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Abstract:

Customer value analysis is the foundation for power supply enterprises to provide differentiated
service for customers with various values and implement benefit maximization. Firstly, the implication
of customer value is analyzed and defined; then based on current value and potential value of
customer, a customer value evaluation index system is constructed and a weight determination model
that takes subjective and objective factors into account is built. The customer value analysis on five
customers of a certain urban power supply company in South China is performed to verify the
effectiveness and practicality of the proposed customer value analysis system.

Keywords: electricity customers value analysis system fuzzy analytic hierarchy process
(FAHP) weight

ks H B 2009-11-24 &7 H # 2009-12-16 M4 & & 4i H 81 2010-02-11
DOI:
FEETH :

HARSEE - T
EHZ B TAEQ79—), B, WRBCLIN, FEMNFHESMEE IR L/, E-mail: wangst@csg.cn.
Y& Email: wangst@csg.cn

2% k-
[1] AT, MR, BOSCERET TR RREH M. dbat: PEA AL, 2004: 25-32. [2]

Angus J. Valuing your customers: from quality information to quality relationship through database
marketing[M]. London: McGraw Hill Book Co., 1995: 326,336-338. [3] Berger P D, Nasr N I,
Customer lifetime value: marketing models and applications[J]. Journal of Interactive Marketing,
1998, 12(1): 17-30. [4] Bailey F. Getting the most out of CRM[M]. Hoosier Banker, 2004: 28-29.
[5] Achim W, Thomas R, Hans G G. Value creation in buyer-seller relationships[J]. Industrial
Marketing Management, 2001(30): 365-377. [6] . W& MEWISID]. PH4: PUZACH K,
2002. [7] T4a8. ETMESITNE S CRIPN LI HID]. EK: JEPIKY, 2002, [8] #ik, FfF
s, HESE. DI ER P EHSE PN e bk R A7 0]. BMEAR, 2007, 31(1): 75-78,83. Qu
Bin, Li Cunbin, Tian Huiying. Construction and methodology of comprehensive evaluation system for
credit of industrial electricity customers[J]. Power System Technology, 2007, 31(1): 75-78,83(in

Chinese). [9] #Ml, MilliE, MM, STEMZ Bk g AN 1. MR, 2004, 28
(11): 55-59. Li Xiang, Yang Shuxia, Huang Chenfeng. Evaluation of electricity customers credit

based on fuzzy multi-attribute decision making method [J]. Power System Technology, 2004, 28
(11): 55-59(in Chinese). [10] Jdl, FERKHE, Rk, 5. S T40000 i BAG OE % (5 -IVEON ).

¥ RIhEE
AT B
F Supporting info
F PDF(344KB)
F [HTML4 3]
b 2% CHR[PDF]
b 27 30K
k555 st
b AEA S 45 A
B IR
BN T B A
b SIASC
F Email Alert
b SO Bt
b DN S A S
AR SCRBE AR IS
FHIE S
F BHES BT R
b B2 IR M i
b AL

ARISAEFFHR I
PubMed




MTEAR, 2009, 33(8): 75-80. Zhou Kai, Li Qiuhua, Zhou Lin, et al. Credit evaluation of large power
customers based on matter-element analysis theory[J]. Power System Technology, 2009, 33(8): 75-
80(in Chinese). [11] M L4L, fa/KF5, Z4ER, S5, BOWIDIRI PRS2 B AR 45 & I s I H 278 )
PR TEEI]. HMFAR, 2009, 33(3): 33-37. Yang Weihong, He Yongxiu, Li Dezhi, et al.
Comprehensive post-evaluation method of power network renovation project based on fuzzy interval
evaluation and analytic hierarchy process[J]. Power System Technology, 2009, 33(3): 33-37(in
Chinese). [12] M. FT 2R HHEIIE T SR 25 & PRI R[], HMECK, 2005, 29(4): 23-29.
Tian Ling. Research on fuzzy comprehensive evaluation of electric energy purchasing scheme based
on analytic hierarchy process[J]. Power System Technology, 2005, 29(4): 23-29(in Chinese). [13]
K, WML, Fed. SRR I TE ] PEAE R R BARERAR, 2005, 35(2): 11-12. Li
Yong, Hu Xianghong, Qiao Jian. An improved fuzzy AHP method[J]. Journal of Northwest University:
Natural Science Edition, 2005, 35(2): 11-12(in Chinese). [14] M4k, Z=fE. FET = MAOHIE A ) W e
FICt S FEN 3], BEMT RS 5205, 2003, 17(6): 59-64. Xiao Yu, Li Hua. Improvement on
judgement matrix based on triangle fuzzy number[J]. Fuzzy Systems and Mathematics, 2003, 17(6):
59-64(in Chinese). [15] Phillip E P, Robert L C. Modeling customer relationships as Markov chains
[J]1. Journal of Interactive Marketing, 2000: 43-55.

AF R E

1. RIS THE ST B T I 4% 2 R A BTk 10 HE 0 28 P il FE RO 22 G VPN 3] FE B, 2009,33(17):
191-197

2. PNTEE GRS PRI I e R BOR TR AT A PR ABORY] A AR A R U H g T S TR
[J]. *B¥#A, 2009,33(9): 103-107

3. PRpRHE FE BER £ RS WERE R TROR RS ) b R AL S VR [9]. e B, 2009,33(1):
71-74

4. T VR T B ng )R SEREARE I SEE T E FLR S [J]. MBI, 2007,31(23): 37-40
5. VRRER| T MR ICIE ] AR AR A N IR | ST UG R R R A AL TR 16 L 2R L R PMUA T
] MR, 2008,32(15): 21-26

6. S R4S XIRE REM JETERIA R R R A VRN ], AR, 2008,32(1): 67-
70

7. B ENEE Rk s e T SR A IR 2 I WA L A i vELT]. MR, 2008,32(5): 82-86
8. FYlL JERIE FM xiig Be I TYon o B 1R B P S VN [I]. MEA, 2009,33(16): 75-
80

9. RAEH Ui REBREE FLAYL B SEIEER Ry FE 2R M B OE Y 2 AR 3] R, 2009,33(18):
209-213

10. FEHEEL 2t SIS BE TS 2 H bR oM g5 G 1 B RE I 45 A VAN [J]. MR, 2009,33
(19): 113-118

Copyright by FLM# A



