards of the lifecycle stage, and the lifecycle of customer relationship is divided into
four stages: identification stage, development stage, stable stage, and recession stage,
based on a comprehensive consideration of the characteristics of natural gas products
and under the condition of sufficient natural gas sources [11].

Identification stage.
This stage is characterized by the lack and asymmetry of information acquisition.

First and foremost, the natural gas sales company is unaware of the target customers’
actual demand, consumption capacity, reputation, and other information. Customers, on
the other hand, may recognize the natural gas sales enterprise’s brand, but they lack a
thorough understanding of information such as the charging price, network layout, and
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service content. Customers will choose the enterprise if they only obtain information and
determine for themselves that the value of the product and service quality that a natural
gas sales enterprise can provide is higher than that of other natural gas sales enterprises.

Development stage.
This is the stage of rapid development of the customer relationship. When entering

the customer development period, gas supply pipelines and equipment are put into use,
characterized by an increasing number of transactions between the two parties. The gas
sales company gradually grasps the long-term demand of the customer and gradually
begins to adjust the production volume according to the size of the gas supply. At this
stage, the customer’s requirements for the comprehensive quality of the customer service
manager and the completeness of the customer management system gradually increase.
With the increase ofmutual trust and reliance, the customerwill make a series of repeated
purchases from the same company and form a virtuous cycle.

Stabilization stage.
This stage is the best and highest stage a customer relationship can reach in its

development. In the stabilization stage, the customer will want to establish a long-term
ongoing business relationship and will have higher requirements for the quality and
stability of the gas supply. The customer generates the most stable consumer demand,
and the partnership established between the customer and the company is the most
secure, and the customer can bring the most profit gain to the company, so it can be said
that the customer stabilization stage is a favorable period for the company to maximize
the lifetime value of the customer.

Recession stage.
This is the stage in the development process when the level of customer relationship

reverses. This stage has the following characteristics: natural gas sales enterprises’ profits
decline, customers gradually reduce gas consumption, and they decide to end the exist-
ing business relationship and issue a termination notice. The main performance is the
continued low volume of trade between the two parties,customers have begun to choose
other gas suppliers or alternative fuels, customer payment is slow, customer complaints
to the company are increasing, and some customers have stopped using the natural gas
sales enterprise’s services entirely.

4 The Current Situation and Problems of Customer Relationship
Management of a Natural Gas Sales Company

4.1 The Current Situation of Customer Relationship Management of a Natural
Gas Sales Company

Customer service management.
The Ministry of Market Development conducts natural gas market research and

obtains the corresponding customer demand information based on the previous market
research during the stage of customer identification, with customer demand as the pri-
mary factor. Creation of a natural gas demand database based on administrative region,
direct supply and transfer, upstream gas supply enterprises, gas projects, and other fac-
tors. Governments at the county level and above in the location should apply to A natural
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gas sales company (hereinafter referred to as A company) in accordance with the needs
of gas projects during the customer development stage. A company conducts market
research, submits market research reports, and solicits feedback on new customer devel-
opment. Projects involving long-distance pipeline openings must be approved after a
preliminary agreement on openings has been reached with pipeline companies. Follow-
ing receipt of the gas supply commitment letter, the project gas supply unit division
will transfer the customer manager responsible for project tracking management to the
regional gas supply unit for customer management. To improve the transmission and dis-
tribution capacity of the natural gas peak shaving pipeline network, the company forms
a pipeline safety management network covering every link and every person at the
stage of customer stability. Establish an emergency management system, and prepare a
sub-regional operational natural gas supply emergency plan. The company implements
customer recession management measures during the customer recession stage. The
company sends staff to understand the situation, inquire about the reasons, and strive to
retain customers for units that intend to change other energy sources and competitive
blocks that intend to change other gas sources.

Customer value management.
The Implementation Rules for the Grading of Natural Gas User Evaluation were

developed by A Company. According to the gas consumption characteristics of cus-
tomers, it will classify and score four aspects: customer payment, sales price, gas con-
sumption and peak regulation, communication and coordination, scientifically evaluate
customers, and establish high-quality customers group. Customer satisfaction is sur-
veyed every year from three aspects: product quality, service attitude and service quality.
Judging customer loyalty from customer contract signing cooperation and gas payment
recovery.

