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Abstract

Since the 21st century, China has faced a mgjor challenge which is to improve and
enhance the quality of environment during the economic development process during the
process of the energy demand growth. Although China's per capita of energy consumption
level is about half of the world's average level or even just one-sixth of the total OECD
countries average levd, it is the world's second-largest energy consumer that is only less
than the United States, environmental problems caused by exploitation and utilization of
energy, especialy air pollution problem is very serious. Based on this situation, they are
both the important goal of ensuring the sustainable utilization of energy to satisfy the
economic development and people's living demand for energy and improve energy
efficiency as well as reduce the environmental pollution caused by energy. Currently,
there are many enterprises in China engaged in the energy-saving products production
and marketing, and the energy-saving products market competition is fierce, a the
background, this thesis take the energy-saving products provider of Wuhan DF
technology Co., LTD as the objective to explore the electricity market marketing strategy.

This paper firstly introduced the present situation of historical development and the
basic situation, using PEST analysis method, the five competitive forces model, analyzed
the external environment of energy saving equipment; and then it analyzed the internal
environment of Wuhan DF technology Co., LTD from the aspects of marketing strategy,
organization structure, enterprise culture etc. Secondly, by applying the SWOT method, it
identified the advantages and disadvantages of the Wuhan DF technology Co., LTD.
Finaly, after the comprehensive analysis of the various factors that influence the
development of Wuhan DF technology Co., LTD, the company's marketing strategy,
objectives, principles and marketing plan was established.

The main meaning of this thesis lies in the analysis of the marketing strategy which
identifies the company's marketing strategic goal clearly. It can facilitate the employees to
form unified goal, which can better promote the development of the company.

Keywords: Marketing strategic; Energy-saving equipment; Energy management contract
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