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Research on the Integration of Cigarette Marketing and Customer
Relationship Management
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Abstract : The tobacco industry, which is subject to strict government regulations, faces many limitations in
market promotion. However, as market competition intensifies and consumer behavior changes,
tobacco companies must enhance customer experience and brand loyalty through fine—tuned
Customer Relationship Management (CRM). This paper starts from the current situation of tobacco
marketing, analyzes the opportunities and challenges faced by tobacco enterprises in implementing
CRM, and discusses how the effective integration of the two can bring long—term competitive
advantages to enterprises.
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