Customer information management.
A company has established a customer basic information database and regularly and

timely updates the file data of various customers to realize the information, data, and
dynamic management of customer files in order to do a good job in the management of
natural gas customers’ registration, renaming, and cancellation. A company organizes
the investigation of peak-shaving demand and the poor self-peak-shaving ability of the
city gas companies, coordinates the peak-shaving ability of the supply and demand sides,
and compiles the report on the investigation of the gas storage facilities of the city gas
companies, which provides data support for the company to clarify the peak-shaving
responsibility to the government and customers.

4.2 The Problems of Customer Relationship Management of A Company

The problems of customer service management.
A company has classified natural gas customers for a long time based onmanagement

needs, industry attributes, gas scale, price sensitivity, and other factors. These customer
classification methods do not accurately reflect the value of the customer. These clas-
sification methods are not adaptable enough to improve customer service and increase
company value. Although the establishment of a one-stop customer service process, as
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well as the implementation of the customer manager system, the implementation of one-
stop customer service is not fully accurate in place because the customer process design
is not fully optimized and reasonable, and the customer manager training is insufficient.

The problems of customer value management.
Thevalue-added experience of key customers is currently receiving insufficient atten-

tion. A company should differentiate between customer groups and different types of
customers, implement personalized services, and strengthen the organization of new
business and service development based on customer segmentation, as well as introduce
diversified business and personalized services. Natural gas is a natural monopoly com-
modity in the traditional customer management mode, with high conversion costs, dis-
satisfied customers in the process of using even A company’s products and services, and
generally difficult to convert. However, as market-oriented reforms continue to deepen,
customer switching costs and barriers will decrease, necessitating the company’s use of
“service differentiation” as a key customer management strategy.

The problems of customer information management.
The data provided byACompany’s information system is insufficiently complete and

systematic for in-depth market and customer analysis. Customer information should be
updated in a timelymanner, at any time, to understand the customer’s business dynamics,
market changes, institutional changes, and other information acquisition is not timely,
insufficient, and decision-making reference cannot be well supported. The early warning
mechanism for customer churn in the customer management information system is
not well established, and the cause analysis of rapid growth or loss of customers is
insufficient.

5 Customer Clustering and Classification Study of Company A

According to the order of natural gas utilization, the existing gas-using industries are
divided into three broad industry categories based on the characteristics of each industry
and the different strategies adopted: the city gas industry category, the industrial fuel
industry category, and the chemical and fertilizer industry category. After clustering the
three industry categories according to gas consumption, sales volume and self-peaking
capacity indicators, customers can be divided into four classes of A, B, C and D, which
represent four customer classes of very important, important, relatively important and
general customers, respectively.

5.1 Classification Index Selection and Standardization of Metric Data

According to the order of natural gas utilization according to the characteristics of
each industry and the different strategies adopted (priority protection, key development,
restriction, prohibition), the existing gas-using industries are divided into three broad
industry categories: city gas industry category; industrial fuel industry category, includ-
ing glass, metallurgy, light industry, electronics, machinery, petroleum refining, building
materials, other industries, etc.; and chemical industry category.

Based on the characteristics of the natural gas industry, three indicators are selected
as natural gas customer classification indicators: gas consumption, sales volume and
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self-peaking capacity. Gas consumption reflects the market share, and the higher the
gas consumption of a customer, the better it is for the company to achieve the goal of
profit maximization. Sales reflect the customer’s profit contribution to the enterprise.
With gas consumption already used as an indicator for analysis and clustering, sales
essentially reflect the customer’s contribution to the enterprise’s profit per unit, and the
larger the sales, the greater the value of the customer. Self-peaking capacity is measured
as the ability of customers to self-adjust gas consumption fluctuations, indicating the
customer’s gas consumption balance.

Since the selection of the unit of measure has a large impact on the clustering results,
the data need to be standardized. The standardization method used in this study is to
subtract its mean and divide it by its standard deviation, i.e.,

xj = 1

n

n∑

i=1

xij (1)

SJ =
√√√√1

n

n∑

i=1

(
xij − xj

)2 (2)

The raw data normalized values are:

x
′
ij = xij−xj

Sj
(3)

5.2 Cluster Analysis Algorithm and Model Building

The main clustering analysis algorithms are hierarchical approach, divisional approach,
density-based approach, grid-based approach, and model-based approach [6]. In this
study, the model-based approach is selected for cluster analysis calculation, i.e., a stan-
dard model is set first, and then the data sets that fit this model are found by the algorithm
of clustering.

Taking the broad category of city gas as an example, we first selected four typical
customers as standard customers among more than 300 gas customers of Company
A. These four customers have distinctive characteristics, and the company can target
its services and implement marketing strategies. The comparison of the four standard
customer indicators is shown in Table 1.

Secondly, in the cluster analysis, the sum of squared differences between the other
customers n and each of the four standard customer quantities are calculated separately.
That is, the following calculation is performed.

Zna = (Kqn − Kqa)
2 + (Kvn − Kva)

2 + (Kpn − Kpa)
2

Znb = (Kqn − Kqb)
2 + (Kvn − Kvb)

2 + (Kpn − Kpb)
2

Znc = (Kqn − Kqc)
2 + (Kvn − Kvc)

2 + (Kpn − Kpc)
2



452 X. Zou et al.

Table 1. Comparison table of 4 standard customer indicators.

User Name Gas consumption
(Kq, 100 million
cubic meters/year)

Sales (Kv, 100
million
RMB/year)

Self-peaking
capacity (Kp,
10,000 cubic
meters/day)

Features

a 35 73 200 High gas
consumption, high
sales, balanced gas
consumption

b 20 42 80 Higher gas
consumption,
higher sales,
general fluctuations
in gas consumption

c 10 21 20 Average gas
consumption,
average sales, large
fluctuations in gas
consumption

d 3 5 2 Small gas
consumption, small
sales, large
fluctuations in gas
consumption

Znd = (Kqn − Kqd )
2 + (Kvn − Kvd )

2 + (Kpn − Kpd )
2 (4)

Among them: Zna,Znb,Znc,Znd --refers to the sum of the squared differences of the
three indicators of the nth customer and the 4 standard customers respectively;

Kqn,Kqa,Kqb,Kqc,Kqd -- refers to the annual gas consumption value of customers
n, a, b, c, d;

Kvn,Kva,Kvb,Kvc,Kvd -- refers to the annual sales value of customers n, a, b, c and
d;

Kpn,Kpa,Kpb,Kpc,Kpd - refers to the n, a, b, c, d customer self-peaking ability.
Finally, the minimum value of Zna,Znb,Znc,Znd is selected as the customer

classification corresponding to the nth customer.
Similarly, the classification of industrial fuel customers and chemical and fertilizer

industry customers was calculated by cluster analysis.

5.3 Classification Results and Analysis

5.3.1 Urban Gas Customer

Urban gas is an important component of urban energy structure and provides high-quality
gas fuel for urban industry, commerce, and residents’ daily lives.
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Class A customers have the largest gas consumption and sales, and the mean value of
the two indicators is also the highest. It has strong market pioneering and demonstration
capabilities, which can help enterprises gain a significant market share and be classified
as very important customers.

The number of classB customers is large, as is the average gas consumption and sales,
as well as the contribution to the enterprise’s unit profit and market share. Customers in
class B are valuable and can be classified as important customers.

The number of class C customers is small, and their average gas consumption and
sales are small, whereas the number of class D customers is large, but their average gas
consumption and sales are the smallest, and their contribution to the enterprise’s unit
profit is small. C and D customers have a low overall value and are classified as general
customers.

5.3.2 Industrial Fuel Customer

Natural gas is used as an industrial fuel in a variety of industries, including steel,
nonferrous metals, ceramics, cement, glass, light industry, medicine, and food.

Customers in Class A have the smallest user scale, but their average amount and
overall proportion of the three indicators of gas consumption, sales, and peak shaving
value are large, and their unit contribution is very large, making them very important
customers.

Class B customers have a small customer base, but their total gas consumption,
total sales, and peak shaving volume are all higher, and the average value of the three
indicators is higher, indicating that they contribute significantly to the company’s unit
profit. Customers in the Class B category are extremely valuable and can be considered
very important.

Class C customers have similar total gas consumption, total sales, and peak shaving
volume to Class B customers, so they can be classified as Class B customers. Therefore,
Class C customers are important customers.

Class D customers, despite their size, have the lowest gas consumption, sales, and
unit profit contribution, indicating that their value is low. They belong to the general
customers.

5.3.3 Chemical and Fertilizer Industry Customer

Natural gas, as an industrial raw material, can be used to produce many chemical fer-
tilizer products, such as methanol, urea, ammonia, acetic acid through purification,
separation, steam conversion, oxidation, chlorination, vulcanization, nitrification and
dehydrogenation.

Although Class A customers are small in size, their averages in terms of gas con-
sumption, sales, and peak gas volume are far higher than the overall average, implying
that they contribute significantly to the company’s unit profit. Customers in the Class A
category are extremely valuable and can be considered very important.

Class B customers are small in scale, but their average gas consumption and sales
are large. Therefore, it can also be considered important customers.
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Because class C customers’ total gas consumption, sales volume, and peak shaving
volume are small, their contribution to enterprise unit profit is small, and their customer
value is small, they are classified as general category customers. Although class D
customers have the largest scale, their average gas consumption, sales volume, and
peak gas consumption are all significantly lower than the overall average, and their
contribution to enterprise unit profit is minimal. Overall, the value of C and D customers
is low, and they belong to the general class of customers.

6 Customer Relationship Lifecycle Management Strategy
of A Company

6.1 Development Strategy of Natural Gas Customer Relationship Identification
Period

6.1.1 Marketing Ideas for the Natural Gas Customer Relationship Identification
Period

Marketing during the natural gas customer relationship identification period is an
exploratory and experimental phase of the relationship between natural gas sales com-
pany and its customers. During this phase, the company proactively seeks information
about the customer and provides the customer with information about the company to
ensure that information channels are open. The company and the customer seek the
intersection of their goals, evaluate each other’s intentions, each other’s performance,
and consider the potential responsibilities, rights and obligations of both parties if a
long-term relationship is established [18].

6.1.2 Strategic Focus for the Natural Gas Customer Relationship Identification
Period

Identifing potential customers and focusing on developing high-value customers.
Market development account managers should connect and coordinate well with

local governments, intervene early in the planning and construction of industrial parks,
assist local governments in formulating preferential policies for attracting investment in
industrial parks, increase the industrial gathering capacity of industrial parks, and expand
the scale of gas consumption. Sort potential customers into categories, focusing on and
reserving some with higher gas consumption, higher price tolerance, higher peaking
value, and interruptibility.

Providing “customized gas service solutions”.
Professional services provided to customers before, during, and after the sale of

natural gas are referred to as “customized gas service solutions.” The account manager
assists the customer in understanding and adapting to the company’s products or services,
provides accurate information to the customer via various channels, guides the customer
in using the company’s products or services, stimulates the potential customer’s desire to
purchase, and assists the customer in making a purchase decision. The customer makes
a transaction decision after learning about the company’s products and services.

Establishment of key account manager for market development and dedicated
account manager for daily management.
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A key account manager is established to serve such important customers, so that
there is a dedicated person to make further contact with key customers. The key account
manager is responsible for collecting and giving feedback on the individual needs of key
customers, participating in the development of targeted sales programs, and tracking the
effectiveness of the implementation of sales programs. During the market development
period, in addition to the key account manager, who is responsible for all matters during
the development period, a full-time account manager should be assigned to the corre-
sponding jurisdiction to participate in the initial development and contact work, so as to
be familiar with the gas demand of key customers and to implement daily management
services for key customers after the official start of gas consumption.

6.2 Classified Service Strategy for Natural Gas Customer Relationship
Development Period

6.2.1 Marketing Ideas for Natural Gas Customer Relationship Development
Period

Customers in the growth phase enter a phase of rapid customer relationship develop-
ment, in which early-stage potential customers interested in the company’s products or
services make purchase decisions about the products, and as the customer’s production
and operation potential gradually comes into play, the amount of gas used by both parties
to trade gradually increases. At this stage, the basic idea of marketing work is to identify
and target important customers who have higher current value to the company and higher
future value-added potential.

6.2.2 Strategic Focus During Natural Gas Customer Relationship Development

Hierarchical service strategy during the development of customer relationships in the
city gas industry.

For Class A city gas customers, the development of downstream industrial and com-
mercial customers should be appropriately restrained in the near future. Class B and C
customers have similar basic conditions and are basically customers of city and county
gas companies, and the basic strategy during the gas supply tension phase should still
appropriately support the development of such customers. Class D city gas customers
have a large number of customers with a low base volume of natural gas sales, and their
development should be appropriately restrained in a situationwhere the supply of natural
gas exceeds the demand to avoid putting more pressure on the company’s gas supply.

Customer hierarchy management strategy for industrial user group customer
relationship development period.

For large direct supply industrial customers, their growth should be highly valued
and nurtured. In the near-term shortage of natural gas supply, more attention should
be paid to the potential peaking capacity of their volume advantage. The situation is
similar for industrial customers in categories B and C, which are mainly in the chemical,
steel and glass industries. In times of tight gas supply, we should implement a “selective
support strategy”.We should focus our resources on customers with long-term prospects
or unique competitive advantages in the industry in order to support their rapid growth,
while restricting companies with poor prospects in the industry to prevent them from
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competing for gas supply. The number of industrial customers in category D is large,
but the volume is small. In times of tight gas supply, it is recommended to select some
fast-growing and high-profit margin customers in the D category to carry out a “pilot
price push” to increase the acceptable price of natural gas for a portion of the gas supply.

Chemical and fertilizer industry customer classification management strategy.
Gas volume regulation by season and the investigation of new pricing mechanisms.

Lower gas prices during the low season and higher gas prices during the high season
can be used to encourage or discourage natural gas consumption, resulting in a smooth
natural gas demand.

6.3 Value Enhancement Strategy for Natural Gas Customer Relationship
Stabilization Period

6.3.1 Marketing Ideas for Natural Gas Customer Relationship Stabilization
Period

The stabilization period is an advanced stage in the company’s customer relationship
development. At this point, customer relationship management should be considered
from two perspectives: the current period of limited gas supply and the future period of
ample gas supply and competition from multiple gas suppliers. Although the company
must achieve the basic goals of stable market share expansion and increased economic
efficiency in both periods, it is clear that the company’s approach to customer manage-
ment should be different in the face of a tight gas supply situation and competition from
multiple gas suppliers.

6.3.2 Value Enhancement Strategy for Natural Gas Customer Relationship
Stabilization Period

Strategies to enhance the value of customer relationships during the stabilization period
in the city gas industry.

Class A city gas customers have entered a period of stability, and their sales growth
tends to level off and will not increase gas consumption excessively during periods of
gas supply constraint. The basic strategy for these customers should be to maintain the
status quo. The basic situation of B and C city gas customers is relatively similar, and
they generate an average of tens of millions of RMB in sales. Although they are cur-
rently in a period of tight gas supply, they should still be supported with strategies to
form a good market base, considering the future competitive landscape. As most of the
customers in category D are located in small and medium-sized cities, with the devel-
opment of urbanization in the future, the rate of residential natural gas gas gasification
will further increase. From the perspective of future competition, measures should be
taken to appropriately encourage them to further develop new customers in crossover
areas where competitors have already entered or where competitors are highly likely to
enter in the future, even under the general environment of tight gas supply in the near
future, so as to expand market share.

Value enhancement strategy for industrial user base stabilization period.
A class industrial customers with large sales, relatively high gas supply prices and

high profit levels should be the focus of the company’s support, but the growth rate of such
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Fig. 1. Customer relationship decline warning model.

customers is slowing down, which is more appropriate in the current state of tight gas
supply, but the long-term future should focus on the development of the industry inwhich
the customer is located in the foreground. For medium-sized customers in categories B
and C, it is appropriate to adopt selective support strategies during periods of gas supply
tension. Most industrial customers in category D are smaller in size, have lower sales
and limited future growth potential, and it is appropriate to adopt general maintenance
strategies during periods of gas supply tension. For small and medium-sized customers,
customers with higher corporate profit margins and lower gas costs should be selected to
consider a trial push-price strategy, study the price acceptability of different industries,
and pilot a one-household-one-price policy to help gradually accumulate operational
experience, identify potential problems, and pave the way for promoting the strategy
among large customers in the future.

6.4 Natural Gas Customer Relationship Termination Strategies During Decline

6.4.1 Marketing Ideas for Natural Gas Customer Relationships In Decline

During the entire life cycle of natural gas customer relationship development, the stage
of natural gas customer relationship decline occurs when the relationship level reverses.
Companies must have a mechanism in place to detect the decline of customer rela-
tionships, based on a customer relationship decline warning model, which identifies
customers who have a tendency to decline, classifies them according to the causes and
probability of decline, and develops targeted recovery strategies or abandons them.

6.4.2 Strategic Focus During Natural Gas Customer Relationship Decline

Customer relationship decline alert.
The company should establish a customer relationship decline early warning model,

and take appropriate measures once the signs of customer decline are detected. The
early warning signs of customer relationship decline come from three aspects: analy-
sis of customer transaction records, analysis of customer communication records, and
comparison of lost customer characteristics derived from data mining.

Analysis of the causes of the decline.
The causes of customer relationship decline can come from factors such as the

company itself, competitors, customers, and the external environment. The company’s
own factors include several aspects: gas quality, service, price, customer relations and



458 X. Zou et al.

retention strategies. Competitors contribute to the decline in customer relationships by
comparing the quality of natural gas, service quality, price, and business development
between the two parties. The decline caused by the customer itself is reflected in the
decline caused by objective factors such as the customer’s own economic situation
and industry development constraints. The external environment causes the decline in
customer relationships mainly in terms of macro policies and other factors.

Customer decline relationship classification implementation strategy.
According to the frequency and controllability of the causes of customer relationship

decline, customers in relationship decline can be divided into four categories: highly
valued customers, sufficiently valued customers, appropriately valued customers and
natural customers.

Highly valued customers: the probability of factors causing customer decline is high,
and the company has a high degree of control over these factors, which can be greatly
improved by efforts, and this area is a key area of concern for the company.

Sufficiently valued customers: the probability of factors that cause customer decline
is high, but these factors are less controllable for the company and more difficult to
change. This area should attract sufficient attention to the company, in an effort to
reduce the spread of adverse effects outward, while helping the company from a passive
situation to an active situation.

Appropriately valued customers: the probability of occurrence of factors that cause
customer decline is low, but the company has a high degree of control over these factors.
The company should pay proper attention to this area, on the one hand, these factors
need to be improved, on the other hand, the improvement strategy can reduce the impact
of these causes in the customer.

Natural customers: The probability of factors causing customer decline is low, and
the company has little control over these factors. For this area, the company can adopt
an abandonment attitude and not spend too much effort on this area.

7 Conclusions

China’s energy demand has reached a medium growth stage due to the country’s rapid
economic development. Along with the introduction of foreign natural gas resources
and the independence of The National Pipeline Network, natural gas sales companies
must address how to deal with changes in natural gas supply and demand and formulate
appropriate management strategies in order to achieve long-term and stable growth. This
paper divides the full lifecycle management of the company’s customer relationship into
four stages based on the lifecycle theory of customer relationship and the marketing
characteristics of A natural gas sales company: identification stage, development stage,
stabilization stage, and recession stage. The existing customers of A natural gas sales
company are then classified using cluster analysis, and the characteristics of each type of
customer are accurately portrayed in an all-around manner, with corresponding market-
ing strategies formulated for customers in various life cycle stages, in order to achieve
effective management of valuable customers throughout their lifecycle and to improve
customer service levels on a broad scale.
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